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5 stones, high center 
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No. 550/7 
7 stones, Jarge high center 

















No. 1951/7 
8 stones, large oval opal 
In these exquisite rings we lave presery : 
true spirit of the Early American jewelers’ art. KON-ITE 
Early American Reproductions are made in exactly the same 
manner as the originals, cast in one piece of 14K solid gold, 
with unusually massive tops into which precious stones can 
be set with absolute safety and assurance against loss. 








Pictured here are three of a large selection of styles in . : — \ 
stock for immediate delivery. They may be purchased unset — : A. 1 E R™ o 3 O 
as shown or, upon order, complete with stones to suit the A. SAU & ee 
customer’s taste and price range. Earrings available to match. KONITE BUILDING 
Cincinnati 2, Ohio - 


Brochures showing 17 designs will be sent upon request. — : 
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Merchandising and Promotion 
TWO WINDOWS FOR THE COMING MONTH. . 
FORCEFUL PROGRAM NECESSARY FOR MAINTAINING VOLUME 
CHINA AND GLASS FOLLOW SILVER SALES . . 
WELL-PLANNED DISPLAYS ADD TO STORE DIGNITY . 
TIE-UP WINDOWS WITH PUBLICITY. . . — 
CONSTANT AD PROGRAM BUILDS CONFIDENCE 
SEPTEMBER LAYAWAY PLAN TAPS NEW MARKET. . 
CHRISTMAS CARD GALLERY SURE-FIRE TRAFFIC BUILDER . 
THE AD-VISER . . ; 
OPENING PROMOTION INVITES FAMILY PARTICIPATION . 
SMALL DETAILS BIG ANVERTISING FACTOR... ; 
WHAT YOU CAN SAY IN JEWELRY ADVERTISING . 
FALL FASHIONS CALL FOR JEWELRY ACCENTS. . 
‘STERLING FOR ALL’ THEME OF SILVER CLUB PLAN . 
JEWELERS PRESTIGE GIVES EDGE OVER PEDDLERS . 
WOMEN'S CLUB SHOWING BUILDS STERLING INTEREST . 
MAJOR APPLIANCES A JEWELRY 'NATURAL’ . . ; 
DIRECT MAIL DEVELOPS OUT-OF-TOWN CUSTOMERS . 
PRICE-APPEAL PROMOTION BUILDS TRAFFIC. . . 





Conventions 
OVER 5,000 RETAILERS ATTEND NACJ CONVENTION . 
BUSY CROWDS MARK SUCCESSFUL ANRJA SHOW . 


Store Modernization 
‘TAILORED’ TO MODERN JEWELRY SELLING . 
HE BUILT ANOTHER $500 STORE . —" 


The Trade at Large 
WATCH PARADE IDEA BOOK GOES TO —ow 
NEW DESIGNS FROM PARIS. . 
THE DIAMOND INDUSTRY IN 1947 . 
DIAMONDS FOR THE BRIDE AT ‘WEDDING RECEPTION’ . 
WORLD'S LARGEST SILVER TROPHY .. . ‘ , 
COPYRIGHTING JEWELRY . ; 


Technical 
VARIETIES OF QUARTZ. . , 
VIBRATING A HAIRSPRING . . 
WORKSHOP QUESTIONS AND ANSWERS . 
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d Master ul Craftsmanship 


Year after vear the 
combination of Marce s 
inspired origination and 
WBO artisanship has 
heen identified with 

the foremost creations 
in fine jewelry ... 

Now in recently 
enlarged quarters 

this collaboration 

of rare talents is 
expected to achieve 
even greater triumphs 


in the seasons ahead. 


WILLIAM B. 


OGUSH, INC. — 


CREATORS OF FINE JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


YORE 23, N. ¥. 
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Write for Free Mat Service ... CRAWFORD WATCH CORP. 550 Fifth Ave., New York 19 
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113 ASTOR ST., NEWARK 5, N. J. 
NEW YORK SAN FRANCISCO CHICAGO 




















Simmons Quality Gold Filled cuff links are 


: right on top this year... selling as fast as we © 
Bemeenene can make them. And no wonder. Simmons : 


7 5 as A : designers... flush with the spirit of our 
i nNniversar y 75th Anniversary ... really hit the jackpot 


with their latest cuff link designs. These 
designs have real style, unusual colorful stones 7 
and, of course, they all feature the new 

snap-acting pivots... A Simmons exclusive. 


Line 


Order your supply today. 
R. F. SIMMONS COMPANY, ATTLEBORO, MASSACHUSETTS + MAKERS OF SIMMONS CHAINS + SOLD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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EASTERN REPRESENTATIVE 


Bob Parrillo 
536 Atwells Avenue 
Providence 9, R. I. 


MID-WEST REPRESENTATIVE 


Arnold Schloss 
29 East Madison Street 
Chicago, Illinois 


WESTERN REPRESENTATIVE 


Leo Colman 
940 South Spaulding Avenue 
Los Angsles, California 


The Phyllis “Lavalier’’ 
(No. 750 illustrated) 
may be worn either as 
anecklace and earings, 
or as pin and earings. 


You’tt want to see and have the Phyllis line for fall... 
beautiful new designs that have all the brilliance and color of 
the stars...sure to attract and delight the eyes of customers. 


And too, all Phyllis jewelry is smartly boxed as a further aid 
in your selling. 


See the Phyllis line of goldfilled jewelry for fall... write to 
any of our representatives for name of nearest wholesaler. 


Pete, Guciucas Smal Gold litled Yewelyy 


GOLD FILLED 





THROUGH THE WHOLESALE JEWELER ONLY 


M&S JEWEL MEG. C0, ING. 


Main Office and Factory 
536 Atwells Avenue Providence 9, Rhode Island 
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Depend upon the delicate beauty and 
exquisite workmanship of GEMEX watch 













bands to interest the ladies. In these 
Autumn fashions, GEMEX happily combines 
Old World craftsmanship and 


New World styling to give you 











four lovely styles with irresistible 





/ 
Z 
| \ 
sales appeal. L 


A\ 


\ 2S 
DN Ne i anaaemati 
AF we 





\ 
7 \ = 















Order them from your wholesaler now. 


Prices include Federal Tax. 


GEMEN secret Bone 


GEMEX COMPANY: UNION,N. J. 
































Perhaps no other diamond rings 





sold by American jewelers sell 


as effortlessly, and stay “sold? as 





do American Beauty rings. For 
“American Beauty” is the buy-word among people who 
know diamond ring quality. That it is also symbolic of 
leadership in styling is indicative of our unswerving 
determination not only to keep abreast of constantly 


changing fashion trends, but to anticipate them as well. 


UNTERMEYER, ROBBINS and COMPANY 
136 West 52nd Street, New York 19, N.Y. 


RINGLEADERS UR) SINCE 1865 
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“To cut train-wheels as near to perfection as possible, Walths 
has developed tools for shaping gear-teeth which are marvyek 
precision toolmaking ...so precise that results are checked with, 
microscope-sight. It usually takes from 5 to 10 years to train a tod 


“Every watchmaker will agree that a smooth and free-running 
train is of paramount importance to the proper functioning of 
any watch. Unless the train is made with absolute accuracy in every 
detail, a good part of the mainspring’s power can be lost. Therefore, 
Waltham spares no pains or expense in train-wheel manufacture.” 
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maker who is capable of meeting Waltham’s exacting standard! 











Certified Watchmaster Watchmaker; for four years President, N. J. Retail 
Jewelers Association; Member A.N.R.J.A. National Advisory Council 





“Any watchmaker can see,” says Mr. Haimann, 
“why the new ‘Series 33’ is the finest Waltham of all time.’ 


Mr. Lovis Haimann, prominent jeweler of Morristown, 
N. J.. has long been active in State and National Jewelry 
and Horological circles. A Certified Watchmaster 
Watchmaker himself, Mr. Haimann has worked con- 
sistently to raise the watchmaker’s standards. 

“I have personally made a careful inspection-trip 
through the magnificent Waltham plant,” says Mr. 
Haimann. “I have seen the modern and scientific 
equipment with which Waltham Watches are made. 

















And I am sure that every watchmaker will be interested 
in the more than 45 improvements that have been mate 
in the new Waltham ‘Series 33’... as well as in the paint 
taking care and accuracy with which each part of this 
new Waltham is made. Reproduced on these pages att 
a few of the steps in the making of the new Waltham 
train...one of the most important parts of any watt 
...and one of the outstanding features that helps makt 
the Waltham ‘Series 33’ the finest Waltham of all time 
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“after the wheel has been cut, its image is projecied on a screen, 
magnified 100 times. So unerringly accurate are Waltham tools 
that, even at this 100-to-1 magnification, no variation from the 
original design can be detected. Every Waltham part undergoes 
such constant, careful inspection at every manufacturing step.” 
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“Every wheel and pinion that goes into a Waltham ‘Series 33’ 
watch is checked under a microscope for trueness. Finally, when the 
train is placed in the watch, it is checked for freedom by a special 
electronic timing device which assures you, and your customer, that 
it will run free and true, to Waltham’s high precision standards.” 
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“Waltham pinions are made of highest quality steel, precision: 
machined and hardened automatically. The leaves are then highly 
burnished by hand, and all working surfaces are polished to a 
mirror finish. These semi-automatic leaf-polishing machines are 
Waltham exclusives. Pivots get the same high-quality finish, also.” 











“Today, one of the watchmaker’s most vexing problems is how to 
meet the increased demand for his services without man-killing 
overtime hours. Manufacturing improvements, such as these used 
in the new Waltham ‘Series 33,’ provide a partial answer. They are 
much-needed forward steps in the progress of horological science.” 























FEDERAL TAX 


Where you see fashionable women, there you see lovely 
Lucina Creations, choice of the discriminating . . . 


in the Camellia House 


Ask your wholesaler to show you the complete new 


at THE DRAKE, CHICAGO Lucina Line . . . distinctive White Stone designs 
and glamorous Gold-filled jewelry. 


THE ISKIN MANUFACTURING COMPANY, INC e@ ESTABLISHED 1913 @ 12TH AND CHERRY STREETS @ PHILADELPHIA, PA. 
NEW YORK CHICAGO LOS ANGELES 
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THE JEWELERS OF AMERICA ... men who know 
diamond values best . . . chose nationally advertised 
Lovebright Diamonds as the leader of the recent Chicago 
and New York jewelry shows. And they named Love- 
bright first because they recognized the incomparable 
quality of the entire Lovebright line, the vast helpful 
Dealer Promotion Plan, and most of all... the willing- 
ness of Lovebright to cooperate with their dealers to 
the fullest extent. 


Of course, these men who are the best judges of 
diamond values in the world, are absolutely correct... 
for no other diamond house in America can offer such 
outstanding values at the same low price of Lovebright. 








caw) A. EDWARD FISHER & C0., INC. 
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Importers of Diamonds . . . Over 3) years of Servwe to the Trade 


580 FIFTH AVE. <2 NEW YoRK 13 














MANNING BOWMAN ANNOUNCES A COMPLETE 
LINE OF HANDSOME, QUALITY HEATING PADS 





Manning Bowman now offers you the fin- 
est line of heating pads—one you ll warm 
up to fast! And so will your customers. 
Yes, and these quality heating pads offer 
seven big advantages: 


f. Now there’s a Manning-Bowman quality 
heating pad—priced right—for every use, for 
every customer. 


2. You can assure customers that only the 
best materials and finest workmanship go into 
these heating pads. Manning Bowman qual- 
ity craftsmanship has been known since 1857. 


3. All Manning-Bowman heating pad covers 


are handsomely designed and are easily re- 
movable for cleaning. 


4. Manning-Bowman heating pads range 
from 3-speed heats to 3 specific heats, from 
moistureproof to waterproof. All are thermo- 
statically controlled; all carry the Under- 
writers’ Laboratories approval. 


ow On the long, 8-foot cord of Manning- 
Bowman heating pads there’s a handy thumh 
switch that can easily be clicked to low, me- 
dium, high or off positions even in the dark. 


6. Manning-Bowman heating pads are flex- 
ible—easy to wrap around arms and legs. 
Thev’re perfect bed warmers, too—and swell 
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for taking chilly dampness from bedding. 
7. Packages are attractive, eye-catching. 
Covers are colorful and in good taste. There’s 
a Manning-Bowman heating pad to fit every 
pockethook, every purpose, every decorative 
plan. 


In heating pads as in other things. 
“Manning Bowman Means Best.” In fact, 
during all our years of making heating 
pads, we ve never had a single complaint 
about them! Better phone your distribu- 
tor and stock up on this new Manning- 
Bowman heating pad line. You'll have the 
hichest quality line in town! 


Manning Bowman Means Best 


Master Craftsmanship in Quality Home Conveniences Since 1857 


Manning, Bowman & Co., Meriden, Connecticut * In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS IN DEMAND 
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ANOTHER BRIGGS. BATES ano BACON 


Lracelel Creation 


For today’s American woman, but still mindful of the graces of an 





The light weight and flexible tubulor earlier day, the new Claspet tubular bracelet is a striking new jewelry item. 


construction of this Claspet is exclusive to , , , : 
appearan a 11 wei 

ions teas thin, tee iieaen ieee Its heavy appearance but actual light weight. and its richly simple design 

Available in assorted patterns, including recall the elegance of bygone days, while its style and fashion appeal make it up 


genuine onyx. 
to date as 1948’s “new look". Suitable for all ages, appropriate for any 


E NWN Gas OF 


a . ; . —_ 
MADE BY | occasion, well made in the Briggs, Bates and Bacon tradition, the tubular 


ang @ gx. Claspet is sure to be a best-seller for you. 
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the tiny gold 


Making the karat gold numerals for the dials of Hamilton 











Watches was an extremely difficult production problem. 
The illustrations shown here clearly reveal the exacting 
precision demanded. They make clear that a karat gold was 
needed for this job, which had the right physical properties 
and gauge — a gold which could be depended on for 
undeviating uniformity in every strip supplied. Hamilton 
found the answer in Handy & Harman Karat Gold. 





numerals 

















The first step — punching flat disks .215" diameter from 
Handy & Harman 18K yellow gold strips to .013” gauge. 
Our production controls and inspections keep every strip 
true to physical properties and gauge specified. 
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Set 








The mounting feet .008" in a: 2xmeter are 
stamped on each disk in dies of pin-point 
precision. To perform this operation 
on @ mass production basis requires a 
Karat Gold of exactly the right ductility 
and uniformity. ore 





numeral. 
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A FITTING AWARD — As a token of appreciation for 
long and faithful service, Handy & Harman presents 
to all employees on their 25th anniversary with 
the Company, a Hamilton Watch with an 18K applied 
gold numeral dial like the one shown above. 





remarkable operation—two precisely 
located feet are raised up from the 
flat disk in one operation. In the 
lower view you see the front and 
back of acompletely stamped 





Bridgeport, Conn. « Chicago, Ill. « Los Angeles, Cal « Providence, R. 1, « Toronto, Canada 










eration brings out the full beauty and 
richness of this gold and gives to the 
numerals a clean, sharply defined ap- 
pearance. When securely swaged in place 
the numerals blend with the dial to form 
a work of art as well as precision. 


Bulletin No. 16 gives details about our “Balanced” 
Karat Golds for specific purposes. We'll be glad to 
send you a copy on request. 






INCOMPARABLE VALUES by STONE 


DIAMOND RINGS 


of Every Size and Shape 


4 ets. 3 cts. 2 cts. Yr ct. 


THE EMERALD CUT DIAMOND The Emerald Cut 
is in high favor with women of good taste. Its flashing 
glory is the result of the very latest development in the 
highly skilled art of the diamond cutter. 
All our lines are produced in 
a large variety of styles and wide price range. 


cts. 3 cts. 2 cts. 1 ct. 


THE ROUND DIAMOND Perfection of cut and the 
consummate artistry applied to their production endow 
Stone Diamonds of all shapes with a rare quality that 
is truly magnificent. 
Diamond Set Rings in a Complete Price Range 
to Satisfy Every Requirement. 


5 cts. 4 cts. 3 cts. 


THE MARQUISE DIAMOND First cut in the last 
decade of the 19th century, women have always thrilled 
to this charming creation. 
The Marquise ranks importantly in STONE’S large selece- 
Samples on request to established io) of diamond rings of all types, some of which are 
jewelers. State price range and styles. trimmed with fancy shaped diamonds. 
Our mountings are of exquisite styling ; ; 
We are equipped to design 


and are produced by expert craftsmen q . al ord ; 
; . . and execute special orders promptly. 
in 14 and 18 Kt. yellow and white F F pay 


gold, as well as 10% iridium-platinum. FAST TURNOVER GUARANTEED 
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11 west 42% St 2 COMPANY NEW YORK 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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Expansion Band for Men 
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WATCH this massive, masculine number. 
bring new customers into your store! There’s 
--durableexpansionactionin every good-looking 
Tink, to hug the wrist in a snug, comfortable 
fit. Better still, each link is interchangeable in 
a jiffy. This he-mian-model will be featured in. 
the October PIC and the December ESQUIRE. 
It’s another style leader and. sales maker for 





you by — : | 
KESTENMADE : * Available in 1/20 
: : 12K GF, Yellow, : 
Grooms the Watch to the Wrist Pink; or’ Whites ese 








KESTENMAN BROS. MFG. CO. 


women ONG. EY AVE., PROVIDENCE 3.18... 2 
PIONEERS IN WATCH BANDS — FOR OVER A QUARTER-CENTURY 
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Here's big news in watches! News that will 
put a new curve in your sales this coming Fall 
and Christmas. 


A new Gruen Curvex is being announced 
this fall in dramatic double-page spreads 
in LIFE magazine! They'll be followed by 
dozens of additional pages in other national 
magazines and big city Sunday newspapers! 
These ads will have tremendous impact—focus- 
ing the consumer's eye on Gruen Curvex as 
the only watch of its kind in the world. 


Thinner, more curved, more beautiful than 
ever, the new 1949 Curvex achieves outstand- 
ing beauty and distinction. More than ever, 
you can say—"‘here is the world’s only truly 
curved wristwatch—the only watch in which 
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both case and movement are curved together.”’ 


To give this new movement immediate recog- 
nition, and to make it easily understood and 
remembered, Gruen has given it a special name 
—"Curvametric.”” A brand new advertising 
approach explains the importance of this move- 
ment—clearly, simply, in terms your customers 
can understand, and zn terms your salesmen can 
use to build higher-unit watch sales. 


33 big pages of consumer advertising, backed 
by Gruen’s complete store-help promotional 
service will create a new curve in your sales 


this Fall. 


Watch for more customers to come into your 
store asking to see Gruen Curvex watches with 
the Curvametric feature. Plan your tie-in now! 
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exclusive with 
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GRUEN CURVEX 







GRUEN CURVEX 


x & TURD CEM. LOOR POR Ghee COREY CN ME ew 


THE GRUEN WATCH COMPANY. TIME HILL, CINCINNATI - IN CANADA: TORONTO, ONTARIO 


. Ite new! ive eeyoiationary! = e 
its the century's most important. / 
impravement in waichmaking _ 
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the new 


“WA book Compact 
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Once upon every decade a jeweler’s 
gem is created that overshadows all others in 





its rare perfection. Such a gem is the new 
K & K BOOK COMPACT. The cover, spell- 
bound in jeweler’s bronze, opens to a beveled 
mirror and an unusually deep powder well. 
Its beauty and gift appeal will recount to you 
one of the greatest sales stories ever told. 






Available in various designs and 
companion cigarette case. 












Nationally Advertised 






KOTLER & KOPIT, INC., 303 FIFTH AVE., NEW YORK 16, N. Y. factory: PAWTUCKET, R. 1. 


Depend on the 


UNIFORMITY 


of Lifetime diamonds - 


*& FINEST MAKE PROCURABLE! 
*& SELECTED, HIGHEST WHITE COLOR! 


*& ASSURED, ACCURATE WEIGHT! 
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ALL NEW... 
Exclusive Styles . . 






MERCHANDISE -- RICHLY BOXED 


ANSON QUALITY 


[All 1/20 12 Kt. G. F.] 


NEW DESIGNING 


* Modern Styling °* 


NEW BOXES 


* Backgrounds of Beauty °* 


COMBINATION SETS 


* More $$$$ per sale °* 
EXCLUSIVELY, by ANSON 


NATIONAL ADVERTISING 


°* in color ° 





A. (TOP) Genuine 
Snake Key Chain Set 
with matching links 
and tie chain. 

X6430 $19.00 


MORE PROFIT FOR YOU 





B. “Barleycorn” Set. 
Distinctive, Original. 


X6515 $10.00 
C. Cuff Links. Stones 7 é 
in assorted colors. AND YOUR WHOLESALER 
46072 $5.00 
PROVIDENCE CHICAGO NEW YORK SAN FRANCISCO 


ANSON IS NATIONALLY ADVERTISED * NATIONALLY ADMIRED «© NATIONALLY SOLD 
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Beautiful .... Simple... . Effective 


Toolithes 


The Rings That ..& 
With The Key 
= To Your Heart 






















Jewelers everywhere, now find ‘‘Two-Gether”’ 


ensembles the truly perfect locked set. No parts 


to swing out or break off. Nothing to interfere 


with the active beauty of the rings. 


And only ‘‘Two-Gether”’ has the exciting Key* 





that lends itself to an advertising campaign th 2 


stimulates sales... the key that women lofe to. 


wear as a bracelet or locket charm for pernganent 


attachment to the significance of the joment.. : 


The individual styling of these exqu 


makes it equally simple to w 


owe . 


lish of distinctive pi mountings 
USMMON & FUMES, Ine. 
21 WEST 46th STREET 
NEW YORK 19, NWN. Y. 






‘““Two-Gether”’ or separately, withc 
MEMBER 





















of any locking 


{WVHA} 





WHAT NNNis 
Witty 


ij 


mi 











NUNS! 


IMADUUIN 


*Sterling keys free with each *‘Two-Gether’’ ensemble 
14 K Gold Keys available at extra charge. 

















© 1948 K & P ine. 
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(WY? re CROSS Century 


Propel-repel-expel pencil made 
only in 1/10, 12 kt. gold filled; 
retails for $5.00 plus tax. 


WWUY Leay CROSS Gift Pen- 
cils come with handy ring or 
clip in 1/30, 10 kt. rolled gold 
plate and sterling silver; retail 
for $1.00 — $1.50 plus tax. 


All are suitable for engraving 
with name or initials; all use 


standard thin leads. 


HEREVER they are displayed, their regal slimness, their permanently 
handsome finish, their perfect balance place CROSS GIFT PENCILS above 


the rest . . . recognized royalty! 
...and CROSS does a ROYAL SELLING JOB for YOU! 


CROSS point-of-sale promotions are “packaged” for everyday and special 

















gift occasion selling and include these feature sales helps! 


New CROSS SHOPPER-STOPPER Counter Display Case with Acetate Cover 
CROSS CENTURY Counter Cards 
Lady CROSS Display Cards 
CROSS Newspaper Mats 
CROSS Gift Boxes 


























THE CROSS CENTURY GIFT PENCIL IS NATIONALLY ADVERTISED YEAR-ROUND 
IN SATURDAY EVENING POST, COLLIERS, LIFE, ESQUIRE and CHRISTIAN SCIENCE 


MONITOR.* 
*LADY CROSS GIFT PENCILS WILL BE NATIONALLY ADVERTISED BEGINNING 


WITH CHRISTMAS PROMOTION. 
Display and Sell the gift pencils of RECOGNIZED ROYALTY! 
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For example—No. 7370 above 
with faceted oval ruby and ruby side 
stones (synthetic). 

Emerald-cut side stones, set flush 
with shank, combine with faceted center 
stone to produce a rich setting. 

Also available in many other stone 
combinations. 

No. 7370 is one of many STAR 
Rings of Style and Quality, available | 
at your wholesaler. 

















E. Providence, R. I. 


FLEX-LET EXPANSION PRODUCTS « Factory 
























































SWANK jewelry accessories in Karat Gold make 





gifts of lasting beauty. Here is a distinguished 


and highly esteemed line on which to build a solid income. 


~ 


This mark: g identifies Swank Karat Gold 





leet. St 


In dress jewelry, SWANK offers you the 


largest and most varied assortment in 





the field—with colors and patterns to fit any 


wardrobe, prices to suit any budget. 




















A traffic-builder extraordinary is the 


oft!" clever and popular Pin Klip* in fine 


Men” 


ah Sterling Silver and set with marcasite. 








*PATENTED 

















Ultragram jewelry. 
handsomely personalized with finely cut initials. 





Matched accessories in distinctive Cross-Rib patterns. 











SINCERITY in any wiviek we ° may give > (when asked 
RESO re JRCEFULLNESS i in = bade stor = aoe no ‘matter how ry 
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DIAMOND. RINGS 








Trode Mark Registered 


The Greatest National 
Advertising Campaign 
in Diamond Ring History 
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Carries 
in Every Advertisement 


wide 
4 ipe Gey 
iieetn ¥ xe 
hae * 


Pre-sold prospects call Oper- 
ator 25 for the Name of their 
Nearest Authorized Keepsake 
Jeweler. 


Authorized Keepsake Jewelers 
Get Prospects While They're 
Hot. 





The Western Union System Ties 
in every Authorized Keepsake 
Jeweler with Keepsake’'s 
Powerful National Advertising. 


ad 
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| FURS) IN THE JEWELRY FIELD TO SEND 
PRE-SOLD PROSPECTS TO YOUR STORE WHEN THEY ARE 
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€d and designa,.; '> Of Spe- 
Today, with thousands of Western ee oe Offices throughost oPle in 
Union Operators working for Keepsake Jo they work Pia ee 
Keepsake Jewelers throughout the ewelers, Orized 
U. S. A., America’s fastest selling Every k 
aT bi ; resdens sts — advertisemen, di 
diamond ring will reap bigger cate an ALL OPERATOR irects 
than-ever sales and profits for the While on — loca] Keepsake Jorn th 
T e€epsak Cweler 
store that carries this MOS e © prospect's .- a sales Story is fresh , 
a Ta Call immediately one dick, €asy telepho " 
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A. H. POND €0., INC. 
SYRACUSE 2, N.Y. 
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Kin-oLock 


REG. U. S. PAT. OFFICE 


ANOTHER SARKIN SENSATION 


Complete promotional material avail- 
able such as newspaper advertising 
mats, displays, booklets, etc. 


Priced to retail at 


$125 to *450 | 



























NOW AT 
37 WEST 47th STREET 
NEW YORK 19, N. Y. 


Leading Ring Stylists For More Than A Quarter Century 





SAS As 
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the urge to buy starts with the eye 








LOOK FOR THIS 
STAMP OF QUALITY 





THE MARK OF DISTINCTIVE 
BEAUTY AND LASTING 
PROTECTION 


—designed to custom-fit fine watch movements 
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WEKSLER ~«¢ GOODMAN unc. 


IMPORTERS 
5 SOUTH WABASH AVENUE e CHICAGO 3, ILLINOIS 
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Dedicated to Quality 
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& Value Since 1893 





Integrity! Honesty! Dependability! All that 
adds up to a company’s reputation. And a 
trusted reputation is hard to beat. Hard because 
only time can build a reputation, and nearly three 
generations of American Jewelers know and trust 
the diamond rings bearing the name: Kaplan. 



























For there is true perfection and quality in every 
Kaplan-made ring. Perfection because the diamonds 
meet rigid weight requirements and the Kaplan 
Standard of expert craftsmanship. Quality because 
the Kaplan ‘‘made under one roof” policy 

controls the manufacture from raw material 

to finished product. 











So buy from a name you can trust... 
Morris Kaplan, a great name in 
diamond rings since 1893. 







Illustrations enlarged to show detail. 


21 West 46th Street, 


New York 19, N.Y. 























Two reasons why you get high powered 
action at YOUR watch counter! 


MEDANA Gives you powerful 


Sales Action for 
Men and Women 
7 JEWEL 7 
y FOR SO t777tt 


















e ( WATER-RESISTANT 
SHOCK-RESISTANT 
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Sweep second hand, radium hands | ; 
and numerals. Thin model imported : 
chrome case, stainless steel back. 


TO RETAIL AT 
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Distributors also of 
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HEUER 
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HALLMARK 


¥& Styled to look much more ¥*& Attractively gift 
than their price. packaged. 





6-9 > 

















NATURAL COLOR 
OF GOLD CASE 
| STAINLESS STEEL BACK 


— dust-protected watch. 















(Watch enlarged to show N 







¥%& Complete repair facilities 


d t 
% Made and guaranteed by and parts available. 


one of the largest 


TO RETAIL AT 





manufacturers of watches ¥%& Mats—Counter Cards— 
& in the world. Mailing Folders—Radio 
“T2222 Tax Announcements and 
¥%& Priced to be phenomenal other selling helps for 
values. your use. 


FEATURED BY STORES FROM COAST TO COAST 
LOUIS AISENSTEIN & BROS., INC. « 630 FIFTH AVENUE, NEW YORK 20, N. Y. 


29 EAST MADISON STREET, CHICAGO 2, ILt. : _ ERNST SCHULER STRASSE 6, BIENNE, SWITZERLAND 
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Here’s why Deltah’s 


lisman i 


MERICA'S FASTEST- SELLING: 
SIMULATED PEARL NECKLACE 


in2 generations! =z 





ERI 
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TALISMAN is the most extensively nationally 


advertised simulated pearl necklace 


conceived and packaged as a 


ift! And, as such, it is «tl 


—at a popular price — 


matchless in its all-around appeal, 


unsurpassed as a sales-winner coast-to-coast (as so 





many alert jewelers are already finding out!) If you want 
TALISMAN business this Fall and Christmas — 


don’t wait. Place your orders now. 


ORL 
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SIMULATED PEARLS 


CONSULT YOUR WHOLESALER 


: L. HELLER & SON, Inc., 411 Fifth Avenue, New York 16, N. Y. 





FIFTY YEARS OF SERVICE 




















TRADE MARKS Executive Offices and Factory: LUDINGTO N, M ICHIGAN 


Sales Offices: 630 Fifth Avenue, New York 20 220 W. Fifth Street, Los Angeles 
Nena SERENE AORN PORN ALE PELLETS AY NNO NEEIIEEN TSIEN ID ITE ATE I 
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IT TOOK THE COUNTRY a long time to wake up to the fact that there 
could be a really new and revolutionary alarm clock. Then came 
Sessions “Catnapper” electric alarm, and fireworks started! 


V4 
The SESSIONS 


Sales skyrocketed from the start. The “Catnapper” sold and re-sold, 
won a Housewife Popularity Poll, actually boasts of a manufacturer’s 
letter file of enthusiastic, voluntary letters from the public! Frankly, 
even Sessions never hoped for such acceptance and acclaim. 


The reasons are simple. The “Catnapper” is a better electric alarm 
with a preferred, pleasant bell (not a buzzer! ), sold at a popular price 
and advertised widely. It is quieter, more dependable, for like all 
Sessions Clocks it contains far fewer moving parts than are found in 
most clocks, and that means fewer parts to get out of kilter. This message 
is carried nationally in big space in major national magazines...So 


you can bet it’s the alarm for you to push! 


SN essions (locks 


SELF-STARTING ® ELECTRIC 


The Sessions Clock Company, Forestville, Connecticut * In Chicago: The Merchandise Mart® In San 





Francisco: Western Merchandise Mart* In Canada: Northern Electric Company, Montreal, P. Q. 
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No. 462W — Round 
metal case in lus- 
trous white baked 
enamel finish, 734°’ 
diameter. Retails 


$4.50* 









No. 463W-—Banijo wall 
model with side rails, 
sash and eagle of 
polished brass. Retails 
$15.75* 





No. 470W —Attractive varia- 
tion of the basic tambour de- 
sign, suitable for many uses. 


Retails $6.25 * 


No. 453W—Modern 
design in a mahog- 
any colored case, 
with front panel of 
bird’s-eye maple. 
Retails $7.75* 





= PRICES PROTECTED UNDER 
THE FAIR TRADE ACT 


43 
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Spas! 


That's what Community advertising delivers! 


This fall, your customers will see Community full pages 



















in fifty-two separate issues of the thirteen 

| | great magazines listed here. That's an average of 
one new issue every other day. Every time they buy 
a magazine—every time they flip the pages— 

they will be reminded of the 


best-loved name in silverware—Community. 


Never before in Community history has such a 


concentration of advertising been put to work 





building sales for you. 


: This explains why Community is continually - 


in demand. 


Community advertising is working all the time to 


send silver sales to your store! 


COME ALONG WITH 











——=—n 


) 


THE FINEST SILVERPLATE A, 






*rRADE MARK OF ONEIDA LTD. 


FOR SEPTEMBER, 1948 45 

















Secometer C is an 18 
jewel watch in 14K 
gold case. It is equip- 
ped with Elinvar Extra 
Hairspring. An excep- 
tional value at $132 


tax paid. 


ry 
l HIS is a completely new Hamilton watch—the 
first of the unique new Grade 748 direct drive 
center seconds movement. Secometer C is a 
sweep seconds watch designed to record passing 
seconds accurately month after month—free 
from the annoyances so frequently encoun- 
tered in other watches of this type. The 
engineering is typically Hamilton’s, assuring 
a remarkably steady rate. It is a timepiece 
that is easy to service and repair. 
Here is a fine watch to sell to men to 
whom seconds are important—business 
men, professional men, sportsmen. And 
to your customers to whom quality 1s 
imperative, this is a watch you can sell 
with the utmost confidence. 


Hamitton Warca Company, LANCASTER, Pa. 


j lH4t. 
THE FINE AMERICAN WATCR 
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Rings enlarged 
to show detail 


8 Diamond 
Combination Set 


The Diamond Engagement and Wedding rings 





so ingeniously designed that they can be 
bought separately or together ...and worn 
separately or together. 


Whether coupled or not, there is absolutely 
no visible trace of the lock device . . . no 
hinge, no catch, no stud or concavity to mar 
the beauty and symmetry of the Miracle 
rings. 

The Miracle-Lock* clasp keeps the matched 
bridal ensemble perpetually aligned. . . 
prevents awkward ring twisting and shift- 


Miracle-Lock Sets priced from $20.00 up 


For the full beauty in rings and diamonds, your customers 
will want the patented Miracle-Lock. Besides, the dia- 
mond looks at least 25% larger in the registered 
Miracle* Diamond Ring. For your own diamond merchan- 
dising success story, get these revolutionary new rings! 
Consult your jobber; if he cannot supply you, write us. 


a 


None Genuine Unless Stampe 


WARNING: 


Any and all infringements of Shiman Bros. patents, 
trademarks, or copyrights will be prosecuted to the 
fullest extent of the law. 


FREE 
Mats and Dealer Helps on Request’ 


*Patented and Reg. U. S. Pat. Off. & Patents Pending 
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scores again... 


with TWO amazing 


ZI RCON Assortments... 





FI1—-#1: Specially-selected assortment of fine white 


Zircon Rings including 3 matched sets and 2 Solitaires. 


The mountings are heavy 14 Kt. gold with white gold 
fishtail settings. In attractive presentation case. 






Your cost $60.00 per assortment. 
Fl—=2: Features six 14 Kt. Gold Solitaires. 


The 
the 


and 


zircons are one carat stones of first quality; 
mountings are substantial, with heavy shanks 


fishtail settings. In beautiful Crosby presentation case. 


Your cost $40.00 per assortment. 








& 


Crosby experts predict that these Zircon assortments will do 
a “bong-up' job in building extra ring business for retailers 
this Fall and Winter. Each ring is outstanding for quality of 
lircon and fine craftsmanship. Each offers unbeatable retail 
value... And the elegant satin-lined heart-shaped gift-cases 


(the handsomest packaging in the jewelry field) are mighty 
effective for window and counter display. 


ail your orders on your order form or firm letterhead 
27 West 


Made by the creators of nationally advertised Lady Crosby Diamond Rings 


pe ae: eee a ae ae 


A. COHEN & SONS CORPO 
New York IO, 


N Rg 
















=-THE WATCH 


C2 OULEVARD has the combination customers want! 





It means faster sales .. . bigger profits... over your 
watch counter. And BOULEVARD has the powerful back- 
ing of continuous national advertising in Sunday roto 
sections covering concentrated retail markets across 


the country. 


It’s time to call your nearest BOULEVARD representative 
...time to begin profiting with BOULEVARD— America’s 


best watch buy in the. $22.50 to $49.75 price range! 








M. A. MEAD AND COMPANY = FINE WATCHES @ 
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WITH THE RIGHT COMBINATION! 


Coast to Coast 





I Handsom, Distribution 
y) Dependay De arance and Service! 
eC 
J. if Accuy dcy Offices 
late Price 607 Fifth Ave. 
New York 17, N.Y. 





717 Liberty Ave. 
Pittsburgh 22, Pa. 


220 Bagley Ave. 
Detroit 26, Mich. 


15 E. Washington St. 
Indianapolis 4, Ind. 





Nationally Advertised! 
58 E. Washington St. 


Chicago 2, ‘Ill. 





231 W. Wisconsin Ave. 
Milwaukee 3, Wis. 










Distributors 
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The Non-Retailing Co. 
Lancaster, Pa. 


Gleeson Jewelry Co. 
604 W. Main St. 
Louisville 2, Ky. 


Ross-Beck Co. 
1006 Grand Ave. 
Kansas City 6, Mo. 


Oklahoma Réss-Beck Co. 
15 N. Robinson 
Oklahoma City 2, Okla. 


Decker Jewelry Co. 
107 W. Second St. S 
Salt Lake City, Utah 














North Coast Jewelers 
1511 Third Ave. 
Seattle 1, Wash. 
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Elgtu AAmericau 


ELGIN, ILLINOTS 


Last Fall it was physically impossible for us to 
meet the demand for Elgin American merchandise. 
This meant that we were forced to disappoint a 


large number of merchant friends. 


ihnis year the call for Elgin American is greater 
than ever. The power of our national advertising 
and our extensive promotions are building a 


constantly more insistent consumer demand. 


So we urgently suggest that you order your seasonal 


requirements early. By ordering early you give 


us the vital time we need to give you delivery. 


In all fairness, we must give preference to those 


A’ E-—-— 


Vice President and Director of Sales 


who do this. 
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Announcing a new sales policy .. . 


Rensie Watches are now distributed through wholesalers 
exclusively. Order through your jobber. 
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I al-mkeleleh7-In' 20h idal-.me late, 
many other models available 
in 14K gold as well as white and 


yeliow rolled gold plate 


FOR STYLE, QUALITY AND VALUE, 
NOTHING CAN EQUAL NATIONALLY ADVERTISED 


RENS?PE 


WATCHES 


“Exquisite as America’s Beauties’ * Engineered for Accuracy 


Paul V. Eisner & Co. 580 Fifth Avenue, New York 19 
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Soon bowlers will be reading and talking about 
Dynamic Balance, your bowling story of the 
year! The Brunswick Mineralite, with Dynamic 
Balance, is the BIG NEWS—news that’s bound 


to increase sales, add to profits. 


Scientific weight distribution gives the Minera- 


lite ball Dynamic Balance —Aalance in motion. 


The Mineralite is true to the aim, steady on the 
roll—for greater accuracy and strike power. 


Bowlers can count on it for better scores—you 


can count On it to increase the value of your 


Brunswick franchise. 


Here’s how we’re telling the Story to your 


FULL PAGE MAGAZINE ADS in 
Life, the Saturday Evening Post, and 
Sport will reach an estimated 35,000,- 
000 prospects. They'll feature Brunswick 
Bowling Shoes and Bags in addition to 
the Mineralite—a triple opportunity for 
live wire merchants. A hard hitting, con- 


sistent campaign to bring you customers! 


FOR SEPTEMBER, 1948 


MAJOR CITY NEWSPAPER ADS 
in 25 bowling areas will start in Sept- 
ember and continue right through the 
Christmas buying season. Tie in with 
the leader . 
Brunswick, the No. 1 


. . feature 






name in bowling. 


Customers and Prospects 





TIE IN! Brunswick gives you everything 
you need for point-of-sale promotion. 
If you haven't already received your kit 
of Dynamic Balance advertising mate- 
rials, watch for it soon. Then get busy 
and ring up sales! 











} Thru the harmony of exquisite design 


—and a quality that is instantly obvious 
... both as to craftsmanship and the 
superior excellence of diamonds... 
constant demand for Seidman creations 


has been achieved. 


SEICO} 
SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 17, N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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In the distinguished creations that 
bear the Seidman name, no compromise 
is ever tolerated. Designed for consumer 
appeal—priced for rapid turnover—no 
wonder so many progressive jewelers con- 


centrate on the Seidman Line. 








SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 17, N. Y. 
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the world fades awa 


f omise a new world of 
bright asthe palladium engage. 
ing he has placed upon her finger. 
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LIFE-LOCX is the first practical, sensible, 
foolproof interlocking ring. No high 
falutin’ gadgets, no impractical screws, 
keys, bolts or what have you. 





LIFE-LOCK is so simple you'll ask, ‘‘How 
come nobody ever thought of this before?’’ 
And here‘s how LIFE-LOCK works: 





PATENT PENDING 
COPYRIGHT 1948 


Manne & Son, MMe. 


74 WEST 46th STREET, NEW YORK 19 


MANUFACTURERS OF RING MOUNTINGS 
CATERING TO WHOLESALERS AND JOBBERS EXCLUSIVELY 


FOR SEPTEMBER, 1948 





Meet: Professor Zanee- 














he’s 
invented 
an 

interlock 
ring 





the Professor’s an inventor in his own right. 

Maybe you’ve heard about his guaranteed telescopic, 
collapsible crank for Model T’s. Now see what 

he’s got cooked up for the jewelry trade. 


confidentially, Professor Zanee doesn’t really 
expect to sell his super-colossal interlock ring on 
account of he lost the key and forgot the combination. 
















Now you see it .. . and now you 
don’t! Greatly enlarged you see the 
secret of LIFE-LOCK. Worn separately 
it swings out of sight into the 

head of the ring. Together it 

locks with amazing tension into 
the solitaire ring. 












This is no optical illusion or “make 
believe” picture. LIFE-LOCK rings 
are virtually bonded to each other— 
not even a tolerance of 1/1000 

of an inch separates them. Perfect 
alignment assured at all times. 


NO SWING ® NO SWAY ® NO PLAY 


LIFE-LOCK is guaranteed for LIFE! 
Nothing to wear out, nothing to get 
broken, no threads to be stripped. 
Dozens of styles to choose from. 
Available in several price ranges. 
Sold exclusively through wholesalers 
everywhere. 
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DESIGNED FOR GIVING* 


This handsome Vacuum Ice Bucket num- 
ber 3500 is a superb example of Poole’s 
high quality craftsmanship and sales 
appeal. Poole Hollow ware is nation- 
ally advertised in Vogue. Your cus- 
tomers will be asking for it. Let us 
supply you. Write now for Poole’s 
booklet and information on other prof- 
itable, quality, jewelry lines. For our 


rapid, reliable service, write today to:— 


JOSEPH B. BECHTEL & CO. inc. 


727 Beso OM STREET PHILADELPHIA, PA. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














FO, its wayl... a6 


ANOTHER OF THE GREAT NEW THINGS FROM NEW HAVEN! 
’ ° ° : 
| Introducing the thinnest American-made 





Travel Alarm Clock in the low-priced field 





SOV 


NEW HAVEN’S 
NEW 
“BON VOYAGE” 









95 





plus tax RETAIL 





Never before so many wanted 
features at such a low price... 


1. New, all new movement, one-half the thickness of the regular 

alarm clock movement. y J “Click-Set”, sets accurately at five e . cae ee 

minute intervals with sweep alarm hand. 3. Single key winds 2 

both time spring and alarm spring. 4. Handsome streamlined 

design. 5. Stylish simulated leather cover in assorted colors. 

6. Ultra-thin size. 7. Nationally advertised in America’s ~ watch has this famous patented _ 

top magazines. | SE compensating hair spring to 
: make it keep better time. 


ONCE AGAIN, “IF IT’S NEW, IT’S NEW HAVEN” 








NEW HAVEN EXCLUSIVE! 
THE “VITAL NERVE CENTER" 
Every New Haven clock and 








a 





At 


THE eNEW HAVEN cLocK AND ‘ooo 


COMPANY - _NEW HAVEN 4, CONN. 
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Neil D. Sofman 
32 Liberty Street 
New York 7, N. Y. 
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The exclusive JACCO swivel 
does the trick 


¢ Two full faces in handsome 
patterns 

¢ Rigid shaft for quick, easy 
insertion into cuff opening 

* One link pivots parallel to 
shaft 


pee 


. | Jacco Products are mode 


yy 4 


J. L. Miller Morry Goldstein 
Chas. Weithas 29 E. Madison St. 8639 W. Olympic Blvd 
New England Chicago, Illinois Los Angeles, Calif. 





wb el NOBLE &CO..,. 


Manufacturers 


099 W.59th St. ©. CHICAGO 21, ILL. 


FINDINGS AND BOXES SOLD TO WHOLESALERS AND MANUFACTURERS 


«TROPHIES. TO. RETAIL DEAL 





Ke 
5 D2 Show More Stuer! Sell More Sitver! 


YY 
a 


gk FEATURE TH ¢ E . SaaS ARY 1 p 
FOR PROFITABLE PROMOTIONS 


sMOKING 
ENSEMBLE 











Pate SEE Oe OS a a 
* ieee saat poe nes ae Be Sonate 
: 3 . a eee aes ae : : 5 
So : 


iit wile) oa | 
160 Fifth Avenue 400 S. W. Second Ave. _ 214 Pryor St., S.W. 
New York 10, N. Y. Miami 36, Fla. Atlanta 3, Ga. 
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est Buy | | 
3357-Ladies’ double strand woven mesh with Prest-O-Slide Buckle. In . ye fo | ' 
1/20 12 kt. gold filled, yellow, pink, white. Retail $6.00 in Watch Bands oS 
wa es — 









3050-Ladies’ JB Linda. Telescope Expansion. In 1/20 12 kt. gold 3357 
filled, yellow, pink, white. Retail $7.00 


Sa 
,* oe 
oe My 


6050-Ladies’ La Petite Expansion. In yellow, pink, white. Retail $7.00 : ie e “al 


7282-Men’s Royai Champion. Combination Basketweave and Expan- 
sion Center. In yellow, pink, white. Retail $11.50 


3283 -Men’s Mesh with Prest-O-Slide Buckle. In 1/20 12 kt. gold filled, 
yellow only. Retail $12.50. Same style in model #865, Stainless 
Steel. Retail! $4.25 








Prices include Federal Tax 


a 
x 


6060 -Ladies’ La Royale Petite. Illustrated at left be- 
low. In yellow, pink, white. Retail $8.50 










7001 -Men’s Royal Champion. Illustrated at right be- 
low. In yellow, pink, white. Retail $9.75 


Prices include Federal Tax 





JACOBY-BENDER, INC. 
161 Avenue of the Americas, New York 13, .N,Y. 








La Royale Petite Royal Champion 








JB Promotion Aids Make the Selling Easy 
_.. Help Your Store Profit from the 


Jewelers’ est Campaign 


\ / @weiers 
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A JB Gift to You... 
This Personalized 
Double-Duty 
Display 

















A Lighted Display that Stops Traffic . . . Doubles as a Glowing 
Night Light! Your Name in Red at Top, without Charge. 
It’s yours with your own selection of JB Watch Brace- 
lets. See your JB wholesaler. for complete details. 


6060 -Ladies’ La Royale Petite. Illustrated at left be- 
low. In yellow, pink, white. Retail $8.50 


7001 -Men’s Royal Champion. Illustrated at right be- 
low. In yellow, pink, white. Retail $9.75 


Prices include Federal Tax 


These Sales-Sparking Displays Available 
from Your JB Wholesaler or Direct from JB 


«<« FREE Envelope 
Enclosures Im- 
printed with Your 
Store Name: 


"37111 ))) |) Relea 


rec omments 


if A Complete »>» 
. at " Series of Ready-to- 
Run Newspaper 
Mats. Send for 
Your FREE Mat 


A Service Today! 


watch bands 


beeen 


La Royale Petite Royal Champion 


ASRS AET SS sk TR ec 





“Jest-selling line 
the year ’round! 


aie 


No “wallflowers’ in the JB line! Each band is distinctively styled 
to today’s tastes .. . quality fashioned to sell for self use, for 
rich looking gifts. To the appeal of beauty-plus-craftsmanship, 
add this sales-clincher—a full range of ends tailored to fit and 
flatter popular case styles! That's JB—the jeweler’s fastest mov- 
ing watch band line...nationally advertised to direct customers 
to the jeweler first. 


Again—a Steady Drum-Fire of 


Powerful 


Each an invitation to buy in your jewelry store! 


JB continues to promote you, the jeweler—vuses millions of addi- 
tional advertising impressions to build a growing demand for 
the Jewelers’ Best in watch bands ... JB! 


on your 
watch band 
means 





JACOBY - BENDER, INC., 161 AVENUE OF THE AMERICAS, NEW YORK 13, N. Y. 








Smart Styling * Superb Qt 
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age 


in every | 


6001-Men’s Champion Expansion. In yellow, 
7001-Men’s Royal Champion. In yellow, p 


3036-Ladies’ Oval Mesh with Prest-O-Slide | 
gold filled, yellow, pink, white. Retail $ 


7283-Men’s Royal Champion. Combinati¢ 
sion Center. In yellow only. Retail $1 


3021 -Ladies’ Mesh with Prest-O-Slide 
12 kt. gold filled, yellow, pink, wh 


Prices include Federal Ts 
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AA. provides the ENE 


Magnificently styled JB bands are available : 
with a complete, varied range of customized - 
ends, designed to fit all lugs ... big or small. | 





For Small Lugs ~S For Medium Lugs 
Ends #1 & 4 LO ff, Ends #3 & 13 


END 
FITTING 
CHART 





t | 


Smart Styling * Superb Quality Sound Value ay 





in every way , 


| 2%6 eu 
i i i ; ; a - 99% G4 on? 
6001-Men’s Champion Expansion. In yellow, pink, white. Retail $8.50 A 4 Z LAKES 
°TS9DVS Pe oy 


7001-Men’s Royal Champion. in yellow, pink, white. Retail $9.75 


3036-Ladies’ Oval Mesh with Prest-O-Slide Buckle. In 1/20 12 kt. 
gold filled, yellow, pink, white. Retail $7.00 


7283-Men’s Royal Champion. Combination Mesh and Expan- 
sion Center. In yellow only. Retail $12.50 


3021 -Ladies’ Mesh with Prest-O-Slide Buckie. In 1/20 
12 kt. gold filled, yellow, pink, white. Retail $7.50 


Prices include Federal Tax 


JA\, provides the END that clinches the sale! 


Magnificently styled JB bands are available You clinch the sale by providing the end made 
with a complete, varied range of customized for your customer’s watch case! Each patented 
_ ends, designed to fit all lugs ... big or small. end is strong, safe, easy to attach. 


P< : 


3 A RZ. 
4 ee 
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aN oe es <7; For Medium Lugs -* . >) For Large Lugs << >) NEW Customized Ends 





j= Ends #18 4 NVA Ends #3 & 13 wd 44 Ends #6 & 9 a: ko for Smail & Medium Lugs 
I) 4 TAY) 
END = 
Ce 
FITTING Z 
eal 





Many Other 
Customized Ends 
EWE TEL 





TRADE-IN SALE ‘x 


ee 


EXTRA LIBERAL ALLOWANCE FOR YOUR 


TS 


LA 


FOR THE SENSATIONALLY NEW. 


RING M@ 
\\ 
No Charge | 


YOUR WEDDING BA 
WILL ALWAYS Vas 
ALWAYS LOOK 


\\ 


Price for mountings 
only, does not include 
diemonds es illustrated 


Here’s your big chance to get the kind of mountings 
you've wanted for your engagement and wedding ring 
ensemble. They're the famous Feature-Lock mountings 
that lock together, keeping the designs harmonizing 
perfectly - NO SHIFTING, NO TWISTING. 


THE EXTRA LIBERAL TRADE-IN ALLOWANCE on 
your old ring regardless of condition will contribute 
greatly toward the purchase of a new patented Feature- 
lock Ensemble. Remember you not only enhance the 
value and beauty of your diamonds but protect them from 
loss with a new setting. 


Your old setting is 
first payment. Pay 
belance in small 
amount weekly. 


WLUSTRATIONS ENLARGED TO SHOW DETAIL 


@ Feature-Lock Mountings may be bought and worn separately. 
Nothing sticks out... 

® Built-in lockpin comes out, fits into slot in other ring. Easy turn 
keeps rings together. 

® Rings stay lined up always . . . looking their best. No shifting, 
no twisting. 
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THIS COMPLETE MAT AND MORE 
DEALER SALES PROMOTION MATERIAL 
AVAILABLE WITHOUT CHARGE FROM 
AUTHORIZED DISTRIBUTORS! 
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RINGS 


SINCE 1880 
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Ladies’ Fine 14K Rings, set with 





Precious and Semi-Precious Stones, 





ornamented with Diamond 


s, Star’ 
Sapphires, Star Rubies, Catseyes, 











Oriental Sapphires, Rubies, Emer- 


alds, Tourmalines, Aquamari 


nes, 
Topaz-Quartz, Amethyst, Garnet. 








IFFFD 


Reg. Trade Mark 


IF. & FF. FFIEILGER, INC. 


Manufacturing Jewelers 


480 Washington Street - Newark 2, N. J. 














Correspondence shou 


New York Office: 608 Fifth Avenue 


Id be addressed to Newark, New Jersey 
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IMPORTANT GIFTS 
for CHRISTMAS 
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_ Simulated Pearls 


NO. 8146 

Two strand Graduated Pearl Neck- 
lace with Rhodium plicated Rhine- 
stone clasp—Pearl & Rhinestone 
Earrings to match. Boxed as En- 
semble set in Rose colored, genuine 
leather jewel case, with folding tray- 


Cost to Retailer: $12.50 
Suggested Retail: $25.00 
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NO. 8157 
Single strand Graduated Pearl 
Necklace and Matching Button Ear- 
ring Ensemble Set. Boxed in rich, 
velvet covered jewel case with re- 
movable tray. 

Cost to Retailer: $6.25 

Suggested Retail: $12.50 
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Stock well NOW 


with “the loveliest pearls made by man’ 
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MARVELLA PEARLS, INC., 136°WEST 52ND STREET, NEW YORK 19, N. 
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Since u 4900 
HARRY & BEN FRACKMAN 


ie: @ 4 See 4 OUTS Sle 
20 WEST 47TH STREET 
NEW YORK 19,N.Y. 


DALLAS ATLANTA 
Emil F. Burger Tracy W. O’Neal 
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Retails at $5 


Plus Tax 


Relge, 


and Lady Lew . . . meet the consumer 
demand for something more than smart 
appearance and quick, sure action. They 
supply this “extra” selling point with a 
full measure of lead. 


EACH SLIM SHAFTED LORD LEW PENCIL CONTAINS 
A YARD OF LEAD. SMART, EFFICIENT LADY LEW CON- 
TAINS MORE THAN TWO FEET OF THE SAME SMOOTH- 
WRITING THIN LEAD. 


Plus all the exacting requirements your customers expect 
in fine pencils... 


* The “right” size for pocket or purse 
* Rhodium electro-plated tip defies destruction 
was) ole Lol- Ma dol am ol-1axolslel(P4-1e MAT ielilare 
* 1/10 12kt. Gold-Filled 
* Craftsmen-made in over 350 operations to assure | J 
faultless action . 
* Aftractively gift-boxed .. . attractively displayed LEW 
: * Sold singly or in pairs Al H TINGTON AYE. 
J PROV ENCE,/ R. i. y 
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Hard énameling. 





No. 2115TD/11 ... Shrine 
14K ‘and plat. emblem set 
with 11 fine diamonds. 





No. 2165 .. 32nd de- 
gree masonic 10K or 14K 
hard enameling. Toke 
diamond % ct. to 2 ct. 





No. 2085 . . Masonic ring 
in 10K or 14K gold. 

















ip 








Templar 10K or 14K, hard 
enameling. Take diamond 
% ct. to % ct. Also plain. 





EPRI cor 








No. 2128H..3rd degree 
Knights of Columbus 10K 
or 14K, hard enameling. 
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No. 2128A. .Eik 10K or 
14K, hard enameling. 
Available for 5 to 15 pt. 
diamond instead of clock, 

















No. 2086K.. 4th degree 
Knights of Columbus 10K 
or 14K, hard enameling, 































ON HYDE PARK’S BIGGEST FALL 
NATIONAL ADVERTISING DRIVE! 
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Jewelers who want ‘sales action” in their watch 


departments, can count on getting it if they stock 


as eae tee 


| HYDE PARK watches. For .HYDE PARK’S national advertising 


hits hard throughout the’ fall with-a bumper crop of 
Chstatince slbd so the ‘goal; What's more, the new. 
HYDE PARK waitthes leave nothing to be desired from 
the standpoints of dependability beauty, 


design and value. Which explains why more and 


more discerning jewelers feature them prominently. 


GCONSULT YOUR WHOLESALER 





The Watch that Times America’s Test Pilots 





EMIL LEICHTER WATCH COMPANY, Inc. 
551 FIFTH AVENUE, NEW YORK 17, N. .. 






THREE WORDS TELL THE STORY OF 
RHODI-GEM RINGS 


They Sell Profilably!” 
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FFORD 


hig genuine Rhodi - Gem 


Rings wear well because 
they re made well... the un- 
usual way the settings are 
carved give them the illusion 
of being gem set. They have 
the appearance of expensive 
_ rings—yet they can be retailed 
at popular prices. You'll find 
Rhodi-Gem diamond rings 
easier to sell than any other 


diamond rings you have in 


a oe Zz : stock. PHONE, WIRE, OR 
_ THOSE RINGS OF FLASHING BEAUTY © WRITE for 2 MEMO 
| THAT NEVER DULLS ... SELECTION. | 


GOODMAN & COMPANY 
_ _ MAKERS OF FINE JEWELRY SINCE 1905 — 
42 W. WASHINGTON + INDIANAPOLIS, IND. 


ee 
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Simulated 
Pearls 
at their 
It’s the best-selling, Loveliest | 
dual-purpose Doubler 
: i | i“ : ee < | Beautifully matched satin- 


SS at-t-Jam Mele] UlaloM init) (oli-tom el-telare 
with 10 kt. goid or rhinestone 
clasps, in a non-tarnishable 
joid kid-tex case. Remove the 
el-1e] dice) ME ale ML ate Male lalor 
some fitted carry-all! Goic trim 


on pearl tray. Rich gold-tone 


el: 





A 


metal frame. 






ae 


, é wae 
ft FL Lk YE 





Te a ee 





i ee ia. LS 
pu = 


2OJLUEN DOUBLER (Necklace with DL@)5).18 4 Mi-llele @nieliii-maelt-memal-ta © 
10 kt. gold or rhinestone clasp) lace with sterling clasp) 

RETAIL RETAIL 

Single — about....... $17.50 Single — about.......$12.50 

Double — about...... 25.00 Double — about...... 17.50 

Triple Ore Chom ele) Triple © | o\0)) | £4.30 


“DOUBLER formerly known as DUETTE. Also available in black faille with 


new gold frame, same as shown above. Order through your wholesaler. 














mericas most beautiful women wear 
# 


8 
Vombai yi new band 
’ of beauty 
EASTERN | 
Harold Sabin 
— ve Encircles the wrist in a golden, lavishly wide band... exquisitely 
SOUTH executed in 1/20 12k gold filled. Yellow, Pink, White (Rhodium Filled). 


Lou Armer 
ae ane ORDERS FILLED THROUGH YOUR WHOLESALER ONLY 
Finesse Wristlet Inc. 


36 East 20th Street* NewYork*3°N.Y. sewetry CRAFTSMEN SINCE 1903 


PACIFIC COAST 


A. Rubin 
707 S. B' way, Los Angeles 














Band #910 
illustrated 
actual size 
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exclusively 
designed by 
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you can crown 
your collection 
of Omega Watches 


with the 


the world’s first self-winding chronometer 





As part of the celebration marking its one hundredth anniversary, Omega is © 
offering its American dealers a very limited number of the OMEGA CENTENARY — 
... the new watch that sums up Omega’s first century of technical and artistic 7 
achievements. ( =f 
(Because of the tremendous demand for other regular Omega models, pro- | 
duction of this fabulous master watch had to be limited. Frankly, there aren’t, ” 


enough to go ’round.) 





Two famous Omega models inspired the creation of this super-watch... the : 
Omega AUTOMATIC —acknowledged the thinnest, highly precise self-winder 
made today... and the Omega CHRONOMETER — the only watch ever to hold © 
simultaneously the world’s accuracy record for wristwatches at both the © 
British National and Geneva Observatories. ‘ 


1848 1948 


Inner mechanism cf the Omega CENTENARY is matched 100 years of distinguished watchmaking’ 


by its superb presentation. The case, dial, lapped 


numerals, and hands are 18K gold—even the symbolic > 
ornament that buckles the strap is 18K gold. Encased in | 

a silver presentation box, purposely designed without 

inscription so that it may be kept as a lasting possession. 

Complete, $450, Federal Tax included. 


NORMAN M. MORRIS WATCH CORP., 608 FIFTH AVENUE, NEW YORK. 
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GOLD FILLED 


(1/20 12 Kt) 
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cklaces represent one of the major style 
for the coming season. In line with the 
f quality and value, we proudly present 
ieces and their matching ensembles. 
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: Necklace: 1833N..$8.00 ea. 
Necklace: 1826N..$7.75 ea. Pin : 1842P ........:. 6.00 pr.” 
Pin-: SBAR: . 0c rom ele) pr. olgalate ey 1833E G8 y. Wee} @) pr. 
Soladlalery 1826E ....::- 3.25 ‘pF. Available in white, rose, 
Available in —— simulated sapphire, emerald. 
simulated ruby, | 
emerald, sapphire. py 





Waller Lampl. Inc 


Since 1921 
at @id-Yoi ie) a of the Unusual—as Usual. 


608 Fifth Avenue, New York 
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for common sense 





Now, just a few weeks after the two jewelry 
trade conventions, seems an appropriate time to 
again repeat my plea for a merger of the American 
National Retail Jewelers Association and the Na- 
tional Association of Credit Jewelers. 


I announced to you in my initial plea for unity in 
the January issue of this and other publications, 
that The Gruen Watch Company would not exhibit 
at either show this year. This decision was made 
only after very careful consideration. Following this 
initial plea, I received a flood of letters from every 
branch of the industry overwhelmingly approving 
our stand. 

Not only have I had these personal indications of 
exhibitor and retailer support, but since my last 
announcement, completely unknown to us, an in- 
dependent research organization conducted a survey 
of manufacturers, retailers and wholesalers the re- 
sults of which show that at least four out of every 
five firms in each group favor the establishment of 
a single annual trade show. 


Our Company is so convinced that one retail as- 
sociation will serve the best interests of the entire 
industry, that we would be happy to join with a 
group of interested companies, as associate non- 
voting members of this. retailer organization, each 
contributing up to $2500 dues annually. We would 
further agree to pay five years’ dues in advance, if 


THE GRUEN WATCH COMPANY - 
18 


Ww 


TIME HILL .- 


necessary, in order to build a strong financial foun. 
dation for this combined institution. Moreover, we 
would of course fully support a convention spon- 
sored by this unified association. 


Broad problems confronting the retail jewelers 
cannot be solved by two associations which are often 
at cross purposes. The only solution to thése prob.- 
lems lies in the concerted effort of one strong, 
powerful association. Such a united retailer organi- 
zation, with wholesalers and manufacturers as asso- 
ciate members, will carry tremendous weight in the 
consideration of any proposed local or national legis- 
lation and will be a real factor in the economy of 
our industry. 


Therefore, I strongly urge all of you to write me 
now, giving your reaction to my proposal. I would 
like to get the greatest number of replies possible. 
These replies will be a basis for a discussion of the 
problem by a committee which can be formed of 
retailers, wholesalers, and manufacturers. Such a 
committee can then, if your replies warrant it, 
bring about a meeting of the two Associations’ 
Boards. Out of this meeting I hope will come a 
single, strong, unified association truly representing 
the retail jewelers of America. 


Benjamin S, Katz 
President 


CINCINNATI 6, OHIO 
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Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking —sure to appeal to your most 
discriminating clientele. A wide assortment of 


styles and cases in 14 Kt. gold and rolled gold 
plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue New York 19, N. Y. 
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eoping the (Country! 


Orders are being received in ever-increasing volume. Anticipation of this 


volume, long in advance, made the low price possible. 











This ad— appearing in 25 publications 
during October— will tie up with 
The 1948 Watch Parade (Oct. 10 to 24 


HE GREAT national campaign prepared 
Ty The Watchmakers of Switzerland 
that’s been appearing week after week, 
ever since last May, has but one purpose 
—to help you sell more watches—no mat- 
ter what the make. 

Because the two week period, from 
October 10 to 24, has been designated by 
the Jewelry Industry Council for The 
1948 Watch Parade, The Watchmakers of 
Switzerland have stepped up the con- 
sumer advertising schedule for October. 
In addition to the full page advertise- 
ments in four color in 10 national maga- 
zines, there will be color pages in 15 





FREE —Counter cards of 


the October ad! Write to 

The Watchmakers of Switzerland, 
Care Dept. A., 

25 West 45 St., New York 19, N.Y. 


The WATCHMAKERS OF 


newspaper supplements—covering 50 
major market areas. 

The advertisement on the opposite page 
is the sixth in this dramatic series. Note 
the jewelry store scene. The emphasis on 
your ability to serve your customers and 
to repair all makes of watches economi- 
cally and promptly should help increase 
your store trafic during The 1948 Watch 
Parade. 

Plan to devote major window and in- 
terior display space to watches during 
October. 

Capitalize on this slogan that appears 
week after week in every ad: 


For the gifts you'll give with pride 
—let your jeweler be your guide 
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SWITZERLAND 





Make this a time to remember... 


IF YOU COULD SEE the yearning in those eyes, FOR A GIFT to cherish—none is more perfect than 
you’d know the joy that waits for you when you present —_a watch. Your jeweler has a wide choice to show you, 
her with her first important watch. achievements of free craftsmen—of America and 

For this is the time to which everyone who’s young Switzerland—oldest democracies on two continents. 
looks forward, a time when it’s such fun to No matter what the make of your watch, 
mark the precious moment of growing up it can be repaired economically and promptly, 


with the most perfect gift of all. : oy thanks to the efficiency of the modern jeweler. 


For the gifts you'll. give with pride— let your jeweler be your guide 
The WATCHMAKERS OF \ 


SWITZERLAND 
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See “The 1948 Watch Parade” at your jeweler’s— October 10th to 24th 



















@ THis NEw CATALOGUE — the Official Catalogue of 
Swiss Watch Repair Parts (Part I)—is a very impor- 
tant step toward making watch repairing more efh- 
cient, and more profitable, for the retail jewelers 
and watchmakers of the U.S.A. 

And it’s only the beginning—the beginning of a 
completely new program designed to standardize 
and facilitate the ordering of Swiss Watch Repair 
Parts. It’s sponsored by The Watchmakers of 
Switzerland to help you solve your repair problems. 

If you haven't already reserved your free copy of 
the new Catalogue, order it now! It will soon be 
ready for you. Importers, wholesalers and retailers 


Order your new Standard 
Repair Parts Catalogue Now 


THE WATCHMAKERS OF SWITZERLAND 
will soon have ready for you your FREE copy of 
The NEW Official Catalogue of Swiss Watch Repair Parts 
(Part |) 









who were consulted in the compilation of the Cata- 
logue, and those who have already seen it, have 
ereeted the new program with enthusiasm. 


Remember that the new standard Swiss Watch 
Repair Parts Program is only part of the great cam- 
paign, sponsored by Ihe Watchmakers of Switzer- 
land, to help you increase your sales—and speed up 
your servicing—of all makes of watches. It backs up 
the point—made month after month in all consumer 
ads in this campaign — that “No matter what the 
make of your watch, it can be repaired economi- 
cally and promptly, thanks to the efficiency of the 


modern jeweler.” 














THIS CATALOGUE 
CONTAINS: 


I. List of Ebauches watch 
parts identified by their official 
numbers. 


2. Dictionary covering the 
main terms used. 


3. List of movements 
grouped according to type and 
size. 








Before long, each Swiss watch part for currently manufactured 


COMING 4 NEW Ebauches movements shown in the new Catalogue (Part I), will 
OFFICIAL PARTS PACKAGE! be separately wrapped in a foil package bearing identifying num- 
. bers—doubly assuring your getting a genuine fresh factory part. 


For the gifts you'll give with pride—let your jeweler be your guide 





























7 USE THIS COUPON TO ORDER YOUR COPY TODAY! Zn | 
| To: The Watchmakers of Switzerland 
| c/o Swiss Watch Repair Parts Information Bureau | 
| 730 Fifth Avenue, New York 19, N. Y. | 
| I operate a watch repair department. Please send me a FREE copy of the 
| OFFICIAL CATALOGUE OF SWISS WATCH REPAIR PARTS (Part I) l 
7 Name of Store (print) at cei : 
7 Address aoe i Eee eae | 
: Name of watchmaker | | or store owner [ ]_ naiiapteatidenidemn inshisinisiienls | 

— —e ame aoe cee eee eee aoe «/ 
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‘LOUPE-TESTED’ 
ve Bird Diamond Rings 


The greatest asset of any diamond dealer is the trust and confidence of his trade. That confidence, without 





exception, is based on quality merchandise. It creates a reputation for integrity which is the jeweler’s complete 
assurance of consumer acceptance. It is the source and fountainhead of profitable repeat business. 
The “loupe-tested” quality of Love Bird Diamond Rings engenders exactly such unqualified confidence. 
For every Love Bird Diamond has been appraised and approved by veritable diamond experts . . 
each represents the high ideal of color, cut and clarity! 
Loupe-Tested Love Bird settings are decidedly superior as well. Modern, graceful, dynamically designed 
to emphasize the size of the stone, they fittingly conform to the perfectionist character of the diamonds they encompass. 


Join progressive jewelry merchandisers in every part of the country who are profiting from the 


consummate quality of these diamond rings. 
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630 FIFTH AVENUE, NEW YORK 20, N. Y. « *Pat. app. for 
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MATHEMATICAL 
PROBLEMS 


Especially for: 


e Engineers 
* Doctors 
¢ Navigators 
* Chemists 
¢ Photographers 
* Radio Men 
¢ Sportsmen 
« Aviators 
« Technicians 
and Mation 
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BREITLING WATCH CORPORATION OF AMERICA 452 FIFTH AVENUE, NEW YORK, NEW YORK LONGACRE 5-4062 
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a WHALE of a Watch! 


Fast-selling, profit-making water resistant watches that are truly 
WATER RESISTANT! Each Wakmann Mermaid watch is tested 
in high pressure tanks. 
Each one is backed by the famous Wakmann One Year Repair Policy! 
Priced right to move fast across the retail counter, each 
handsome watch gives the kind of sturdy service that makes your 
customers say, “The Wakmann Mermaid—it’s a whale of a watch!” 


ne OCC HB SARE OODLE DDB D APPA ep SOOO COORE REDO! ALAS ia 


Such a Grand Value that it sells itself! 
back, 568 WAKMANN CALENDAR WATCH 
 inctuded) i qi (oe 4 3 -. Handsome styling, fine craftsmanship plus wonderful 
_-.  value—all add up to a calendar watch with great sales 


appeal! Tells the second, the minute, hour, day, month 
and date! 


Additional Wakmann franchises are now available. 
Write today for selling opportunities for your store. 


WAKMANN WATCH COMPANY, 


452 FIFTH AVENUE, NEW YORK 18, N. Y. 
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YOU 
CAN 
WIN: 


jot Pui 
- FREE, all-expense-paid trip to Switzerland for two whole weeks. Traveling by huge 


airliner, you will have the opportunity to see and enjoy the important and inter- 
esting places of this world center of watchmaking and year ’round resort activities. 


gud Peg? nhs Emig | 

: —a $500.00 U.S. Treasury Savings Bond! 
-FREE | all-expense-paid trip to PLUS all of these prizes! 
Switzerland of ten days duration. Two $100.00 U.S. Treasury Savings Bonds 
The same wonderful prize as above! Ten $50.00 U.S. Treasury Savings Bonds 


Twenty-five $25.00 U.S. Treasury Savings Bonds 








OWNERS OR MANAGERS OF , 
SMALL, MEDIUM OR LARGE 
RETAIL STORES ALL HAVE 
AN EQUAL OPPORTUNITY 


Wakmann Watch Company, Inc., 

452 Fifth Avenue, New York, N. Y. 

Dear Mr. Wakmann: 

Please enter my name as an entry in your contest and send me 
further information on how I can win one of the 40 wonderful prizes. 


Name 





Name of your Firm 








Street Address 
10 WIN! Jacl Teday>' * 
. ity Zone__State 
i " WATCH CORPORATION or AMERICA 
WAKMANN WATCH COMPARNY, inc. Breit ng Gh se si lls ord ‘ight en a 








“The Watch with the ONE YEAR REPAIR POLICY” Wortla’s Watched Since 1850 


452 FIFTH AVENUE, NEW YORK 18, N. Y | 
452 FIFTH AVENUE, NEW YORK 18, N. Y 
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BRINGS YOU 


SENSATIONAL 
SALES STIMULATORS 


44 HIGH POWERED PROMOTIONS THAT PROVIDE 
mrs IRRESISTIBLE BUY APPEAL FROM 
EVERY VIEWPOINT 
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ae me phwee 2  — @ FREE NEWSPAPER MATS! WITH ORDER 

st ac fume | Ses —@ PERFECT SALES PROMOTION MERCHANDISE 
@ A COMPLETE SERIES OF PLANNED PROMOTIONS 

@ VALUES! THAT SPEAK FOR THEMSELVES 


@ COMPLETE MERCHANDISING SETUP! 


















Diamonds 
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NEET’S GREAT 
NO-BUCKLE 
ZIPPER WATCH STRAP 








No mystery about the unprecedented poplar 
of NEET'S. new zipper ‘Slidette.’ The way es 
fits regardless of wrist size smoothly ee ; A 
and comfortably —stamps it as a ~ 
watch strap calculated to win and keen: thousands 
upon thousands of friends. Has no buckles or a 
~ holes, expands easily, zip-locks automatically. 
in pigskin and calfskin in various colors. 
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_%& Slides off and on in a Jiffy! 
L 
, ~ Colorful “book” display features oe - 
one dozen NEET “Slidette” straps ee a 
P ARISTOCRAT OF | 7 | | . 
| ss eee 
, LASKO STRAP COMPANY 
CONSULT YOUR WHOLESALER : | 200 Hudson Street - New York 13, N. Y. 
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‘Memo to Merchants... 


Travel Alarms in Assorted 
Genuine Leather Cases. 


Desk or Boudoir Easel Alarms in 
Gleaming Chrome Case. Radium Dial. 


That’s right! 





| You’ve never sold such design and performance for so 
little! These handsome and accurate Oris timepieces 


combine eye-appeal with moderate prices. 


They have an established reputation the world over 


FAMOUS and are sold with pride and confidence by dealers 
GUARANTEED enithien 
TIMEPIECES 


Oris Fine Timepieces — to the consumer $12.50 to 


approximately $25.00. Write for illustrated folder. 





L. HARRIS CO., INC. ° U. S. DISTRIBUTORS . 665 FIFTH AVE., DEPT. D. 8 NEW YORK 22, N. Y. 
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Falifornia Ring Products 
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“Gold Filled” is a familiar but unknown term to most of your customers. 





Familiar, because so much of the durable jewelry they buy is gold filled. 





Unknown, because its meaning never has been explained to them. 


They know the metal is gold on the surface. They can see that. But 


what material is the base? And . . . is it the right material for the job? 


Quotes from a Manufacturer 
When the gold has been laminated to a base of pure nickel, you can 


“We firmly believe there isa definite and give full assurance to your customer. For, like the layer of gold above, 
distinct difference between Gold Filled on nickel is highly resistant to corrosion by acids. The nickel base will not 


nickel base and Gold Filled on the other discolor the gold . . . and affords equal protection to the wearer’s skin. 


various base metals. We know through That’s why you can so truthfully say to your customer, ‘ou just 


experience that Gold Filled stock on a couldn't buy better gold filled jewelry than this!" 


pure nickel base is the best possible mate- 


OF SERVICE 


rial obtainable.”’ \ * K | 
; l ( (} © 0 0 “Your Unseen Frtend”’ 
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THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New. York 5, N. Y. 
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The New Henley Tea and Coffee Service 


Vow avatla {| Tea and coffee service 


AND OTHER PIECES IN 


HENLEY’ DESIGN TUDOR PLATE HOLLOWWARE 


The perfect gift for any home .. . hollowware! 
The perfect answer for customers who demand 
fine quality and graceful design at a medium 
price .. . Tudor Plate hollowware, made by 
Oneida Community Silversmiths. 

A complete hollowware service in Henley, 
the newest Tudor Plate design, is now avail- 


able for the first time. 


Show this handsome pattern proudly. Sug- 
gest it to brides, to friends of the bride, to 
customers seeking an enduring gift for any 


special occasion. Boost your sales and your 


TUDOR 


profits in the popular price line by promoting 


Tudor Plate hollowware and flatware! 





4-Piece Tea and Coffee Set............... 


(Tea, Coffee, Sugar, Cream). ........... $65.00 
Oval Tray or Waiter, 21 inches........... 30.00 
Oblong Tray or Waiter, 20 inches......... 30.00 
TOTS TTT eT eS ree 20.00 
Round Tray or Waiter, 14 inches......... 17.50 
ek | ne 15.00 
Meat Platter, Well and Tree, 18 inches..... 17.50 
PING so 4 0.450020 20004 baiewesben 25.00 
Covered Chop Dish, Glass Liner........... 20.00 
Combination Platter, 17% inches.......... 25.00 


PLATE 


ty Oneida Communily Silversmiths 


#TRADE MARKS OF ONEIDA, LTD. 
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“Signature” Billfold of Pin Seal 
with shorter solid gold bar for 
engraving. $30. 












Famous $100 “Signature” Billfold 
made of gem-rare Jacaretinga. 
With full-length solid gold bar 
for engraving. 





@ Rolfs boosted your billfold business into the field 
of true jewelry, with the fabulous “Signature” line, led 


by the only billfold in the world to retail at $100 plus tax. 





Now, Rolfs is first again in the jewelry market... first with 

the package perfection your trade demands! With velvet and silk, 

we have fashioned a billfold box fit to enfold your most precious pearls... 
a case that adds the lustre of jewelry to gifts of leather. 


This Rolfs Gift Presentation Package will identify YOUR store as headquarters 


for finer personal leather goods. Articles worthy of formal 
Y, 


presentations for important occasions, calling for gifts of 











exceptional artistry and enduring excellence, call for 
Rolfs. Yes, the Rolfs line offers unusual profit opportunities 
for you. Send the coupon and arrange for a Rolfs 


representative to present full details to you. 





... 330 FIFTH AVENUE, NEW YORK CITY 


DIVISION OF AMITY LEATHER PRODUCTS COMPANY 
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Famous 8-Feature ‘Director’ Bill- 
fold in Genuine Ostrich. $30. 


Signature engraved on 14K gold. 


Gold-edged Billfold in Imported 
English Morocco. $15. 


“Directress” Billfold for women, 
in Pin Seal. $15. 





Rolfs ... 330 Fifth Avenue, New York, N. Y. 


Division of Amity Leather Products Company. 
I would like to have a representative call. 
Fate FRM oo 6 0600 vind Hata sccecagdaccsenee 
SEITE ONG oo 6.0 oo 66 cn cgeccncdeentecesesece 
CHOY OE BNC iin 6 66 vnc sedec cd iaweteceenceeseee 























This advertisement repeated by request 


























Not a “maverick in 


the L_onville line 


The unbranded calf on the open range belonged to anyone 


who roped him and branded him. In the watch market, there 
are watches which cannot be traced to their makers. They are 
the “‘mavericks”’ of the trade. Nobody can place responsibil- 


ity for quality on the maker for he is unknown. 


How different with Lonville! Every watch is branded on 
the dial, branded on the plate, branded in and on the pack- 
age, proudly bears the mark of its heritage and accepts for 
itself—and for us—all responsibility for reliability and con- 


sistency. 


We never sell a single movement that was not made in the 











Lonville factory at Soleure, Switzerland. 


So you may buy and sell Lonville watches with complete 
confidence in their pedigree and the permanence of the 


Lonville line. 


HARRY ROD M A\ N INC. sess 


580 FIFTH AVE. Sole U.S. Agent NEW YORK 19, N.Y. 
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LANGENDORF WATCH Co 


As advertised in leading 
National Publicatio 


6 ” 
Seyme Cue 


Rolled gold case, 
stainless steel back, 
7 jewels g 


ef ” 
(; wedelle 
14K gold, 17 jewels, 
extra quality 





bg ES Ser Bs: Some J 
aL oe Cena SOC SCTS 


Lonville watches are made in 
Switzerland, famous for scenic 
beauty —and fine watches 


The mechanisms are made under 
one roof—a rare accomplishment 
even in Switzerland where most 
watches are assembled from ‘parts 
made by various factories. 

One undivided control and re- 
sponsibility governs the rigid, high 
standard of quality in all Lonville 
watches. 

All the parts are standardized and 
interchangeable so that in any civ- 
ilized country a Lonville watch may 
be repaired at low cost and in quick 
time. 

Lonville watches are noted for re- 
liability and consistency. You may 
sell them with assurance that at the 
prices there are no better watches— 
and no finer service at any price. 


*Fed. Tax Incl. 
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WATCHES 
Through Your Wholesaler 





THE JEWELERS’ CIRCULAR-KEYSTONE 











NANASI watchbands are 
outstanding in styling, 
beauty and craftsmanship. 


available in 
1/20-12K Gold Filled 











ALL NANASI 
BANDS 
NOW AVAILABLE 
| WITH EITHER 


RATCHET 
CE . OR 
foa | CENTER CATCH 


ratck 




















TO OPEN RATCHET: TO CLOSE RATCHET: 
Press top of ratchet with finger Press down hinged catch against 
and pull back. wrist and push ratchet in to any 

adjustment. 


ON mee SUE ST 


esee your jobber or wholesaler 


Beepnrel tCt@OPaAanNY, ING. 
6219 Madison Street, West New York, N. J. 
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These new wrist watches with all white or 
colored and white rhinestone studded dials are 
part of the distinguished Louis group of mens’ 
and. ladies’ watches, nationally advertised and 
priced for your quick profits. 





Come in to see us or write us today. 





Louis Watch Co., Inc. 


sso fifth Ave. Aecw Work 19, A.V. 
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ond day... this gift will kindle fond thoughts of you. 
it is the one gift you con be sure will be inseporable 
from a loved one... clways. For the beautiful 
Zippo is so unfailing... and so enduring ... that it can be 
gvoronteed for a lifetime. No one has ever paid o 
penny for the repair of a Zippo windproof lighter. 
For as little as $2.50... or as much as $175.00... you 
can thrill someone you admire with this jewel of ao personal 
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lighter. And—you can have it engraved with your own LIGHTER 
intimate message in your own handwriting—or someone's 
signature or initials ...a touch that gives o “million 

doliar” feeling. Give o Zippo. Own a Zippo... the gift tha? 
never fails... because it’s the lighter thot never fails. 


TIM FP Watch Zippo go! Here’s the biggest advertising campaign 
in Zippo history—big, dominant, full page advertisements 

timed to reach the public during the major gift buying sea- 

sons all through the year. Shown above is advertisement 

HELP YOU SELL Number One in Zippo’s new campaign, featuring Zippo as 

the “going-back-to-school” gift . . . featuring the higher- 


priced Zippos that give you more profit per sale. And this is 
just the beginning. In the months ahead, watch Zippo go! 


WATCH ZIPPO GO... WATCH ZIPPO GO... WATCH ZIPPO GO... WATCH 
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IN BIG MAGAZINES! 


TO REACH 50,000,000 
CUSTOMERS 


Here are the big, powerful magazines that will carry Zippo’s 
big powerful advertising campaign to your customers—that will 
help Zippo set the lighter world on fire! Life magazine, with an 
adult audience of nearly 22,000,000 ... The Saturday Evening 
Post and Look, read by a total of nearly 27,000,000 adults. .. 
The New Yorker, with a “class” audience of over a million of the 
wealthiest men and women in every community—these are the 
magazines that will bring customers into your store to buy Zippos 
as ‘‘going-back-to-school”’ gifts. 


GET THE BENEFIT OF 
THIS BIG ADVERTISING 
CAMPAIGN 


Get ready to cash in on the increasing demand for Zippo— 
the windproof lighter that is so perfectly built it can be guar- 
anteed for life—that no one has ever paid a penny to repair. 
Make sure you have a complete line of gift Zippos—the table 
model and the pocket models in gold, sterling, engine-turned and 
chrome cases—to satisfy your customers’ wants. 

















Write for new Zippo advertising mats and radio spot an- 
nouncements to identify you with Zippo’s big advertising cam- 
paign ... to make your store known as the place to buy Zippo 
gift lighters. Send a card or letter today to Zippo Manufacturing 
Company, Bradford, Penna. 


ZIPPO GO... WATCH ZIPPO GO... WATCH ZIPPO GO... WATCH ZIPPO GO 
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LD FILLED 


BACKED BY MORE THAN 
HALF A CENTURY 
OF EXPERIENCE 


1/20 12 KARAT GOLD-FILLED BRACELETS, CHOKERS, PENDANTS, WATCH BRACELETS, 
CHATELAINES AND EARRINGS, COMPLETE SETS OR SINGLE PIECES, 
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21 Maiden Lane 29 E. Madison St. 


NEW YORK CHICAGO SAN FRANCISCO 
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xi fos PAS ere eka eee Sane ot haere Saat Does “OU , 
? eee < = : ‘ Glass plates on dark linens let your Heirloom” Sterling shine supreme! Idea #2: Use a nail-polish brush to silver-glaze ivy-teat edges. 
és wachedk / : : : . . : 
: tg? , >» , ds , 2 y 4 B ones ; . » . 

| OVC HHO, USC VEC AHUNRMIHE So Cd , Set the table with This 6-piece Mansion Honse™ place setting costs you no 

; a me 3 times a day, every day, all your life! I'm Heirloom more than it might to give one party! Many couples start 
: Sterling... solid silver, all the way through. Won't with two honeymoon place settings — add more later. Ask Such a treasure of artistey was hivisned on this new 
ae ees or es ae pe : ee = a # we pattern. that it was.named after the original guikd 
show wear. Just the cohtrary!~—the more you use me, the your jeweler also to show vou Damask Rose*, Heiress”, Lente Con Chniliin: Moni asks ) of site iaaimadaar ake. 
lovelier I'll get! And Heirloom’s presence on your table Virginian® in Heirloom Sterling. Convenient payment fashioned it. Of museum caliber, the design is a 
: is ; fxiends ond oat” i ils master melding ut the traditional and the modern. 

will speak volumes about you, to new friends and old! terms, if you wish. “Trade Mask. Copyright, 1948, Oneids, Lad. 











isa i es RE sii scnaiaainaoa et bins neal 
Sensationally different and fresh... 
this new Heirloom advertising is assured of exceptional readership. 


This new (Uawin (Plowe Sterling color ad 


will be impressing your customers—through: 





Full-color place settings, in a completely new adver- LADIES’ HOME JOURNAL 

tising style, will soon present “Mansion House”* 

— Heirloom Sterling’s new pattern—in the maga- HOUSE BEAUTIFUL 

zines your Sterling prospects read. HOUSE & GARDEN 
Striking new point-of-sale material is ready to ‘ 

back-up > es sales efforts. ..mew circulars, ih HARPER'S BAZAAR 

oo paper mats, radio spots, displays. VOGUE 


—opulent new pattern Ask our representative to show you “Mansion MADEMOISELLE 


named after the original House,” and the sales helps we have prepared 


guild home (at Oneida, to help you profit from handling this latest of BRIDE'S MAGAZINE 

N. Y.) of the craftsmen Heirloom Sterling patterns. GUIDE FOR THE BRIDE 
who fashion this match- 

a MADEMOISELLE’S LIVING 


Heirloom Sterling n_.0000 





FROM GENERATION TO GENERATION 


‘ 





*Trade Mark ONEIDA LTD., ONEIDA, N. Y. bleed pages 
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KEEPS PERFECT Tint 


VULCAIN CRICKET 


Ke se Bs “ \ 
ey : mt X 
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WRIST WATCH= 


SLIM AS THIS 





Ly 


‘*,. time to get up... time to get up 
... time to get up!’’ 


in stainiess steel, to retail at $120 . | : 
including Federal tax. : 
in 14 K gold, to rétail at $348 , 

7 « 


including Federal tax. 
orret <«c¢ k 6 f 


VULCAIN WATCH COMPANY, INC. 630 FIFTH AVENUE, NEW YORK 20 
West Coast: Hubert A? Wood, 649 Sovth Olive Street, Los Angeles, California 













This Trifari design 


is copyrighted. | 
Nesign Patent Pending 








“Golden Ripple’’—superbly modeled flexible set in golden Trifanium. 


Tasteful expression of this season’s ladylike fashion elegance. 
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WHO SELLS 


THIS 


No. 201] 
To retail for 
$32.50 Fed. 
tax incl, 








Se a te ag ag agg ag ag tg ag agg ag I 


Me se Saki 


2 3 
ee : F 


Rit 
Perens” | 


No. 301 
To retail for 
$25.00 Fed. 
tax incl. 


These technical 
advantages make CYMA 
your customers’ choice 


—and yours | 
@ An alarm, too, 
with “fingertip control”. 


@ ONE key winds 
both time and alarm. 


@ Luminous dial. 
@ Interchangeable parts. 


@ Easy to service. 





THE Gift Clock FOR EVERY OCCASION 


ae 


DESIGNED with the RIGHT LOOK 


for any room or any décor! Sell it for Christmas 


giving; sell it for al sift occasions! 


MADE in the RIGHT WAY 
to give years of service! Created by the famous 
CYMA-TAVANNES watchmakers. 7-jewel watch 


movement assures accuracy. 


ADVERTISED at the RIGHT TIME 
to bring you peak sales at the peak season! 


20 insertions — this fall alone! Top-flight magazines — 


LIFE « TIME « HOLIDAY 
THE NEW YORKER ¢ HOUSE BEAUTIFUL 


Total paid circulation — 83,500,000! 
Merchandising aids, FREE! Eye-catching counter cards; 


hard-selling newspaper mat ads; attractive envelope 
inserts and 16- page booklet, in color, with your imprint, 


free — use them all to let your customers know you 


carry CYMA, the Gift Clock! 


608 Fifth Ave, New York 20, N. Y. 


CYMA WATCH Company 


In Canada, McGill Bldg., Montreal 
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uchess BRINGS YOU 
2 _NEW PROFIT MAKERS 























SELF ADJUSTING... in 
DUCHESS PUTS THE STRETCH WHERE ' Xe WS 
IT'S NEEDED...IT AGREES WITH EVERY 
MOVEMENT OF THE WRIST... 

FITS SNUG AND AWA 
COMFORTABLY eco EB \ \ ke | 

Hehe | bev A COMPLETELY NEW 





a @ \ td EXPANSION AND BASKET WEAVE] 
\ al VAN \ Sh WATCH BAND 
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DISTINCTIVE . . handsomely and efficiently styled] 





: | 
] 
le 


ASK YOUR WHOLESALER 
TO SHOW YOU... 


READY KU oie ee es ste és 

FOR Sew eas 
SPEEDY 
_ ATTACHMENT NO. 206 ite aa 


} 
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ALL - i 
Re ag x o em aa untae . 

‘| fe£: 2 "2-8 oe «<8 te Ss ae 3 / 
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NTo My ley, | 





& a x a g * & ae ’ & ; 
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WE ELIMINATE THE LABOR Ptetatetatetatetctetste, if] 
YOU MAKE THE PROFITS J ifetetatatete® stetetets’s! Le 
CONTAINS | DOZ. |} /20 GF TRU-LOCK BUCKLES | 
24 SILK CORDS 24 GF COLLARS 














SOLD THRU WHOLESALERS ONLY 





Duchess Jewelry Mtq. Wirt. - 87 MAIDEN LANE, N.Y. 7, N.Y 
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GEM OF WATCHES 
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G100/11 


Stonewall Works Wrist Magic 
with Adjusto-matic 


1One@ldane 
Press button. Pull buckle until 


tch releases. 
e _.. the only automatic fold-over 


olUle 4i-m olgela-11-}Molmi Ee dition 
‘Magic you say, and magic it is .. . another 
Stonewall triumph. Adjusto-matic* expands 
and contracts with the movement of the wrist— 


yet stays securely locked on the wrist. 


Adjusto-matic* is available with all styles of 
1a) 4 ee palolol-Meeh Mlalolaladeladeltha-Msalehi-talel L-wani tthe 


TO CLOSE: 
trated is the IONIC, style G100/11 for men. 


Fold buckle. Bracelet auto- 


matically adjusts to fit the wrist. r ; : 
Construction Patent Pending 


ME) Pyle 


COMPANY—INCORPORATED : 
79 SEVENTH AVENUE at 15th STREET, NEW YORK 11, N. Y.. WAltkins 9-4874 


S. GELLER, 29 East Madison St., Chicago, Ill. © M. DIAMOND, 220 West Sth St., Los Angeles, Calif. 
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W One hundred per cent waterproof and self- 
winding .. but dainty and smartly styled .. is this 
LADIES’ OYSTER PERPETUAL wrist watch. 


W More than a treasured “pearl beyond price”. . in 
a perfect setting . . this lovely timepiece is a depend- 
able guardian of precious moments..for the pro- 


fessional woman and country club set alike. 


W Stock it..display it.. feature it in your local 
advertising .. Here is a new fast-selling jewelry item 


of satisfying profit to your store. 











Maslerpicecof all Croflamanstege 


THE AMERICAN ROLEX WATCH CORPORATION 580 Fifth Avenue, New York 19, N. Y. 
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Whiting & Davis Creations go far beyond mere costume jewelry in 
their inspired designs . .. their perfection of detail . . . their careful 
craftsmanship. Finely wrought after both traditional and contemporary 
motifs, Whiting & Davis Creations can be offered with pride by 


top-flight jewelers. Wartrnc & Davis Company INc., PLAINVILLE, Mass. 


WHITING & DAVIS 


Y : 
Hand in hand uth fashion 
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touch to every after-dark occasion. 





er aa 


Quality, value, and style—these three are built into 
every offering of Whiting & Davis. Quality you can trust... 
value your customers appreciate ... the “sixth sense” in 
style that rings true to smart women everywhere. Once 
again, Whiting & Davis famous mesh evening bags are 
available in limited but increasing quantities. In the rich 
color of gold and the lustre of silver, they are more than ever 


the favorites of fashion ... add that supremely correct 
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START RIGH 


WITH 


MAKEPEACE QUALITY 


* 
GOLD FILLED AND ROLLED GOLD PLATE AND SILVER 
PALLADIUM AND PALLADIUM FILLED 
FROM WHICH WE MAKE 
FANCY WIRE AND TUBING BRACELET WIRE AND TUBING 
BEADS, BALLS AND TAPERS SPECIAL FINDINGS TO ORDER 


GOLD AND SILVER SOLDERS 


e 
Your inquiries are cordially invited 


D. E. MAKEPEACE COMPANY 
MAIN OFFICE AND PLANT, ATTLEBORO, MASS. 


NEW YORK OFFICE, 30 CHURCH STREET 
CHICAGO OFFICE, 55 EAST WASHINGTON STREET 
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Only three months left 
to get Your product all ready for Xmas... 
and that means 


Farrington Manufacturing Company 
NERAL OFFICES: 76-J ATHERTON ST., BOSTON 30. MASS. 
CANADIAN PLANT: FARRINGTON MFG. CO., LTD. 
1191 BATHURST ST., TORONTO 4 
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“WHO'S GETTING 
THE MEN’S INITIAL JEWELRY BUSINESS 


| SHOULD BE DOING?” 























INTER-CHANGEABLE Pr 


DUO-NITIALS ii 


in 1/20 12K GOLD FILLED 
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Sou, 


Men’s jewelry sales belong in your jew- 
elry store...not next door or across 
the street. That’s why we've designed 
2-initial jewelry* in 1/20 12K Gold 
Filled, with a proper initial assortment, 
that you can sell at 2 profit. 


Get your share of this business. Don’t 
delay ... ask your wholesaler about the 
DUO-NITIAL deals. 


THIS SALES-COMPELLING 
DISPLAY is FREE! 


Displays DUO-NITIAL 
chain on the velvet tie, chain 
or slide in acetate-top box. 
Sectional compartment un- 
der easel holds complete 
stock of initials. 


“No. 8300 Tie Chain .............. $6.00 
No. 9200 Tie Slide .......0........... $7.00 


Both prices Keystone 
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IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861... THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 
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FAST-SELLING | Dp comaegorpiica, 
AMERICAN-MADE 


{ \ Tops among American-made clock: 
cLOcKs 














‘ Fare the well-known PHINNEY- 
Lhe yi ) iN WALKER clocks, famous for 
BY Phinney od dependable time-keeping since 1915. 


1 ‘locks 
aveling cloc 








match¢ 
ee PW15 (left) has 30-hour Preci- 


sion Clock Movement and Lu- 
minous Dial, Available in 
Brown, Tan, Maroon and 
Blue simulated leather. 
PW16 (not illustrated) is 
matching traveling clock for 
ladies. 


e tr 
















PW37 (illustrated) Boudoir 
Clock. Simple adjustment re- 
verses face for use as Desk 
Clock, Gilt dial and hands. 
4 od Gilt metal case, engine turned 
ae ~ design. Precision movement. 





WNwawas . 95 
TO RETAIL AT plus tax TO RETAIL AT plus tax 
On the West Coast $6.79 plus tax On the West Coast $8.45 plus tax 





PW25. Left. Beautiful, slim 
lines. Precision Clock Move- 
ment. Luminous Dial. Avail- : : | 
able in Brown, Tan, Maroon \} imeem... \ees me aN ot 
and Blue simulated leather. —_ ‘ 


es La Se PW20. Right. Compartments 
eC ae Coe fF = sized to hold cigarettes or two 
decks of cards, Precision Clock 
Movement. Gilt hands and dial. 
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oe _ Brown and maroon simulated 
a leather with gold finish metal $Q 95 
= trim. TO RETAIL AT plus tax 
se ———— 95 On the West Coast $10.45 plus tax 
TO RETAIL AT plus tax 


On the West Coast $10.45 plus tax 


Place Your Order 
With Your Jobber. : 30 Irving Place, New York 3, N. Y. 
an O (Division of Semca Clock Co., inc.) 


A NEW VERY SMALL SWISS TRAVELING ALARM CLOCK 10 


No. 112: Slim, trim and small enough to slip readily into 
a handbag is the dainty “travalert” .. . another triumph in 
sales-wise styling by SEMCA! 











Available in Brown,. 


® Jeweled Movement (one jewel) Guaranteed Tan Mins ent dad 

® Radium Dial and Hands Simulated Leather , 

® Gilt Bezel and Dial . $ ] ° 45 a 
TO RETAIL AT plus tax 2 


Be > 
a 


° tha ¢ vr as; 0P 
® Size: 33%, & 33% x 1% On the West Coast $12.95 plus tax te: 


ron or ses SBMCA CLOCK COMPANY, INC. 


30 IRVING PLACE © NEW YORK 3, N.Y. 
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Jewelry 





















a 
> aA “a 


“ Be SURE What You Get 


U-Arrow Extra Values 
Mean Extra Sales 


Why does the Uncas line sell faster? Style- 
sure designs and modern manufacturing tech- 
niques permit Uncas to give you high values in 
popular priced jewelry. Each and every item is 
backed by 35 years of Uncas **know-how’’... cre- 
ated with display appeal that sells and sells fast! 


For men’s, women’s and children’s rings, cos- 
tume jewelry, novelties, or plastics, you’ll find the 
PI ti U-Arrow trade-mark is, your assurance of styles 

aSlcs that sell and quality that attracts customers year 
in and year out. 


1/20-12K Gold Filled Sterling Silver 
THROUGH YOUR WHOLESALER ONLY 


UNCAS 


MANUFACTURING COMPANY 


**America’s Largest Ring House’”’ 


PROVIDENCE, R. I., U. S. A. 
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Established 191 
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they’re the product of the oldest and finest 
Western Hemisphere — 


Swiss Radium & Dial Pain 


ESTABLISHED 1915 


79 SEVENTH AVENUE 














IS THE WORD FOR IT...., 













manliness in every line of this new 





L’Aiglon Expansion Bracelet. It is leading the 
field in style, quality of materials and efficient 


design and because of its strength and durability, 


ONCE OE ROy 


it is a favorite of active men everywhere. | | 


In 1/20 —— 12K Gold Filled in yellow, pink or 


| white gold wiih stainless steel back. The links 


are newly styled, fittings scientifically designed, 


OR 





and the springs are non-corrosive stainless steel. | 
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SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 


MAKERS OF WATCH BRACELETS FOR 25 YEARS | 
: 36 GARNET STREET *© PROVIDENCE, RHODE ISLAND 
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RET RCOCNMTIATIVES IN NEWYORK © CHICAGO +- LOS ANGELES | 
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3 BIG EXCLUSIVE 


FAIRFAX LINES 

















Count these 


ADVANTAGES 


of FAIRFAX service: 


1 Because we are thoroughly conversant with the re- 

: tail jeweler’s problems and requirements, we aim 
to have on hand at all times just what you want 
when you want it! 


9 e Everything we handle is ‘“‘screened’’ in advance by 
men who know their business, which is your assurance 
of the ready saleability of FAIRFAX merchandise. 


3 e We are constantly on the alert for the kind of new 
merchandise likely to provide new sources of traffic 
and revenue, and thus boost a retailer’s volume 
profitably. 


IF THE NAME IS TRUSTWORTHY — 
WE FEATURE THE MERCHANDISE BEARING IT 








You are cordially invited to make our office 


your headquarters when you are in New 






York. We will be happy to provide every 









facility for your comfort and convenience. 


" HRFAY..... COMPANY, Inc. 


WHOLESALERS ° IMPORTERS . MANUFACTURERS 





702 H Street, N.W., Washington, D.C. ° 136 W. 52nd Street, New York 19 






Serving America’s Leading Jewelers with Nationally Advertised Merchandise for Over 25 Years 





; 


a eae 


SAAD ARERR 

















EEE NEE REAR ROR E REARS RRA BARSER ROO Ome 


STTTIT TTT 





for your particular clientele . .. 








for those who will not 
compromise with beauty .. . 
for those who delight 


in owning the finest. . . 


The DIPLOMAT .. . for the 
successful Clubman. 14K Gold 

dress watch. Extremely flat design, 
Raised solid gold sticks on dial, 

To retail about $210.00," 


the choice is above all... 


distinctive timepieces 



































created by JUVENIA | | 
The SWISS MODERNE ... | | 
Ladies’ Brooch Watch. Delightful - _ | 
-- originality of design. Raised crystal. . : 

.. Chrome, steel back, to .  -. 
_  . meee = = , | 
_ -RGPsto retail about $71.50. | 
... Ladies’ Brooch : 
pr Milady’s lapel | 
t hearts motif. | 
|. ROP: to retail . 2 
about $71.50. | 
including federal tein 
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Factory at 
604 FIFTH AVENUE, NEW YORK 20, N. Y. PARIS, FRANCE La Chaux-de-Fonds. SWITZERLAND 
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LEADING JEWELERS 
and DEPARTMENT STORES 
in SAN FRANCISCO 


are promoting 


C PAC iA oy HEIL 


ACTUALLY PREVENTS TARNISH! 








AAAS SC Renae SS sis SRS a 3 GOLDEN GATE BRIDGE, SAN FRANCISCO 


The Golden Gate area knows a golden opportunity when it sees one! Eighteen of the 
21 leading jewelers and department stores interviewed are featuring Pacific Silver 
life Cloth, and here’s why: 
Pec eore It saves customers the inconvenience of polishing silver. 
a... It 1s the only cloth which actually prevents tarnish with 
lifetime effectiveness. 
It creates customer good will. 
It makes silver easier to sell by removing objection to 
polishing. 
It creates store traffic. 
It adds a profitable line to the store. 
It gives the dealer an extra sales feature and talking point. 
It preserves the factory-bright quality appearance of silver, 
eliminating the repolishing job for busy dealers. 
It saves customers the embarrassment of placing tarnished 
silver before guests. 
More women every day are learning about Pacific Silver Cloth through 
our extensive national advertising. Pull some of this business your way 
by stocking items made of Pacific Silver Cloth and featuring the name 
prominently in your selling. Send for our free brochure of mats, displays 
and other promotion materials. Ask your distributor for complete in- 
formation about Pacific Silver Cloth in chests, bags, rolls, wraps and 
packets, or send us the coupon below. 


*This is number 15 of a series covering major cities. 
Previous surveys showed similar results in 88 Eastern, Southern and Middle West cities. 


PACIFIC SILVER CLOTH IS BEST BY TEST 


This is what happened to five gleaming new spoons in Silver Cloth, retained its original sparkle! The other 
a tarnish test* conducted by the United States Test- four spoons, though wrapped in various “‘anti-tarnish”’ 
ing Co., Inc. Only Spoon A, protected by Pacific and “‘tarnish-proof”’ cloths, did tarnish as shown. 


*Test #70448, Mar.6,'46 (photos absolutely unretouched 





PACIFIC MILLS, Department JC 9 

214 Church Street, New York 13, N. Y. 

Gentlemen: I am interested in [) wraps, [)chests, [hollow ware bags, [1] place-setting rolls, (7 pack- 
ets made with Pacific Silver Cloth. Send me names of sources of supply and descriptive literature. 


NAME eeeeeeevee eee eevee eeeeeeeeeeeeeeeeeeeneeeeeeeeeeeeeeeeeeeeeeeee eee eeeeeneeeeee70e046.06868 


POSITION «ccc eee eee OSS OS SSSSSSeeSebeebeseeeeeeeeeoumau: eeeeeeeveeeeeeeeeeeeeeeeee0e820668@ 


Pacific Silver Cloth 


1s recommended by 


STORE eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeaenee0e020880689 


STREET ADDRESS .cccccccece cece eee ee ee eee ee eee e eS SSSSSSSOSEOESEEOSESOESSESEESEASEESES 


leading silversmiths and jewelers 
CITY. 0000000000000 OOO OOOO Oe ON me ccc cece ce eee est Al me ceceeeeeeeeceseeseSeeseeees 
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Step out 
with a Leader! 


Stay out front with Underwood 


‘Typewriter Leader of the World’’ 
... 4 Stand-Out in the Portable Sales Parade 


See what great values the new 
Underwood Portables offer! 

They’re wonders in craftsman- 
ship. They’re beauties in appear- 
ance. In convenience .. . in time- 
saving features ... in price they 
provide the greatest profit-build- 
ing opportunities in Underwood 
Portable History. 

Two great Portables! The Uni- 
versal . . . priced right for pro- 
motion! The Champion, for “step- 


up” sales that bring extra profits. 


© 1948 


It pays 
to promote 


120 


The new Underwood Portables 
are backed by a continuing adver- 
tising program. In national maga- 
zines, in school and college publi- 
cations, these smart new machines 
ate being advertised to millions. 

So, for sure-fire sales, be sure to 
promote the popular Underwood 
Portables . .. made by “The Type- 
writer Leader of the World.” 


Portable Typewriter Division 


Underwood Corporation 


One Park Avenue New York 16, N. Y. 
Sales and Service Everywhere 


Underwood 








Look at these Features 
of Underwood 
Portable Leadership 


DUAL TOUCH TUNING. This Under- 
wood feature permits tuning the 
touch of all keys, or changing single 
keys to suit any individual. It helps 
make possible the finest quality of 
work for the longest period of time. 


FINGER COMFORT KEYBOARD. Scien- 
tifically designed concave keys cen- 
ter the fingers for fast, accurate 
stroking. Pleasant to the touch. 


RIGHT AND LEFT MARGIN RELEASE. 
Conveniently located just above the 
keyboard, a push button release en- 
ables an operator to write outside 
either margin. Returns automatically 
to original setting. 


VARIABLE LINE SPACER. Pull out the 
left-hand knob for variable line 
spacing. Push it in to re-engage 
normal spacing. Positive, accurate, 
one-hand operation. 


CARRIAGE CENTRALIZING LOCK. 
Locks carriage securely to prevent 
jarring while carrying. A special pro- 
tection which means longer, trou- 
ble-free service from Underwood 
Portables. 


STANDARD RIBBON. Underwood 
Portables use the same size ribbon 
as the famous Underwood office ma- 
chines. No confusion. For sale 
everywhere. Spools are reversible, 
too, for longer wear . . . greater 
economy. 


PRECISION CONSTRUCTION. Observe 
the Underwood Portable construc- 
tion. It’s precision built for accuracy 
and top performance with the care 
and pride of master craftsmanship. 
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Extra Wide “Love Links” bracelet, 


A jeweler’s dream 






come true! WfA | J 


Every jeweler will recognize 

the “Love Links” design 

. up to now available only in 
solid gold. “Love Links” 
provide the perfect curtain- 

raiser for your holiday costume jewelry 
promotions. Necklace, bracelet 
and earrings will appear in the 
September Ist issue of Vogue 
magazine. Place your orders today! 
A wide variety of “Love Links” 
patterns are available in both gold 


and rhodium finish. 


necklace with inset pearls, 


$48 a doz. | 













eae 





> 


5th Avenue 





bracelet $18 a doz. Showroom: 383 Fifth Avenue, N. Y.C. Factory: 256 West 38th Street, N. Y.C | 
Telephone: WIsconsin 7-7550 | 
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FABULOUS NEW 


High-fashion originals — executed in 14kt gold with 
genuine, colorful stones. Introducing an exciting new 
trend for LARGE, EXQUISITE CHARIPAS (112” and 134” 
diameters) — each with an individuality that means 


sales appeal! 


i, 
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Order now —today — 
for bigger and better 
CHRISTMAS BUSINESS! 


All priced for a generous 
mark-up. 


PRODUCTS 


SINCE 1910 


CHARLES 


JEWELRY OF GREAT 


the jeweled 
ORACLE 


(Pat. Pend.) 
Fascinating 14kt gold charm 


...a spinof the jeweled wheel 
tells her fortune-in-love! 


KIASCHEK 


FASHION IMPORTANCE 


20 WEST 47th STREET, NEW YORK 19,N. Y., Phone LU 2-2120 
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~ __ Here's the complete, NEW lighter line 
- - that’s going places — fast! Beautifully 
 , ised from $7.50 to $200.00 
e variety of smart styles. NEW 


Oe. 


where enjoy selling A-S-R because 


they DO sell 





~~ 
hen, Fa 
7 


sce 


TVS SALA SE BEES OTE 















- al » 1 





Leather Covered 
Cobra — Alligator — Morocco 
Retails at $9.00 No Fed. Tox 


SE sen ont ei RSG 





‘sasaes New A-S-R Table Lighter .. . Retails at $12.50 


Rhodium Finish 
Geis ot $12.50 No Fed. Tes ‘Platinum Group Rhodium Finish 


The newest member of a proud family, the triumphant 
“Classic” model A+S-R Table Lighter that is receiving 
enthusiastic nation-wide acclaim! It’s the smartest 


a T»\ looking table lighter yet designed —a triumph for 
We A-S*R. Created to round out the amazingly 
<N 7) successful line of Lighters that will help you 


make more sales, more profits, this Fall 


wy)! Uf] l 
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Tortoise Shell AS NATIONALLY ADVERTISED 
& Brushed English Gold Plate 


Retails at $10.00 No Fed. Tax 
IN LI] EE macazine 






| THAT MAKES FRIENDS | 
14 Kt. Solid Gold Sterling Silver 


Styled by Cartier, 5th Avenue \ S i a Our liberal repair and replacement policy Se <4 tf Yj Engine turn design 


Retails at $200.00 Pius Fed. Tax Retails at $20.00 Pius Fed. Tax 
makes it a pleasure to carry 


our lighters. 
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Sold by Leading lewelty Sibbers rom Coast to Coast 
AMERICAN SAFETY RAZOR CORP. ... Lighter Division, Brooklyn, N. Y. 
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PERFUME DISPENSER 








Setgieti2kt 


HAND PERFUME 
PAINTED DISPENSER 


Hand painted original decorations 
Colored desigus fired on by neu proctas 





RHODIUM ¢ GOLD PLATED 


Ain Tight « Leak Proof e One Dram Si 
Model $00 naa tte ‘ 


95 Dealer ‘ Price 
Tudividually $25 nt DOZEN $52 Zs 


GIFT BOXED 
MINIMUM ORDER —- 1 DOZEN ASSORTED 





Display Stand Iucluded with Tuctial Order @ REGISTERED U S$. PATENT OFFICE 
IMMEDIATE DELIVERY e SHIPPED PREPAID * 27-10 DAYS « NET- 30 DAYS 


@ GRAND PRODUCTS COMPANY 7522. 57 WEST GRAND AVENUE © CHICAGO 10, ILLINOIS 
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F OR over a quarter of a century 
APEX WATCH CASES, in gold and 
gold filled, have been featured 
by leading watch manufacturers 
and importers and today enjoy > 


outstanding prestige in the trade. 


Represented on the Pacific Coast by 
GEORGE DOLIN 
707 South Broadway 
Los Angeles, Cal. 


APEX WATCH CASE MANUFACTURING CO. 








504 East 45th Street New York Ly, Nek; 
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Everything you've wanted in a 
popular priced alarm clock 


Famous: guaranteed Lux precision waa 
- movement. 


P: 4 ; Designed to meet consumer. preference. 
| Plenty: of sell-ability.. . great traffic item. 
ae Priced to give you a good profit. 


eS oye and these selling features 
2 Extra large dial with bold Oasy: ees 


/ numerals. ? > 
| 3 Metat case with durable ivory or gun | aa = e “toma 8 a 
+ “metal baked enamel finish. _—  —— 
“Controls correctly spaced on back . | —— 
~ alarm shutoff on top. — 


Beautifully styled to look well in any ‘le 


LE 





A beauty from front to back ..the new Lux Slumber Minder 

is designed for use in any room in the house. Your customers 

will admire its handsome functional design . .. extra large 

dial . . . bold, easy to read numerals. It has the famous Lux 

precision movement to give years of dependable service. Properly an a a es | 
displayed, the Slumber Minder will prove to be a profitable, Corton: Cantons 36 tory 0 
fast-moving alarm clock of new beauty and outstanding per- errr _ 

formance. Country-wide distribution being made on an equitable West of Rockies $3.75 


basis with gradually increasing volume. Place your order with 
us today, giving your jobbers name and address. 





LUX CLOCK MANUFACTURING CO., Inc. 


DEPT. B -95 JOHNSON STREET @ WATERBURY 91, CONNECTICUT 
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STERLING SILVER 


~SX y, / Rhodium Finish 


illustrated 


Priced for Quick Turnover 


@ Heavily made for extra-long wear @ Individually and handsomely boxed; 
mounted on rich, colorful velvet 


@® Hand tooled, brilliantly polished, 
UNCONDITIONALLY GUARANTEED @ In stock now for immediate delivery 


@® Sold exclusively through wholesalers 


CHICAGO REPRESENTATIVE: HAROLD CHARMACK, 36 SOUTH STATE ST., CHICAGO, ILL. 
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VACUUM PITCHER 


FOR GIFTS...OFFICES... HOME QR fe) 14 Re Sa /UTIONS 


A natural for the gift and class markets. And 
ready for the Christmas gold rush. This 
superbly styled vacuum pitcher set comes in a i geil © DELUXE VACUUM BOTTLE 
choice of four colors— Maroon, Sorrento Ka 


The finest of all vacuum bottles. Designed 


Green or Black crackle finishes with Chrome Ce i ee 
and styled with rich simplicity. A splen- 


trim ...or combination satin and Paring oe ae 
did gift item. And an attractive “lure 


burnished all-Chrome. Complete with ' 
to draw the luxury trade. Its exceptional 


Chrome tray and two platinum banded glasses. Se 
quality distinguishes your store as a place , 


A vivid display item that stops passers-by for the unusual and out-of-the-ordinary. 


and builds store traffic. Backed by compelling 


In same four color combinations as the 


4-color national advertising. Each set ; — 
pitcher. In quart and pint sizes. 


registered by serial number and backed 


by guaranty. In quart and pint sizes. ALADDIN IND USTRIES, INC. 


Dept. 5-J, 223 W. JACKSON BLVD., CHICAGO 6, ILL. 


LOOK FOR aa the name in Vacuum Bottles, Lunch Kits, Electric 
Lamps, Kerosene Lamps, Lanterns, and Heaters. Copyright 1948 
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TURN 
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PAGE 
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Promotions 


THE 
‘DIAMOND LOOK™ 
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AND A HOST OF SPARKLING ORIGINALS 


Pog 





“= ~~ 
$4453 442 


Made to Order for your store because Baguetelle will lead the 
Kramer promotion parade this Fall and Christmas. Turn this 
page to see the spectacular pace-setting ad —a magnificent 
full-color page in November 1st VOGUE — backed up by 


the tremendous sales power of the leading fashion magazines. 


E 
ww ene cor nmnamens, 


DRL LOIS 
“Per Es 


Made to ORDER NOW because Baguetelle features the Fall 
season’s important ‘Diamond Look’, fashioned with Kramer's 
inimitable precious jewel touch . . . to sell fast! Start your 
promotion plans now — in time to build up to a crescendo of 
steady Christmas sales. 
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Let Kramer Ads in “< Let Kramer 
VOGUE + MADEMOISELLE —e Promotion Aids 
CHARM * GLAMOUR . FREE 4-COLOR DISPLAYS 
) Fe Oe Al NOV Aly | FREE NEWSPAPER MATS 
Produce the Customers Produce the Sales 











*“Diamond Look” —a Kramer Copyright 











FOR THE “DIAMOND LOOK” 
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Sunburst’ 


Other Kramer originals, many set with 


exclusive shapes, from $5 to $50 at fine 


COPYRIGHT AUGUST 1948 
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MELE MAKES JEWEL BOX HISTORY AGAIN 


with the “Magic Touch’ SECRET COMPARTMENT 


In °47, Mele introduced the “Magic Tray’’. 
You know the phenomenal success story of this 
Mele feature. Now . . . here is the newest Mele 
innovation to make jewel box and sales history! 

A mere touch of the finger — and there it is! 
A secret compartment for safe-keeping jewelry 
and precious mementos . . . ingeniously con- 
cealed in the bottom section of the box. 

Women have always yearned for this per- 


confidential hide-away — now Mele 


proves once again that it is always first, always 


sonal, 


unequalled, always America’s foremost name in 


jewel boxes. 


MELE MANUFACTURING CO., INC. 


FOR SEPTEMBER, 1948 


Style 45 — featuring the “Magic Touch” Secret Compart- 
ment. Genuine leather covering with quilted top. Luxurious 
velvet lining in harmonizing color. 24 Kt. gold tooling on 


top and sides. “Magic Tray’ made of wood. Size: 10 x 
Cost to you: $3.00 


7 x 314”. Colors: assorted. 
4.95 
TERMS 


2/10 E.OM., F.O.B. N.Y.C. | 
IMMEDIATE DELIVERY 


minimum order: one dozen 
WRITE FOR NEW CATALOG 


Ad mats available upon request 


Suggested retail: 


More American women use 
Mele Jewel Boxes than any other 


220 FIFTH AVE., NEW YORK 1, N. Y. 
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QUALITY FEATURES 


THAT SELL LeSTAGE 





CHAINS and POCKET KNIVES 


@ soldered links 
oF Hand-made chain 





© 1/20 12kt. GF. 















4 Stainless steel blades 
5 Hand engine turned and engraved 


Look to LeStage for quality chains and pocket knives that 
really sell. Smart styling, sound construction and good 
value bring customer satisfaction (and profits) to 
dealers who stock LeStage jewelry. Your wholesaler 
will be glad to show you the complete line of 
LeStage chains and pocket knives. 
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MANUFACTURING COMPANY 


NORTH ATTLEBORO 
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MASSACHUSETTS 


NEW YORK CHICAGO MONROVIA, CALIF. 
9 Maiden Lane 29 E. Madison St. 110 El Nido St. 
A. H. Betz A. B. Pinero James F. Loveridge 
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Other rings can turn and separate... lose much 
of the diamond beauty... wear against each other. 
Wed-Lok* Rings are locked together, always properly 
aligned and lovely, yet they unlock instantly, so the 


engagement ring may be worn singly at any time. 


All the beauty so important to the bride is 
incorporated in Wed-Lok* rings by Granat...and 
presented at its very best always. Diamonds exact- 
ingly selected for matching color and brilliance are 
set in famed Granat Tempered* Mountings (not cast) 
of platinum or gold specially processed to insure 
protection of your precious diamonds all through 
the years. Wed-Lok* diamond ensembles in many 
styles, priced from 125.00 to 1000.00 the set (taxes 
additional). See Wed-Lok at a fine jeweler near 


you, or write Granat, San Francisco 10, California. 


*Trademark Reg. U.S. Pat. Off. Wed-Lok rings are protected by 
U.S. Patents issued and pending. Any infringements of Granat Bros 
patents, trade marks or copyrights will be prosecuted to the fullest 
extent of the law» 
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NY 





1. Diamond solitaire and 
matching wedding ring with 
1 diamond. Granat white or 
natural Tempered* Gold 
mountings. 


The Set, 125.00 


2. Diamond solitaire with 2 
side diamonds. Matching 
wedding ring with 3 dia- 
monds. Granat white or 
natural Tempered* Gold 
mountings. The Set, 175.00 


“SERENADE” 
SERIES 


With Matching Groom’s Ring 






FULL PAGE AS SEEN IN SEPTEMBER Ist VOGUE 










3. Diamond solitaire with 4 
side diamonds. Matching 
wedding ring with 5 dia- 
monds. Granat white or 
natural Tempered* Gold 
mountings. The Set, 225.00 


Matching ring for the groom in white or natural gold + 25.00 


Ring illustrations slightly enlarged to show detail 


GRAN AT 
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traditional standards of beau 
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B. A. BALLOU & CO. INC..*° ESTABLISHED 1868 © PROVIDENCE 2, R. |. 


NEW YORK CHICAGO SAN FRANCISCO LOS ANGELES NEW ORLEANS 
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Toe irreproachable quality, we add the | 
gracious styling that outlives 


x A O 
Manufacturers of Gold and Platinum Watch Cases 


a ae Sa eo UE Ww ) ire © Ret eS 
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, inc. 


oMANUFACTURERS of CHAINS and JEWELRY 
RHODE ISLAND 


* 


SOLD ONLY THROUGH WHOLESALERS 


PROVIDENCE 
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FROM $24.75 TO $2500. 


Gotham Watches 
Product of (llendor 
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On ae VAL ee 
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Cheever-Tweedy—a pioneer advertiser of women’s jewelry in major national maga- 
zines—can demonstrate a real public DEMAND for CEE-TEE creations and a real 
public recognition of the CEE-TEE trade mark. Place an order for the new CEE-TEE 
bangle bracelets which we helped to popularize last Spring and enjoy the selling help 
of our big FALL campaign. Our advertising will reach 11 million Colliers readers several 
times during the holiday buying season. For sure sales push the line that’s in DEMAND. 
Cheever, Tweedy & Co., Inc. North Attleboro, Mass. Since 1880. 
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THE MOVEMENTS 


Superior quality and perfect finish is evi- 
dent in every part of the Normandie move- 
ment. Note these special features — curved 
olive shaped jewels instead of flat jewels 
_. half overswung mainspring ... ‘Nivarox” 
hairspring ... greatly improved pivots. 
Result... a far'superior quality movement. 


| 
THE CASES 






specially built to our exacting specifica- 
tions by one of the leading watch case 
factories. Movements fit snugly and stems 
are fitted air-tight to prevent dust from 
seeping in. Cases are perfectly finished to 
give satisfactory wear. 


TIMEKEEPING ACCURACY 


The Normandie Watch is perfect in original 
manufacture, materials and adjustment. Every 
_ watch is checked and timed by the latest 





scientific methods and Guaranteed to keep. 
accurate time. Furthermore... every 


Normandie ‘is fully as beautiful as it is 
dependable. . 


Our 10K gold-filled and 14K cases are § 
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Successful Wholesale 
Jewelers are. quick to 
recognize superior quality and value. That is why selected | 
Leading Wholesalers are now distributing Normandie Watches. They. know 
that the Normandie Watch is one of the outstanding timepieces on the 
market .. . and that fact is being discovered daily by thousands 
of Consumers everywhere. | 
Retailers .. . please write for name of nearest distributor. 


NORMANDIE watches distributed 
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NORMANDIE 
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thru selected Wholesale Jewelers. 
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WATCH COMPANY * 71 Nassau Street * New York 7, N. Y. 
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CATAMORE 
BRACELETS and tHARINGS 


These Catamore Creations, nationally advertised in VOGUE, 





will be the stars on your fall selling program. Sterling silver 
bracelets and earrings set with large hand cut stones will 





attract every woman. Be ready to meet the demand — ask 





your wholesaler to show you this sparkling line. 


CONTE 


e231 PINE STREET ¢ PROVIDENCE 3°Rele 
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We manufacture complete 
line of rolled gold plate 
cases in all sizes. Also fa- 
mous Elite Waterseald Case. 


865 /86—83, ligne 8AE, 8AH, 
AX Benrus, 734 x 9 Reverse, 
3 way horizontal, gable, dome, 
flat crystals. 

1065/20—10!/, ligne — Dome, 
3 way, flat crystals. 


980/86 — 93, ligne, 10/OE, 
10/OW — Flat, gable, dome 
crystals. 

1135/86—11!/, ligne, 6/OE, 
6/OW, 10!/ ligne large dial 
—Flat, 3 way, dome crystals. 
1066/86—10!, ligne small 

square—Sunburst crystal. 

302—0 & 3/0 Waltham & Elgin 

—Sunburst crystal. 
1065/86—Takes 10!/ ligne — 


Flat, 3 way, dome crystals. 











150 Varick Street 
New York 13, N. Y. 





WIDE VARIETY offers me 


unlimited opportunity CZECHOSLOVAKIA 


for CREATIVE STYLING [aeons 
or folate Me lel HITT; 


e 
Beads for Rosaries 
e 


Fancy beads of all types 
7 
alelM lela Mgelt¥; 
* 


Carbuncles, transparent 





and opaque 
* 
Stones for earrings; but- 
tons, pendants and hoops 
& 


Sport crystals 
io 


Imitation cameos and 
intaglios 

fr om a a i) | > ? x Pp I Tealiceliela Malate ties) 
AUSTRIA » a ° 

_ YS Tesliiclitelal liels. @kelah 2.4 

plain and drilled 
co 
. and imports to. speci- 


Machine cut stones of all 


varieties 


ataelileye 


from 


ITALY 


lf you are a manufacturing jeweler using imitation 
Genuine shell cameos 


by APA stones in volume, we invite you to call upon our 


large stocks and exclusive pre-war connections 





and resources abroad. 


lin 


FRANCE 


Imitation half-pearls, tur- “te €, com D 0 Nn y i n C. 


quoise, coral, etc. . 
IMPORTERSIOF STONES since 1899 

509 WESTMINSTER STREET 

PROVIDENCE 3 e RHODE ISLAND 


IN NEW YORK: BELGARD & FRANK, Inc., 31 W. 47th STREET 
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Joe Doakes doesn’t waste a minute replacing stock 
in the Whiteco line. He says every item is saleable. 


Smart going! The Whiteco line is big and busy. When stocked complete 
it covers most jewelry classifications. There are no dead classes, so it 
pays to keep the stock filled in at all times. There are big-selling style 
items. There are steady-selling staples. All are made right, packaged 
right, and priced right. The fact that “White” is one of the old names in 


the jewelry field is assurance that you are concentrating on a winner. 


Ask to see the whole line. 
(“a 


Through selected wholesale distributors only. 
q 
WHITE MFG. CO. INC., North Attleboro, Massachusetts Wi Toop. 
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Neuchateloise 


A one day alarm with 
precise, seven jewel 
movement. Accurate 
styling to satisfy the 
connoisseur of period 
motifs. 

MODEL 5180 


Musical Alarm 


A , ; 
A CCUITOTE 

















Camera-Style 8 Day Alarm 


Fifteen jewel movement, 
superb traveling clock in 
rich leather case. 


MODEL 124 


De Bruce 8 Day Alarm : | 
‘ Radio Style Musical Alarm 
Conventional folding types 
available in three sizes— Rich, modern cabinet 
small enough to tuck away Nght or dark stains. Feat 
—large enough for orna- movement MODEL 42 
mentation. Fifteen jewel 
movement. Genuine, leath- 
er cases. 


‘ 
' 





MODEL K24 


DE BRUCE CLOCK DIVISION OF Traveling Alarm 


WALTER KOCHER & CO. Seyqeens 


keeping as it is compact. 
17 WEST 57th ST., NEW YORK 19, N. Y. MODEL ET1 
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Eh here can be only one leader in any endeavor and, 


in the art of selecting the finest hand carved Cameo 
shells, Curtman remains where they have been for 
years... out front! 

Curtman Cameo customers reap the harvest of 
Curtman Cameo experience and Curtman Cameos 
cost less. Compare! 

Curtis Created Cameos come in a variety of lovely 


mountings in bracelets, earrings, necklaces and 
brooches in 1/20, 12 Kt. gold filled and 10 Kt. gold. 


Sold Only Through W holesalers. 





THE 


[ NI MAN Remember—Curtis Created Cameos 
POMPANY Are Selected For Perfection! 


INC. 








AO Ce AOR 


162 CLIFFORD STREET, PROVIDENCE, R. I. 


Chicago Representative Eastern Representative 
ALLEN B. PINERO Los Angeles Representative PAUL BERGMAN 
Heyworth Bldg., 29 E. Madison St. AL GOLDBERGER 162 Clifford Street 

Chicago 2, Illinois Pershing Square Bldg. Providence, R. I. 
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At the Waldorf ...the Rainbow Room...wherever you — 
see smart women... you'll recognize fine watches by — 
their distinctive Niagara Bracelets. Master crafted in 
l4K Gold, Niagara creations are exclusively designed ... 
exquisitely styled, for seeing appeal... for selling nope: 


Consumer advertising of Niagara Bracelets will appear prominently — 


| | in nationally circulated New York Times Magazine Section this e252 Wee 
Model numbers a bili illustrated are (top to bottom): 56/57CA, 89/570, 951/570, 194/570. + NIAGARA BRACELETS ARE SOLD ONLY THROUGH ALERS. 
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BE CERTAIN WITH 


the line jewelers 
have sworn by 


since 1888 


the line that 
gives you a complete 
selection of saleable style 
numbers at popular prices 
for every occasion 
for every member of 


iat-Mceluilioy 


for every season of aK / a) on your very next visit 


the year : = 7, to New York 


BE CERTAIN TO SEE 


“For automatic sales and profits get an assortment of the new Certina Automatic Self- 
Winding Watches. For full details wire, write or phone, or better still, come in.” 
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L829A — Red 
L829A — Blue 
L829A — B. M. 


L830A — Red 
L830A — Blue 
L830A — B. M. 


(Blue Moon-stone) simulated 





L822A — Engine Turned 


“124A — Engine Turned 


1/20 12K Gold Filled — Attractively boxed 


SOLD THRU LEADING WHOLESALE DISTRIBUTORS 


peutclyy fr 
WALTER E. HAYWARD co. Inc. 


| Established 1851 
[A OF 48S O 2 O MASSACHUSETTS 


ee | 
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Distributed through wholesalers only 


Y oT 
































LIST 
RETAIL PRICE 50 white 
0 €-9451 $23-50 1-980) #77 $39.50 
F-8051 $27.00 j-9549 $26.50 9 
p.9553 $24.5 }-1203 $23.5 


Bp-6003 $26.50 N-7351 $24.25 


WATCHES 


Here is a line of fine watches 
to meet your requirements. 
Priced low enough to meet all 
competition. 


°° 
ATTRACTIVELY BOXED 


> 


Available with 7 and 17 Jewel move- 
ments. Factory guarantee with each 
watch. 


yd 


a pad 
yee 


Distributed through wholesalers only — 


WA LD FQN WATCH KS 29 E. Madison Street, Chicago Illinois 
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Let J W. Johnson help you 


Check Your Christmas Gilt Needs 


















































€ 
6 
. USE THIS HANDY CHECK LIST to check your stocks of the fas+- 
e moving gift products that will bring you extra sales this Christmas. 
) J. W. Johnson, Inc., has all of these popular, nationally-advertised 
e brands in stock right now — but we suggest you get your order 
. in today so that you won't be disappointed. 
‘ Y Y Pp 
1948 Christmas Check List for Jewelers 
GIFT ITEM bine eed GIFT ITEM Quantity 
ELECTRICAL GOODS JEWELRY (Men’s and Women’s) 
: EY ere: am alice Wh Ack MIRE a a ee te ae casual 
Knapp-Monarch Electrical Appliances .... Sie 
——_—__—__—__—_—- a “ a once ante! sn. Fan isch Silodal Sk Wp te a6 Seat Ne ee ocmsiitialeanal 
CLOCKS & WATCHES i a ar erin a5 a eed ec ee cmananl 
a ee eee wa ee een whines 0 ir | ———- 
a a ne Ee Poyaleane 
Seth Thomas 3 a a | Cheever-Tweedy ................005. ee 
po eae ot | | Providence Stock Co. 
ee nate duende... osc o ccw cence. oie 
a re | itinety Mates 
te , aaa als alll al uslteeaaiaaalaaiith | Dunn Bros. Men’s Jewelry ............ 
EEE ns 02s reer sersesaneveress a Heller Simulated Pearls .............. sttdbdnnonds 
PRCT T ETT eee ativan 
SILVER OTHER GIFT PRODUCTS 
| Golden Wheel Dresserware ........... —_—__—_— 
1847 Rogers ae ds wueaee Ad ee aT Manning-Bowman Giftware ........... 
Community Plate ........-.-.++--+6- Remington-Rand Electric Shavers ....... 
Wm. Rogers & Son ............-.+.. eer a ng oe an rai Ss tans aencon 
Tudor Plate ...........+--.+--seees op disis aceancsinieas cake an iat 
Alvin Sterling Flatware .............. = Cory Coffee Makers ................ : 
Anchor Rogers Anchor Sterling Flatware | Webster Baby Goods ................ | = ae. 
(A product of International Silver Co.). . oie ) ve IL 
Poole Plated Hollow Ware ............ | = NOTE TO JEWELERS... 
7 This is but a partial listing of the hundreds 
gig * of gift items you'll find at J. W. Johnson, Inc. 
GLASSWARE — headquarters for fine jewelry products 
| since 1869. Be sure to check with Johnson 
Silver City Glass ..........--....--- | — _.. before ordering your Christmas stocks. A 
ES ee ee eee | — seantaiia postcard to us will bring you all the infor- 
ee ee | tenet ennai mation you need. 














J. W. JOHNSON, INC 


Established 1869 
15 MAIDEN LANE NEW YORK 7, NEW YORK 
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#1522/8G39 
14 KT WHITE GOLD 
for 14 diamonds 







_ *2210-— 


Bons 


#1500/SPI 
14 KT GOLD 






= ¥ 
Pie ‘ee 
Watch cases illustrated are only a few 


styles from the Lewitt line... made 


in 14KT, white or yellow gold and plat- 
inum to fit all Swiss and American 
movements for WATCH IMPORTERS and 
JOBBERS. Write Lewitt today for your 


requirements. Samples submitted. 


PLATINUM 





{ liner watch cases 


For almost half a century 
Lewitt has built and maintained 

a reputation for originality in design 
and accurately fitted watch cases. 
oie Craftsmanship and Quality distinguish 


few nee all Lewitt cases in both gold and platinum. 



























#2226 
PLATINUM 

for 42 diamonds 
and 4 baguettes 












SS 





. | TRADEMARK 


#1506/K79R 
4 (' \\ | 


DROS. & COL TNE. 
G//) anufach ‘cts af 

Gold and Platinum Wath Cases 

64 WEST 48th ST. NEW YORK 19, N.Y. 


Plaza 7-4244 














Lewitt 
since 190? 
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Pro Mare For out Wait Gift $ Cas On 















with 


Minow 
Colour g 7 RED 
Y / Jy al: 


4 COLORS IN 1 PENCIL q77 GREEN 
BLACK 


Realize profitable Norma gift sales from 
this strong advertising and merchandis- 


ing support: 


e impressive 4-color national advertising 
e full-color imprinted envelope enclosures y 
e newspaper mats and radio copy 
e displays for counter top and showcase 


Prepare your Christmas program now— lee bezel off 


using all these free sales aids. Fair -Traded — $4.50 to $15 + 14 Kt. Gold $100 


Unconditionally guaranteed for mechanical perfec- 

tion. Models $4.50 and $5 in smart, individual card- 

board box. Models $7.50 up handsomely gift-boxed. 
? 


% 
NORMA PENCIL CORPORATION 
NORMA BUILDING, 137 WEST 14th STREET, NEW YORK 11, N. Y. 


Exclusive West Coast Distributors: Fred L. Lee 
and Company °* 448 So. Hill St., Los Angeles 
13, Calif. * 704 Market St., San Francisco, Calif. 








NATIONALLY 
ADVERTISED 
Ta et oe 
these leading 


Magazines 
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7 Lipstick and Watch Combination, 17 Jewel Pery Movement $210.00 Keystone 





Aliso available os Lipstick only oo ekc oso cee $ 90.00 Keystone 
276-119 Knife-File and Removable Extension Pencil ...... ....-$ 74.00 Keystone 
315-15. Scissors-Fil@-Kinlle.. co ik ivi cee ek ee re $ 48.00 Keystone 
423 Repeater Pencil — Holds large supply of extra leads. 
) Guaranteed Mechanism ...... oe Rear? Ore ..-$ 42.00 Keystone 
424 Repeater Pencil without clip .......... er ...$ 30.00 Keystone 
12 Ladies’ Funnel Type Ejecting Cigarette Holder ........ $ 38.00 Keystone 


ZON@ 


14 Ladies’ Cigarette Holder. Cigarette ejected by twisting | 
mouth: piec® .....5.... ie hae caeeroes eke ...:$ 28.00 Keystone 


LOUIS TAMIS @. SON 


GOLDSMITHS SINCE 1909 


36 WEST 471 ST., NEW YORK 19, N.Y. 


sete + lt 
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GET WISE! Get Jo Know The Name That 


Stands For Everything You Want! 





U.S. Jewelry Co....for... 


Silverware 


Jewelry 
Easton Watches 
Watch Attachments 


Electrical Appliances 
Lighters 


JEWELRY CO... Meh 


Your choice of famous names 
H. E. BAUMOHL, Pres. 


BALTIMORE -1, MD. 
. *« 4 WHOLESALERS Clocks 
Other desirable merchandise 
IMPORTERS OF re WATCHES 
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Manufacturers and designers of fine specialty boxes and displays {2 


4 


DAvenport 6-2951 


.. call 


69-01 Metropolitan Avenue 
Middle Village, New York 


. write . 


Braun-Crystal Mfg. Co., Inc. 


For packaging answers 


Wire .. 


at point-of-sale 
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Lape 


»» AND THES’ bb SELL FAST, TOO! 


Excellent craftsmanship and perfection in smart- 
ness are reflected in these ‘leaders’ of our NEW 


fall line. 


Be among the first to feature these distinctive 
Carving and Steak Sets that offer utility and 


FFs diaromel-z-1el ag 


\ 


Gis JEWELRY MANUFACTURING CO. 


SILVERSMITHS 


Dh) MAIN OFFICES AND FACTORY: 1835-55 E. MADISON STREET 
PHILADELPHIA 34, PENNSYLVANIA 


JACK KAY WILLIAM BART DAVE DIAMOND N. A. HOLM 


Representatives 93 Bic seal § 29 E. Madison Street § 448 So. Hill Street § San Miguel, 419 
New York 7, N.Y. Chicago 2, III. Los Angeles 13, Calif. Havana, Cuba 


ees 6 SOLD THROUGH WHOLESALERS ONLY - [igaaameinnnnnanenanaanaaa 
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AMERICA’S MOST COMPLETE LINE Sensational, Transparent 
(eee Oe a eee eae «= (WATCH STRAP DISPLAY 


— Made of clear acetate, this 
el beautiful new display unit offers 
every important sales advan. 
tage: perfect visibility, glam. 
erous appearance and absolute 
protection. Equipped with « 

sturdy wire easel. 


















































Complete with 12 straps in- 
Alligator, Alligator Lizard, 
Calf, Pigskin, Padded Calf 
(the “Hump”), or Cordovan, 





1100 THE “HUMP”-PADDED STRAP 

tr calfskin, Sizes: %” and 3%’ : KARLTON 1-PC. STRAP 
Russet, Brown, America’s most famous 
Gray, Black a : ee. novelty Western leath- 
| omega | er strap, made of ar- 
tistically tooled Steer- 
hide . . . will fit any 

watch. 


#306 
8ro FINE 


CALF 
Wn an nd ° Sm 00 9 


g-pevelle o 
eager ond SOLD TO AND THRU gion 
WHOLESALERS ONLY—WRITE FOR SAMPLES! 


ONAL OTE er EO] LAN MEE eer ortce: Loew's state Bog 


707 S. Broadway, Los Angeles 14, Cal. 
MAKERS OF FINE WATCH STRAPS SINCE 1922 Phone: Vandike 1475-1476 


121-5 No. EIGHTH STREET, PHILADELPHIA 6, PENNA. MNES HRRPRIERETUD: LONE Seen 
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THE NEW HERMES PORTABLE 
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In This 


GOLD FILLED CHOKER SET 


Delicately fashioned, yet heavy 
enough to impart richness and 
feminine sales appeal. Beauti- 
fully gift packaged for effective 
display. One of a brilliant 
series. 1/20 12K Gold Filled. 
Also available in Sterling. 


. a 


GOLD FILLED AND STERLING SILVER 
IDENTIFICATION BRACELETS 
Renewed popularity and definite weight. Rhodium finish — heavy 


masculine appeal in these brace- soldered links. Complete price 


lets of extraordinary beauty and range in various weights. 


Che Mark of Quality Jewelry 


st TRADE MARK REG. U.S. PAT. OFF. 
COPYRIGHT 194° BY ADMARK 


FPalor CHAI* 


714 SANSOM STREET, PHILA. 6, PA. * CHICAGO: 10 SOUTH WABASH AVE., HARRY W. SHERRILL 
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One of a series of messages to help you increase your understanding of business paper advertising, and its effect on your business. 





What happens when 


the “‘push-overs” 


start pushing back? 


A‘ ANY GOOD SALESMAN, and he'll tell you that 
the lush days are just about gone—along with 
shortages, slow production and the sellers’ market. 


Today, customers are playing hard to get. The 
‘“push-overs”’ are beginning to push back. Production 
isn’t lagging any more—it’s already nearly double 
the pre-war level, and fast catching up with demand. 
There’s plenty of healthy competition in sight. And 
you can be glad there is. 

American business has always thrived on competi- 
tion. It still can. But the machinery of selling and 
distribution will have to work at peak efficiency. 


And that means — more mechanization! 


Mechanization is simply the application of assem- 
bly-line methods to the manufacture of a sale. It’s 
the only way to balance mass production. 


With mechanized selling, you won’t turn prospects 
into “‘push-overs,’’ but you’ll certainly get them lean- 
ing your way. By exploring the field, arousing inter- 
est, creating a preference for the things your company 
makes, mechanized selling multiplies the productive 
capacity of your sales force by the hundreds, or 
thousands, or by any number your market requires. 


But this machine’is no stranger to you. You know 
it by its first name—ADVERTISING. 


We'd just like to point out that now is the time to 
put the machine to work, more consistently, more 
aggressively than ever. And remember that when 
your advertising goes to work in the right business 
papers, with their tremendous concentration of hand- 
picked readers, it becomes the most efficient machine 
you can use for manufacturing sales at a profit. 


Just how efficiently does business paper advertising work? If you'd like to 
see some examples, we'll be glad to send you a recent ABP folder on actual 
results. Also, if you’d like reprints of this advertisement (or the entire series) 
to show.to others in your organization, you may have them for the asking. 





THE JEWELERS’ CIRCULAR-KEYSTONE 


is one of the 129 members of The Associated Business Papers, 


whose chief furpose is to maintain the highest standards of editorial 
helpfulness—for the benefit of reader azd advertiser alike. 
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more popularly priced ... more beautifully packaged 


niente ah ( SS | manicure 


(Polished Nickel Plated Implements) 


Set 308205— $13.50 Retail 
(24K. Gold-Plated Implements) ane 


scissors sets 


for every purse 


and purpose! 


Set #£08169— 
$15.00 Retail 


Re-designed and Re-equipped .. . 
first showing of new pierced metal frames. 


Finest heat treated steel implements ... 


FULLY GUARANTEED. 


Hand Polished .. . 
24K Gold Plated implements. 


Handsome shapes .. . and coverings. 
@ EYE APPEAL for assured BUY APPEAL. 
@ Sets available from $5 to $25. 


The New Holiday Gift catalogue of manicure sets 
and implements is ready now! Write for it today! 


Set #£08161— 
$10.00 Retail 


Quality Cutlery Ever Since 1888 
151 WEST 19th STREET, NEW YORK 1} TRADE MARK 
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Mickey Mouse 


this is an Sngetot presentation! 


retail price 36.95 plus 10% fed.tax 




















In 1947 there were 14,438,709 birthdays 
for youngsters* from 5 to 10 years old. 
Gwe... ww Cw tl 2 
Gees. 2. wk ei eine Oe 
S10 years. ....s..1r. od. ae 


(*already sold on these lovable Walt Disney characters!) 











register 1in’48! 


With Ten Famous Walt Disney characters on the most famous 
children’s watches in the world! In Technicolor! 
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Donald Duck 





The Walt Disney birthday gift promotion 
Increases the big market created by Mickey Mouse. 
Is a twelve-month ‘“‘candle power”’ plan for sales. 

Is gay, colourful, educational — makes telling time fun 


Moves fast—you know kids: if one gets a Walt Disney 
watch, every kid in town has to have one — or else! 


Cashes in with a full selection of models. ( Nationally. 
advertised, increases turnover, reduces sales costs) 


+ 




















offer #400 


DOUBLE FEATURE: Complete 
Birthday Cake Box consists of one each 
of the ten Disney characters. This self- 
seller, with big stand-up Disney Cartoon, 
builds a big box office. A dandy Walt 
Disney Character, in four colours on 
each watch, tells the time by animated 
arms, hands, ears, etc. Each watch is 
presented in a bright round case. The 
straps are made of contrasting - coloured 
Vinylite (washable) lined with real leather. 


your COst............ 548.70 
_ al Dey wh your selling price... 69.50 | 
your profit .......... 20.80 




































APPOINTED TO PRODUCE 


WALT DISNEY CAaracter 
SILVERWARE 


IN STERLING — FOR CHILDREN 


American Metalcrafts started with the object of adapting 
Walt Disney's MICKEY MOUSE and DONALD DUCK in a 
newer and more beautiful fashion than has ever before been 
accomplished in silverware. This at a price low enough to 
insure extensive consumer buying. After months of designing, 
study and research, the results exceeded even our own 
expectations and this is our first proud introduction of the 
new line. 


Now nt Cam Be 1 A AERICAN METALCRAFTS 













°e Disney Charactersin 
movie-bright opaque hard 
enamel, 4 colors 


e Choice of MICKEY 
MOUSE or DONALD DUCK 
on each piece and set 


° All sets and pieces at- 
tractively packaged in 
colorful WALT DISNEY 
CHARACTER gift boxes 


Be 0 AOE GO AE GE: eg ee 


ey omen 







¢ Disney Characters over- 
laid on each piece with 
jeweler's skill and preci- 
sion 


Not Illustrated 


Teething Ring Rattle 6002 
Dumbell Rattle 6005 
Bent Spoon 6035 
Orange Juice Cup 6080 
Fork, Spoon & Rattle Set 6030 
Fork & Spoon Set 6026 
Knife, Fork & Spoon Set 6037 





Frederick B. Platt 


*For information consult AMERICAN METALCRAFTS COMPANY SS ee ee oe a 


Aitleboro, ' i ives: 
eboro, Massachusetts, or the following factory representatives Semee) Feldman & Sea 


29 East Madison St., Chicago 2, Illinois 
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No 1W453 


YELLOW, PINK OR WHITE GOLD FILLED 50 


New as tomorrow and bright with sales 
appeal, the new Pacer Zephyr ultra 
modern man’s expansion bracelet. 1/20 
10K yellow, pink or white gold filled. 
On handsome two color flocked card. 





YELLOW, PINK OR WHITE GOLD FILLED 


Extra wide Pacer Comet expansion watch 
bracelet has modern massive masculine 
look. Finely made in 1/20 10K yellow, 
pink or white gold filled. On two 
color flocked card. 


YELLOW, PINK OR WHITE GOLD FILLED 


Modern wide massive looking man’s 
expansion and mesh watch bracelet. 
Finely made. 1/20 10K yellow, pink or 
white gold filled. Feature the new 
es ial ocket on two color flocked 
card. 


5 NORTH WABASH AVE. « PAKULA and COMPANY CHICAGO 2. ILLINOIS 
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BECOMES V/ Gs 


IN THE HANDS OF CAMEO CRAFTSMEN 


The selected piece from 
which a cameo is hand carved 


The discarded portion 


The Conch shell 
Conch shells, from which cameos are carved, are found in the waters 


surrounding the Island of Madagascar. These shells are sent to Italy, where 
they are hand carved into the finest Cornelian cameos, such as are used in 


Micallel Creations 


Above are the five steps in the actual sculpture of a cameo. The Conch 
shell has layers of contrasting colors, and it is the task of skilled craftsmen 


to advantageously uncover these layers, while carving a gracious profile. 


When completed, the cameo is ready for an artistic LY, mounting. 








A. MICALLEF & COMPANY. Inc. 
158 Pine Street, Providence, R. !. 
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"The help you give Art-carved a 





"As a retailer," Mr. Connor continues, "I certainly 
appreciate the high quality and complete newspaper 
mat service, as well as the fine and extensive 
national advertising campaign for Art—carved Rings. 
But all the advertising in the world would not be 
enough if the merchandise itself did not measure 
up. I am happy to say Art—carved Rings are out-— 
standing in every way — their quality makes our 


selling problem a simpler one." 


Faster-selling — more profits for you —that’s the reason for 
all Art-carved Ring advertising and retailing aids. Authorized 
Art-carved jewelers make extra sales by using the free store dis- 
plays, newspaper mats, leaflets, radio commercials, and other pro- 
motional services created specifically for reaching local customers. 

No other nationally advertised diamond ring offers as many 
effective dealer helps as Art-carved. Aggressive merchandising, 
coupled with high quality, means more profits. Why not put this 
combination to work. for you? Send for your Art-carved* Ring 


representative today. Ask him to explain our new Merchandising 


Plan to you. 





J. R. WOOD & SONS, INC., 216 E. 45TH ST., NEW YORK 17, 
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Si itstanding”’.. 


says Jerry Connor, 
owner of Connor’s 


ock Island, Illinois 
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'S : Gers | 
Gtr MY Is A Aivominls PRADITION 
Making fine quality jewelry has long been a Krementz tradi- 
tion...jewelry that \Zelemers 8’ tale pride 11 selling...that your customers 
will take pride In wearing. Traditional, too, 1s the meticulous work- 
manship and the high quality materials always to be found in jewelry 


by Krementz. 


Krementz cuff link and stud sets are indicative of this faithful 
adherence to high standards. Your customers will appreciate their 
correct, smart styling and the added convenience of the Krementz 


patented snap bar cuff link and bodkin stud. 


These features make a difference with your customers... and 
you will find that they make a difference, too, in your increased 


prestige and profits. 





FINE QUALITY JEWELRY SINCE 1866 


FOR MEN: Evening Jewelry - Cuff Links - Collar Holders - Tie Holders - Pocket Knives - Watch Chains 
FOR LADIES: Flexible Bracelets - Bangle Bracelets - Earrings - Brooches - Necklaces 


GUIDE TO CORRECT EVENING ATTIRE 


This useful, 4-color folder gives the etiquette of formal 


and semi-formal dress—containsan authentic dress chart 


for reference. Up to 500 supplied without charge . 


send them with statements... keep some on the counter. 
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URELY you've noticed the wist- 

ful miss pictured on our cover 
this month. And, although we've cap- 
tioned it “A Customer Comes of 
Age,” you may still be a-trifle doubt- 
ful. “That kid?” you snort. “All she 
does.is grease up my display window 
with her hands and freckled nose. 
She never buys anything!” 

That, Mr. Jeweler, is a dangerous 
statement. 

Perhaps she has never bought any- 
thing before, but she’s going to start 
buying at any moment. Not only 
that, she’ll stimulate jewelry interest 
among her relatives and friends. 

According to the Watchmakers of 
Switzerland. who conducted an inten- 
sive six month survey among dealers 
and consumers preparatory to launch- 
ing their merchandising campaign, of 
the 10,650,000 boys and girls in the 
U. S. between the ages of 10 and 
14, over 32 per cent will need a new 
watch within a year or so. This, they 
explain, is true for a couple of rea- 
sons: (a) if the youngster has a 
watch now, the odds are overwhelm- 
ing that it is a non-jeweled job and, 
naturally, they want something better, 
or (b) if they have a jeweled watch 
now, they'll still want to “Keep up 
with the Joneses” by getting one with 
smarter styling, etc. 

The youngster’s interest isn’t sole- 
ly watches, either. Silverware also 
catches their eye. You may recall the 
article published in JC-K back in 
February, 1947 (page 298) under 
the heading “The Bobby Soxers 
(Bless Em) Are Thinking of Their 
Silver.” It recounted the results of a 
survey conducted by a popular ’teen 
age magazine and one of the astonish- 
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OUR NEW EDITOR 


It is with a sense of pride that I 
present at this time to our thousands 
of subscribers, the 
new Editor of 
THE JEWELERS’ 
CIRCULAR: KEY- 
STONE. 

Mr. King is 
neither a stranger 
to the jewelry 
industry, nor to 
the activities at- 
tending’ editorial 
a 

brings with him a 

LANSFORD F. KING wealth of publish- 

ing and advertising experience. 


Thus equipped he is in a position to 
give sympathetic and practical under- 
standing to the many problems con- 
nected with the operation of a success- 
ful business and attack those problems 
with vigor and conviction. 


His expressed desire is to continue 
the established policies of THE 
JEWELERS’ CIRCULAR-KEYSTONE 
which are dedicated to meeting the 
industry-wide needs of the jewelry 
business and to the furtherance of all 
sound plans for its expansion. 

Mr. King’s friends within the trade 
are numerous. To them and all others 
he has asked that I convey his plea- 
sure at the prospects of being of use- 
ful service. To this end he looks for- 
ward to eventually meeting, in person, 
all those who are actively interested in 
the advancement of the jewelry in- 
dustry. In the meantime, he hopes to 
hear from anyone in the trade by 
letter or phone—anyone to whom a 
sincere right hand of cooperation may 
be of some assistance. 

Therefore, it is my sincere hope 
that the many loyal friends of THE 
JEWELERS’ CIRCULAR-KEYSTONE 
will give Mr. King the support he 
should have. Thus, he will be able to 
apply his talents and experience with 
the greatest possible effectiveness to- 
ward benefits that will be of value to 
the Jewelry Industry at large. 





President, 








September 1948 


ing facts disclosed was that 58 per 
cent of the young girls had started 
collecting silverware for their hope 
chests before the age of 17, and 26 
per cent of them had started as early 
as age 11. 

In short—the youngsters aren’t 
just a potential market—-they are a 
market right now. It will pay to 
intensify their interest. 


% *% % 


E RATHER FANCY the birth 
announcement recently sent 
out by Irving Gerson, Detroit, Mich.., 
jeweler. A four-page folder, it bore 
on the outside the legend “The Irving 
Gersons Announce a New Gem” and 
inside, keeping the gemological spirit, 
was the following scientific data: 
Occurrence: Woman’s Hospital 
Weight: 13,218.35 carats 
Chemical Composition: Baby 
Identification: Janet Claster 
Variety: Girl 
Qualities Affecting Value: Genuine 
Cut: Cabochon (Round and Chub- 
by) 
Pleochroism: Pink and White 
Refractive Index: Brilliant 
Luster: Smooth. 


* * . 


hen hear. of a jeweler who in- 
vited the public to crack his 
safe? eP 

We're daft, you say—safe-cracking, 
along with window smashing, armed 
robbery and other types of violent 
crime are viewed, by jewelers, as 
highly undesirable activities, seldom 
even discussed without crossed fin- 


gers. 
But there’s always an exception to 
prove the rule. And in this case the 
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New I7-jewel 
GARLAND Pocket Watch 
--- an outstanding value 


@ Sell this 17-jewel GARLAND to 
the man who wants a precisely ac- 
curate, reasonably priced pocket 
watch. Precision parts, sturdy move- 
Sit ; 8 9 FO ment and handsome 10k rolled gold 
9 et “A Sia 6 AG - ae a -. 75 . plated case make this watch an 
} j, attractive, durable timepiece. Every 
man who owns one will value this 
GARLAND as a prized possession. It’s 
a fitting companion to the famous 
Ball “Official Railroad Standard” Ga 7 
watch. And, it’s a good profit-maker. “tithe, Mier 
tA ce Mh 
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GARLANDS for Gifts Streamlined for Progress =m os 7 tye 


e A GARLAND as a gift is always e For a progressive approach to Wr 


appropriate ... and reasonably priced. jewelry selling, look to THE BALL 
When customers ask for birthday, ComMPANy. New offices, new Model 


anniversary or other gift suggestions, Store and new selling plans are cur- 
show them the values GARLAND dia- rent reasons why you should keep 
monds and watches offer. your eye on Ball. 


KEEP YOUR EYE ON 


The BALL Company 
Originators of GA RLAND*Diamonds and Watches 
WHOLESALE JEWELERS e DIAMOND IMPORTERS 
6 North Michigan Avenue ¢ Chicago 2, Illinois 
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exception is the C. J. Silver Jewelry 
Co., St. Paul, Minn. They actually 
went to a lot of trouble to invite 
eople to crack their safe. Even ad- 


yertised the thing on the radio. 


The thing was a contest, of course, 
and not open to people with oxy- 
acetylene torches, jimmys or sandpa- 
pered fingertips. It called for open- 
ing a safe with a number, clues for 
which were given ten times a day. 
Inside the safe was merchandise val- 
ued at $2,500 at the beginning of the 
contest. Loot valued at $500 was 
added each week and, by the time the 
event ended the total take was around 
$5,000. Everything inside the safe was 
to be awarded to the person who was 
able, after sifting the clues, to arrive 
at the proper combination. 


In addition to the radio spots 
which provided clues, newspaper ad- 
vertising was also employed. Side- 
walk interviews. conducted by an an- 
nouncer from the local station were 
held twice a week and, in addition to 
getting a chance at guessing the com- 
bination, the people interviewed were 
presented with merchandise gifts. 


The contestant who finally cracked 
the safe’s combination couldn’t have 
been a more fortunate choice. The 
wife of an ex-GI attending the Uni- 
versity of Minnesota, she was living 
in a trailer with her husband and 





ae heey - rings - on - the- half- 
shell” is the newest conceit of 
jewelry craftsmen. The idea was orig- 
inated by O. M. Resen, the designer 
who first suggested that bridegrooms 
should give their brides three match- 
ing palladium and gold wedding 
bands, with two of the trio to be worn 
as earclips. 


Here's how the new idea, similar 
in conception, works: 

Wives who crave new, modern 
rings after years of married life can 
continue to wear the first band as 
an intimate and sentimental piece of 
jewelry. 


“Cut it in half’, suggests Resen. 
“Fit to each half the new vacuum 
type tongue clip in the platinum metal 
palladium that clings comfortably 
and caressingly to the ear. Even the 
plainest old-fashioned wedding ring 
treated this way makes a smart ear- 
ring.” 


*% # # 


ID YOU EVER try writing your 


advertising in rhyme? 


According to Mrs. Sue Taylor of 
National Jewelers, Tullahoma, Tenn., 
besides being very effective, it’s fun. 
With a little practice (and, perhaps, 
the aid of a rhyming dictionary) you 
can create a great amount of interest 
on the reader’s part. 








sorely needed every item awarded her. Mrs. Taylor’s idea is _ simple 
JEWELRY ENGAGEMENT RINGS 
J —————e a 
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“You can tell him to stop. We're in a receptive mood now." 
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enough. She suggests using the same 
cuts or mats you’d ordinarily employ 
but, instead of a bald description of 
the merchandise and its price, ac- 
company the illustration with a four- 
line verse. 


Toying around with this idea, we 
managed to knock off a quatrain for 
a ladies wrist watch in something like 
two minutes flat. Admittedly it isn’t 
deathless verse, but it does put the 
idea across in something that ap- 
proximates rhyme: 

Here’s a lovely little watch 
To give your fiancee. 

It’s priced at $40 
Tax Included—all you pay. 

You get the idea—take it from 
there. 


_ DEFINITION of a jewelry 


store as given recently by Ford 
Sammis, market economist, before a 
group of California jewelers: “A 
jewelry store is one which specializes 
in gift items. Not necessarily fine 
metals and precious stones, but items 
of value for a wide group of persons.” 


He went on to explain that in 
every community there are three 
groups of persons: those whose in- 
comes are less than their needs; those 
whose incomes average their needs, 
and those whose incomes exceed their 
needs. It is obvious, he pointed out, 
that retail jewelers are particularly 
interested in the latter group, and 
that all their -sales promotion and 
window appeals should be made to 
those whose incomes warrant atten- 
tion. 


Better selling jobs on jewelry to 
the average man for his personal 
needs, and better window displays in 
which certain merchandise will be 
dramatized are two suggested ways 
of getting more business, according 
to Mr. Sammis. He criticized certain 
types of jewelry stores for making 
catalogues of window displays. “The 
average display,” he said, “is just a 
mass of small items with small un- 
informative tickets.’ 


a“ oe * 


|S ewcey-vameng a motto of the 
late Florenz Ziegfeld, Frederic 
W. Roedel, Utica, N. Y., jewelr, has 
has had the following slogan etched 
on the glass door of his store: 
“Through this door come the nicest 
people in the world—our customers.” 
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1948 Pen Survey Shows... 


No Other Pen Matches the 
arker “51” For Gift Appeal 


Be Ready For the Christmas Rush with 
Parker's Magic 63% Plan ...... 


The 1948 nation-wide pen survey reveals the preference for Parker is almost equal to all other 
makes combined! And this same survey shows that Parker is more than 81% ahead of the second 
pen and 231% ahead of the third! This adds up to two things—(1) Parker's leadership has reached 
another new high. (2) This greater-than-ever profitable jewelry market is waiting to have yoy 








do something about it! 


You have been searching for ways to keep your jewelry volume up—to increase your percentage 
of profits. Parker “51” is among your biggest profit makers—treat it as one! 


Successful jewelry stores everywhere are adopting the Parker magic 63% plan which means— 
smaller total inventory—faster turnover—higher unit sales! 


Parker gives you all of this great merchandising power and advertising dominance in the firm 
determination to help you double your sales of Parker “51” in October-November-December-! 


9) _@rannen st 























~ 
Concentrate On Your DON'T BLIND YOURSELF TO THIS OPPORTUNITY 


< Biggest PROFIT MAKERS 
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Parker Gives the Holiday Jewelry Business 
A Whirlwind Start with 
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For years jewelers have said, “Our total Christmas business is bigger when we start our holiday promotions 
earlier!” Parker has been thinking about plans to stimulate early—and profitable—Christmas business for 
you! This is the answer—the gigantic advance Christmas campaign with full page Parker “51” ads in leading 
magazines reaching 19 million readers! This is the biggest drive ever launched in the jewelry industry to 
induce gift buyers to beat the last minute rush . . . to buy now! 

This timely campaign gives you three months of holiday business instead of one! It gives you the opportunity 


to double your sales of Parker “51’s”! Tie-up with this important event—display plenty of Parker “51's” in 
your windows—advertise Parker “51‘s”—instruct your salespeople to sell Parker “51”, the world’s most 


wanted gift pen. 


Yes, sir—the next three months will see Parker back you up with the heaviest advertising schedule in all pen 
history—a total of 122 million messages—every one with a colorful jewelry selling story. 


PARKER ‘51’? THE WORLD’S MOST WANTED PEN 
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Three silhouette heads on which are shown actual jewelry pieces 
overlook assortment of other jewelry shown on the  satin-quilted 





panels and in window foreground in this suggested fashion window. 


Two Windows for the Coming Month 


Theme: Fut WZ Fa ,. . 


HERE hasn’t been a fashion in many a long day so 

“made to order” for the jeweler as that ushered in 
a season or so ago as the New Look, the feminine grace 
of which has been gaining increasing favor ever since. 
Although simple jewelery is worn to relieve the severity 
of strictly tailored clothes, such clothes do not demand 
the wearing of as much or as ornate pieces as these new 
softer costumes do. Jewelry is always a part of the 
fashion picture and every jeweler should feature fashion 
material in his windows frequently, but this fall he has 
an opportunity to do a really bang-up job of this kind 
of promotion. 

Since it would seem only logical for the merchant to 
take advantage of every selling feature of his merchan- 
dise, it is strange that the fashion angle is so frequently 
neglected in jewelry store promotion. The intrinsic value 
and the enduring beauty of gem stones are of course 
their most vital selling points since it is these qualities 
which account for their costliness, but it is hard to find 
a woman who does not think of her jewelry—however 
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by VIRGINIA DIXON 


precious—not as investment, but as an accessory to her 
wardrobe. Jewelry began as an item of personal adorn- 
ment and to most women that is what will always 
remain. 

Look what style promotion has done for the clothing 
business . and even for such a luxury item as the 
automobile! 

A miniature fashion mannikin might be a good in- 
vestment for your fashion windows if you have someone 
who can keep her wardrobe up to date! Her miniature 
jewelry could be worked out with small loose stones 
set in modeling clay. Silhouette cut-outs, either full 
figures in miniature or head and shoulders in near-life 
size are effective eye-catchers. These can be covered 
in fabric with actual pieces of jewelry pinned to them. 
Even though the pieces would be oversize they could 
be used effectively on the miniature full figure silhouettes, 
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Jewelry is given new and added prominence in the fall style picture 


and its aceessory fashion angle is one that should not be overlooked 


by the retail jeweler in his window and inside-store promotions. 


though on the small dressed figures, the jewelry too 
should be in scale. 

Another good investment for fashion displays would 
be a full size head and shoulders mannikin which you 
could bedeck with actual pieces. These are somewhat 
expensive, if you buy a well designed one—and don't 
buy any other kind!—but they can be used in many 
ways both in the window and in the store and would be 
good for a long, long time. Rather than keep the lady 
on constant exhibition, I would suggest hiding her now 
and then, so that her pretty face does not grow tiresome 
to see. There are places that will give her a new com- 
plexion and hair-do when required. 

Fashion pages from the magazines can be used to 
eood advantage, either by showing the magazine open 
in the window, or by clipping the pages and mounting 
them on panels or in frames. Such illustrations can also 
be enlarged (by photostat or photography) and shown 
either hand colored or in the photographic black and 
white or sepia. A head or half-figure illustration could 
be enlarged to life size and wear real jewelry. 

Dress fabrics can be used smartly, either for covering 
panels and pads, or gracefully draped as a background 
for the jewelry pieces. Autumn leaf shapes, bows, 


scrolls and other designs cut from compo board and 
covered with fabric are a variation from the customary 
circles and ovals for display ads. 

The silhouette heads, suggested above, are shown in 
one of the accompanying display sketches. Here they 
are placed behind and above rectangular panels covered 
in quilted satin to which an assortment of jewelry is 
pinned. Additional pieces are shown on shallow eleva- 
tions and on the window floor. A star-spattered back- 
ground appears behind the heads. The silhouettes are 
cut from compo or beaver board and may be either 
painted or covered in light weight fabric. Jewelry pieces 
are shown on each head. The rectangular panels should 
be padded before being covered in the quilted satin and 
the three panels fastened together to form a sort of 
screen. The starry background may be painted or small 
cut out stars may be tacked to a fabri€ covered wall. 

For the other drawing, two fashion illustrations are 
framed and suspended over a checkerboard floor. Three 
slender cylinder elevations support jewelry pads. The 
floor can be made by covering squares of thin masonite 
(this shouldn’t warp where such small pieces of beaver- 
board might do so) with contrasting colors of fabric 


(Please turn to page 247) 


Two illustrations of the latest in fall fashions are framed and 
suspended over checkered floor design which serves to highlight 
the jewelry shown. Three columns tie in the back to foreground. 
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1847 Rogers Bros. introduces... the only complete service 
for twelve on the market 


137-Piece Service for Twelve, $159.95 Retail 
To meet today’s tremendous demand for a larger- 
size silverware service, 1847 Rogers Bros. offers 
your customers this complete service for twelve. 
It contains every piece of flatware a hostess could 
desire! Price includes drawer chest. 
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s 1847 Rogers Bros. celebrates its 101st anniversary. 

the market for fine silverplate is greater than ever. 101-Piece Service for Eight. 
$118.75 Retail 

To mark 1847 Rogers Bros. 


101st anniversary, celebrated 


Not only do more women appreciate and want to own 
1847 Rogers Bros.. but more want to own more of it! 













To help you satisfy this new demand, 1847 Rogers this month. an extra table- 
Bros. is introducing two complete silver services to suit spoon has been added to the 


popular 100-piece chest intro- 
; duced last year. A service for 
1. The 137-piece service for twelve—a brand-new serv- eight complete for any occa- 


any gilt occasion: 


ice offered in a brand-new beautiful drawer chest. sion. Price includes new 


, drawer chest. 
2. The 101-piece service for eight. available in the 


new drawer chest. This 101-piece set makes it easy 
for you to tie in with and dramatize “1847's” unique 
101 years of quality and beauty. 


Both of these services are designed for the customer who 
wants a silverware service complete for any occasion. 
Feature them prominently for the many women in your 
town who are able to make their silver dreams come 
true today. 


Dee 101 yeaus, Yoneriva Ginate (Yael, 
1847 ROGERS BROS. 
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Df 1948 Wateh Parade 
Promotion ‘Idea Book 
Now Being Distributed 



















Windew and store display cards 
are alse being distributed by 


the Jewelry Industry Couneil 





T HOSE alert jewelers who benefitted by cooperating 
in “The 1948 Silver Parade” will need little urging 
to cash in on the forthcoming Jewelry Industry Council’s 
promotion “The 1948 Watch Parade.” 

Scheduled for the period from October 10 to 24, the 
theme will be style. Style is the vehicle upon which the 
campaign will be carried to the public whose attention 
will be directed to the style of their watches in an effort 
to make them conscious of the importance of having an 
up-to-date design. This style consciousness of their pres- 
ent watches will prove the urge for their replacement 
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(Please turn to page 255) 
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Maintaining Sales Volume 


Calls for Forceful Promotion Program 


PROBLEM faced the Baranov’s Jewelers in San 
Diego, California—one that is common among 
good jewelry stores throughout the country—that of 
maintaining wartime volume in peacetime. 

Established in 1910, the store situated on the main 
thoroughfare on a large corner site is run by genial 
Nate Baranov, who has always taken an active interest 
in civic affairs, devoting much time and attention to 
jewelry association work as well. This has earned him 
a solid reputation in the community, with a customer 
following all of his own. His son, Sylvan, became asso- 
ciated with him as general manager in the last few 
years. 

Undaunted by the obvious fact that business had be- 
come spotty after a profitable period of some six years. 
the Baranovs decided that now was the proper time to 
progress, build, and promote in order to keep their 
volume up. After examining state operation and busi- 
ness conditions on the whole, they hit upon this three- 
point plan: 





Rather than sit back and expect business to come to him 


as it has during the past six years, Nate Baranov has 


blueprinted his merchandising to maintain this volume. 


1. A carefully planned comprehensive advertising 


program. 

2. Improvement on the physical aspect of the 
store. 

3. The opening of two branch stores in nearby 
communities. 


This plan gradually took shape until it became 
forceful working program. And while business has 
diminished somewhat in San Diego, due to the Bar. 
anovs’ astute judgment and perspective, they have not 
suffered too much of a decline. 

“IT feel that San Diego will definitely continue to 
grow,” said Sylvan. “And since we got a taste of doing 
a larger volume, we intend to try to keep that business 
through promotional mediums and further strengthen 
our established foundation.” 

With San Diego’s population taking an amazing jump 
from 100,000 prior to the war to some 360,000 today, 
the merchandising methods of the jeweler changed 
abruptly. Even today, although aircraft factories do not 


Baranov advertising is all along 
credit lines but on a high plane. 
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The downstairs section of 
Baranov's features house- 
hold wares, appliances, 
sterling flatware and hol- 
lowware, and gift items. 
Wide aisles permit an easy 
flow of traffic allowing ja asgae bg 
patrons to browse at will. : , it. ee 


















Located on the main thoroughfare 
on a large corner site, Baranov's 
has attractive windows with dis- 
Ko , te plays keyed to either a _ holiday 
See | | theme or good timely merchandise. 












by BARBARA LANDIS 


have the heavy output that they did have during the 
war, the city’s population has not been on the decrease. 
Much of this is due to the efforts the Chamber of 
Commerce has put forth to interest new industries in 
the city and to keep present industries expanding. This 
in itself indicates that the jeweler, too, must take rapid 
strides forward in order to survive. 

Handling the major advertising job is competent 
Gerald Champ, who has long been connected with Bar- 
anov’s. The announcements are all along credit store 
lines, but Champ keeps them on a high-grade plane. As 
diamonds and watches constitute the largest volume. 
sixty per cent of the advertising is devoted to them. 
Some advertising space is given to the costume jewelry. 
appliance, and silver departments, but, for the most 
part, these sections carry themselves. Advertisments are 
always careful to prominently display the name of a 
branded line. 

(Please turn to page 233) 
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Nate Baranov shows diamond rings 
to a customer. This section fea- 
tures beautiful floral design on 
walls. Interior decor combines 
natural with bleached walnut. 








"Focused" incandescent and 
fluorescent lighting makes 
each department stand out, 
eliminating the necessity 
of showcase illumination. 
Custom-built display cases 
have efficient stock draw- 
ers (inset) with identify- 
ing cards in handle making 
it unnecessary for a_ clerk 
to stoop down to see label. 
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Store interior was planned 


for a soft, restful effect 
with walnut panelled walls 
and beige decorative color. 
Balcony area is reached by 
stairway shown or elevator. 




















Remodeled Jeseph DeRoy store in Pittsburgh, Pa., is geared 
for up-to-date efficiency in retail jewelry merchandising. 


| NUMBER of outstanding features are included in the 
A recently remodeled and modernized Joseph De 
Rov’s & Sons jewelry store, located at the corner of 
Smithfield and Fourth, Pittsburgh, Pa. Gross sales have 
substantially increased in all departments, which bene- 
fit from the following mechanical and layout improve- 





ments: 

Claimed as the first such installation in a jewelry 
store in the country, is an electronic precipitator (Elec- 
tromat) for purifying the air, especially important in 
an industrial center such as Pittsburgh. This machine is 
coupled with the store’s anti-draft, automatically control- 





This large glass-fronted case along one wall of the 
appliance department is used for the display of sil- 
ver items. Luggage is shown on island stand at left. 


led air circulation, of course, which in turn is regulated 
automatically with an anemostat. 

The air-conditioning system and the anemostat as- 
sure comfort in hot, cold or indifferent weather, regard- 
less of the humidity, and the cooling mechanism has a 
capacity of 30 tons of ice daily, as it is measured, also 
termed unusual for a jewelry store. 

In the construction of display cases, a custom job, all 
felt was done away with, and they were built with bronze 
edging holding all glass joints. These cases are extremely 
graceful and functional, with “fingertip” control of stock. 
out of sight at the rear. 

“These cases include unusually efficient drawers,” said 
one of the clerks, “with pulls that hold identification 
cards that can be read by individual personnel from a 
standing position behind the case. No stooping is neces- 
sary as the identification card is parallel to the floor. 
Drawer sizes vary, too, to aid in the accommodation of 
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various sizes of merchandise boxes, such as those for 
rings, etc. 

IIlumination leaves little to be desired, if anything. 
About 30,000 watts, or close to 175 foot candles, are 
used to illuminate the first floor, with “focused lighting” 
eliminating the necessity of individual showcase lights. 
Both incandescent and fluorescent fixtures have been used 
profusely and artfully throughout the store interior. 

Spot lights under the exterior marquee (a great at- 


Three-story exterior of store is faced with a brown 
granite-like material, with aluminum trimmed marquee. 
Large corner neon sign is visible along both streets. 


AGENTS 


tention-getter in itself,) encourages after-dark window 
shopping and make the store distinctive. Floods on the 
marquee’s top highlight the three-story, two-wall facings 
that are finished in brown, granite-like material applied 
in large panels. 

A huge corner neon sign is constantly lighted, and is 
visible for blocks in all directions, along streets that 
converge on DeRoy’s corner location. The marquee, 
which gives a canopy-effect over the show windows, is 
about two feet wide and is fronted with a one-foot alum- 
inum band. It is topped with thick, stainless steel letters 
on both Smithfield St. and Fourth Ave., spelling out 
“Joseph DeRoy.” 

The store interior was planned for a soft, restful effect, 
with plentiful use of walnut wood finish on walls and 
plaster work in corrugated transite. Decorative mater- 
ials in general have a beige color, which compliments 
the woodwork. Island showcases are centralized on the 
first floor, while other cases run parallel with the streets 
along the walls. 


(Please turn to page 235) 
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Corner of giftwares de- 
partment devoted to sale 
of stationery and engrav- 
ing where the bride-to-be 
selects her “paper trous- 
seau." At left is a desk 
for wedding consultant. 


by MARY WILKINSON 
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and glassware, C. D. Peacock, old-‘ine 
Chicago jewelers, opens a new section 


offering a complete bridal service. 


Announcement of section 
was made in a full page HENEVER a change of management occurs in an 
newspaper ad which show- established firm, changes of policy are likely to 
ed pictures of various follow. A case in point is the enlargement and moderni- 
woiens te - Copantanet. zation of C. D. Peacock’s gift department since the 
fourth generation of Peacocks took over about two years 
ss ago. The new administration consists of Bernard Pea- 
wo Ag re cock Smith, president; Stewart Peacock, vice president, 
* es rare aes and Charles. Peacock, III, secretary, in charge of man- 
| agement. 

Latest development is the installation of a new china 
and glassware department opened in time to attract 
many of this year’s June brides. This is the first time 
in 20 years that Peacock’s have stocked either dinner- 
ware or glass. And to Miss Dorothy Durkin, giftwares 
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buyer, goes credit for planning and setting up the new 
department. 

“When a bride-to-be chooses her silverware, then is 
the logical moment for her to go ahead and pick out the 
china and crystal of her choice,” says Miss Durkin. She 
had watched bride after bride who came to Peacock’s 
for her silver, leave to select her dinnerware and crystal 
elsewhere after vainly inquiring for the non-existent 
china and glass department. 

Peacocks carry no earthenware. True to the store’s 
tradition in Chicago for quality merchandise through- 
out 11] years, they are featuring only fine bone china. 
including such names as Coalport, Cauldon, Worcester, 
Paragon. Aynsley, and the California-made Gladding 
McBean. In crystal, Bal St. Lambert, Baccarat, Stuart, 
Orrefers. Kosta. Hunt, Hawkes, Duncan and Miller, and 
Finland. 

Principal merchandising device for the section con- 
sists of table settings designed to coordinate patterns in 
dinnerware, crystal and silver. Seven complete and per- 
fect table settings offer interesting suggestions, attrac- 
tive combinations of patterns that the bride may visualize 
in use in her own home. These are changed every two 
weeks. 

The department’s decorative scheme has much to do 
with the effect achieved—of spaciousness, of distinction 
and dignity, of modern feeling. Light, pearl grey walls. 
ceiling and carpet. Chartreuse upholstered love seats. 
Indirect lighting. Along the walls, glass shelves recessed 
against various colored backgrounds are flooded with 
light from concealed fixtures. Crystal shows up against 
backgrounds of cool dark grey and green; china in 
both modern designs and traditional old English patterns 
is set off by a deep rich salmon color. Cocktail and high- 
ball glasses, steins, cocktail shakers. and punch bowls, 
are on display in the “bar” behind a high counter com- 
plete with bar stools to carry out the illusion. 
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Principal merchandising 
device used in new sec- 
tion are table settings 
designed to coordinate 
patterns in silverware, 


crystal and dinnerware. 
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Following announcement of her 
engagement, Peacock's sends 
bride-to-be package of samp- 
les for her “paper trousseau." 


To assure the utmost in service to their customers, 
Peacock’s engaged a bridal counselor coincident with 
the opening of the china and glass section. She is Mrs. 
Mildred Trevor, formerly manager of the Arts Club in 
Chicago, who registers each bride’s selection of china, 
stemware, and silver, and assists her in choosing her 
wedding stationery. 


This new service was announced together with the 
china and crystal department opening, in a three-column 
ad in the Chicago Sunday Tribune. Proofs of this ad- 
vertisement were framed and displayed prominently on 
first floor jewelry and silver counters. On the opening 
dav beautiful flower arrangements graced every table. 

The stationery and engraving department, like the 
china and crystal section, has been revived after an 
approximate 20-year lapse. This was opened on the 


(Please turn to page 236) 
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Well-Planned [lisplays 
Add Wlignity to the Store 


HE community jeweler has many problems when it 
comes to window display. He has neither the time 
nor the personnel to maintain a constantly changing, well- 
designed window display policy. More often, he lacks the 
“know-how” to make attractive, interesting, and effective 
displays, and he under-estimates their importance. 
Buchkosky-Wikstrom Jewelers, of Minneapolis, Minn., 
has not only solved those problems, but also has pion- 
eered in perfecting new ideas and techniques. In Decem- 
ber of 1947 they won the first prize in a Christmas win- 
dow display contest sponsored by the North Minneapolis 
Post. Their display, which featured figurines dressed in 
“old English” costumes singing Christmas carols under 
a lantern, was awarded top mention in their division. 
Located in the main shopping district in north Min- 
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The theme of a window display by itself does 
not insure an effective display. The idea 
behind the theme is the thing. This Buchkos- 
ky-Wikstrom window started with the idea and 
the display shown above carries out that idea. 


neapolis, the store is operated by H. W. Buchkosky and 
Carl L. Wikstrom. They have been associated with the 
jewelry industry for over 12 years. 

Since the store was opened in December, 1945, the 
volume of business has steadily increased. Always active 
in civic organizations, the partners now enjoy a position 
of respect in the community. But the task of achieving 
that recognition was not an easy one. 

The site in the northside shopping district was selected 
because the two men wanted to operate a “community” 
jewelry store. They felt that their retailing ideas, with 
the emphasis on service, would fit in, better in a “‘com- 
munity type” store. Their outlying location permits them 
to serve a large. heavily populated market, with no more 
than the usual amount of competition. 
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Both Buchkosky and Wikstrom believe they must 
achieve and maintain a position of integrity and reliabil- 
ity in the eyes of the public. 

“We try to operate a friendly store,” says Buchkosky. 
“We want our customers to come to us with confidence 
for service and advice.” 

As Wikstrom puts it, “We want to get to know our 
customers, and we want them to know us.” 


These two enterprising jewelers believe in the value of 


window display. . 

“A jeweler’s window display is very important,” Buch- 
kosky says. “It’s like having our calling card right out 
there on the sidewalk. After all, everyone knows the im- 
portance of a first impression, and we feel that the first 













by R. E. BRAND 


Attention is drawn to the merchandise, not 
to display props, in this Buchosky-Wikstrom 
Valentine window. The heart forms and arrows 
put across theme but accent is on the jewelry. 
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impression our store makes on the person in the com- 
munity is made by our window display.” 

“If you merely fill the windows with tiers of jewelry, 
watches, pins, bracelets, and earrings, the passerby will 
not be impressed,” Wikstrom says. “It’s a false idea that 
at least one item from every line in the store must be 
included. 

“Our main objective is to create an atmosphere of 
integrity in our window. We try to put across an im- 
pression of prestige and reliability—without appearing 
high-toned or exclusive. 

“The difficult part is to get the right expression into 
the window without sacrificing its selling power.” 


(Please turn to page 237) 


As the jeweler’s initial contact 
with his custemers, his windows 
must uphold the impression he 
wishes to create—the reliability 


and integrity of his profession, 


Keeping the arrangement free and lively 
and suggesting the beauty of the season 
makes this .spring window display more 
effective in creating proper atmosphere. 




























Over 5.000 Retailers Attend 


NACI 


Convention and Fair 


‘State Days’ and advance registration, plus location of 
all exhibits under one roof, are credited with swelling 


retailer attendance at Chicago’s Stevens July 26-29. 


FIFTY FOUR per cent increase in retail jeweler attendance was claimed 
for this years’ National Jewelry Fair, held in conjunction with the 
annual convention of the National Association of Credit Jewelers at the Hotel 


Stevens, Chicago, July 26 through 29. 


According to William Wagner, NACJ executive secretary, over 5,500 
representatives of retail jewelers were in attendance, compared with only 


3,062 in 1947. 


Advance registration, made possible by NACJ through the cooperation 
of wholesalers and distributors, plus increased exhibit areas and a greater 
variety of merchandise on display, may easily account for the increased in- 
terest on the part of jewelers. Also, special “State Days’ for retail jewelers 
in states surrounding Chicago undoubtedly helped swell the total. 


Actually, the increased attendance might 
not have been apparent to a casual visitor 
at the Fair simply because the total 
floor space devoted to exhibits was greatly 
increased this year. In the past the Fair 
had featured exhibits in the main ex- 
hibition hall of the Stevens with addi- 
tional exhibits at the Congréss Hotel a 
block away. This year, the Fair was 
entirely under one roof, employing, in 
addition to the main exhibition hall, the 
Stevens’ grand ballroom, the assembly hall 
outside of the ballroom, the Normandie 
Lounge and the writing room. Also, 
sample rooms on the sixth floor were 
made available to exhibitors for the first 
time. 

Buying, on the part of the visiting 
jewelers, was, to a _ great extent, dis- 
criminatory. In previous years merchandise- 
hungry retailers had snapped at virtually 
everything offered. This year, with a 
greater abundance of goods and the market 
returning to a more normal relationship 
between supply and demand, retailers 
were more selective in booking orders. 


Situations which had evoked protests 
from those attending past NACJ Fairs 
were remedied this year. As mentioned 
above, the two-hotel arrangement was 
altered this year, with all exhibitors 
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placed under the same roof at the Stevens. 
Also, successful steps were taken this 


H. A. GOLDBERG 
President of the Nation- 
a! Association of Credit 
Jewelers, who welcomed 
NACJ members’ and 
friends to convention. 


year to alleviate the intense heat generated 
by crowds in the low-ceilinged main ex- 
hibition hall. Huge fans, and _ bottled 
drinks supplied free by a popular cold 
beverage firm, helped keep buyers and 
exhibitors comfortably cool. 

Actual attendance figures for the 1948 
National Jewelry Fair will not be re- 
leased for some time according to the 
NACJ secretary, since they are being 
analyzed and broken down on a state- 
by-state basis. However, merely on the 
basis of advance-registration badges pre- 
sented for holders at the convention, it 





was said that the 5,500 retailer figure 
is, if anything, conservative. 

Under the advance registration plan, 
jewelers throughout the country, NACJ 
members and non-members alike, were 
invited to register during July by means 
of blanks supplied by wholesalers and 
distributors. According to Mr. Wagner, 
over 16,000 of these cards were sent 
out in advance—14,000 to retail jewelers 
and 2,000 to exhibitors. 

An interesting feature of this year’s 
NACJ Convention and National Jewelry 
Fair was the fact that special days were 
set apart for jewelers from specific states. 
On Sunday evening, July 25th, for in- 
stance, a special “preview” of the exhibits 
was held for the benefit of retailers in 
and around Chicago. Jewelers who would 
not ordinarily be able to attend the show 
and see the exhibits on a weekday were. 
thus given an opportunity to attend at 
least once. 

Also, jewelers from states surrounding 
the Chicago area were specially invited 
to attend the NACJ Jewelry Fair on 
specified “State Days”. Those from Iowa, 
Minnesota, Michigan and Wisconsin were 
invited to attend on Monday July 26, 
and special registration cards were sent 
to all jewelers in those states whether 
or not they applied. Similarly, jewelers 
living in Indiana and Ohio were specially 
invited for July 27. In addition to the 
invitation to attend “State Days’, re- 


.. « HERE ARE A FEW 
of the many exhibits at the NACJ 
show in the Hotel Stevens in Chi- 
cago. While all the exhibits were 
housed in the one hotel this year, 
total space was greatly increased with 
the addition of the Grand Ballroom, 
its assembly hall and a writing room, 
as well as rooms on the sixth floor. 
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tailers from these states were welcomed 
throughout the entire period of the 
exhibition. 


RETAILER CLINIC 

Although the first formal meeting of 
the NACJ Convention was not scheduled 
until 2:30 p.m. on Monday July 26th, 
one of the more important aspects of 
the convention—the retailer clinic—got 
under way at 9:30 a.m. that day. 

Presenting a panel of experts competent 
to give advice on many phases of credit 
jewelry retailing, NACJ offered to mem- 
bers the services of Professors James R. 
Hawkinson and William F. Brown of the 
Department of Marketing, School of Busi- 
ness, Northwestern Wniversity, experts in 
the fields of expense control and _ store 
management; Major Dana C. Beatty, 
familiar with all aspects of percentage 
leases and store occupation; Carl W. 
Peterson, architect and recognized au- 
thority on jewelry store design, who con- 
ducted a “Store Modernization Clinic”, 
and F. Beaman Todd, New York mar- 
keting consultant, currently conducting 
NACJ’s monthly analysis of credit jewelry 
store operating statistics. 

H. A. Goldberg, NACJ © president, 
opened--the - Monday afternoon - meeting 
and, after a few brief words of welcome, 
introduced the above-listed members of 
NACJ’s panel of experts each member 
of which spoke briefly outlining the aims 
of his portion of the clinic. 

Professor Hawkinson, indicating that 
jewelers’ gross profits were decreasing, 
called for a thorough “policing” of all 
operating expenses; 

Professor Brown, asserting that the 
eficient and aggressive merchant _in- 
variably wins out, stressed the importance 
of inventory and stock control; 

Major Beatty, simply stating his role 
in the NACJ clinics, said he intended 
to help members reduce their rents; 

Mr. Todd, scheduled to speak at a 
later convention meeting, urged co-opera- 
tion with NACJ’s monthly analysis of 
credit jewelry store operating statistics, 
pointing out that it would be to the 
advantage of members to change their 
bookkeeping methods to argue with the 
system used in connection with the NACJ’s 
survey; and . 

Mr. Peterson, urging store moderniza- 
tion, said “We are living in an age when 
the public is fast becoming ‘store con- 
scious’, and it is high time we did some- 
thing about it.” 


TRADE ISSUES CONSIDERED 

First of the NACJ convention speakers 
to discuss what had been described as 
one of the “red-hot issues confronting 
the trade” was Clarence Moses, executive 
director of the Ohio Retail Jewelers As- 
sociation. Considering the subject of 
“Watchmaker Licensing”, he presented a 
number of reasons why he felt such 
legislation should be checked. 

Noting that the trend toward licensing 
watchmakers had been on the increase 
during the past decade, Mr. Moses stated 
that he believed this had come about 
primarily because there had been no 
organized opposition to the legislation. 
Stating that the first opposition had arisen 
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in Ohio some four years ago, he asserted 
that the trend has now changed and 
“some influential and respected jewelers 
who once favored this type of legislation 
are now opposed to it.” 

Giving his reasons for opposing watch- 
maker licensing, Mr. Moses said “First 
of all, this type of legislation is un- 
constitutional and I don’t believe that the 
jewelers of America or even the _ over- 
whelming majority of watchmakers in this 
country want legislation that is contrary 
to the Constitution.” He then cited the 
veto message of the Governor of Illinois, 


CLARENCE MOSES 


‘This is class legisla- 
tion and creates unfair 
competition . . . Im- 
prove standards on a 
voluntary basis—no one 
should be compelled. 


which stated, in effect,-that the legislation 
of the. business of watch and clock re- 


pairing has no reasonable relation to the 


health, safety, welfare or comfort of 
society. 

“This type of legislation is class legis- 
lation,” asserted Mr. Moses, “and it 
creates unfair competition. If this law 
were to pass in Ohio [a certain jeweler} 
would be forced to employ a licensed 
watchmaker on the premises and, there- 
fore, increase his overhead. But if a 
watchmaker decided to go into business 
a block away from his store he would 
not be required to hire anyone simply 
because he himself is a watchmaker. 
He could operate his business at a lower 
cost and have a decided advantage over 








the jeweler who has been selling y 
in the community for years a a 

Numerous other objections to veil 
maker licensing were advanced by Mr 
Moses, including the fact that jewelers 
would not be able to advertise watch 
repairing over their own name but, rather 
would have to describe themselves me 
“agents for watchmaking”, or else ad. 
vertise over the name of the licensed 
watchmaker they employed.. The question 
of “price advertising” was also considered, 
since under most existing watchmaker. 
licensing laws such advertising is pro- 
hibited. “Suppose a jewelry store employ. 
ing two or three watchmakers advertises 
a price,” said Mr. Moses. “Whose license 
would the board remove? They can’ 
remove the store’s license because the 
store has no license. And they can’ 
remove the license of the watchmakers 
because they do not do the advertising. 
I am curious as to how they could ep. 
force the law.” 

Concluding, Mr. Moses said: “We have 
no right to criticize any plan or program 
without having a constructive suggestion 
to offer in.its place—to only criticize jis 
to be an obstructionist. my 


“AH of us are.interested in improvitg. 
the business of watchmaking and _ the 
business of jewelry, but I am sure the 
great majority of us don’t want to im. 
prove it by violating basic principles of 
our Constitution and our business system. 
We can improve the business of watch- 
making and the vocation of watchmaking 
through voluntary cooperation and even 
through the use of governmental agencies. 


“If every jeweler would insist on his 
watchmaker taking the examination pro- 
vided by the U. S. Bureau of Standards 
we'd soon know who are qualified watch- 
makers and who are not. Those who could 
not pass the test could study further in 

(Please turn to page 290) 


BALLROOM BUYING 


Putting the NACJ Jewelry Fair under one roof at the Hotel Stevens this year necessitated 
taking over the hotel's Grand Ballroom. Over 125 firms displayed merchandise there and 
in adjoining assembly room, writing room, Normandie Lounge. 
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RONSON ART METAL WORKS, INC., Newark 2, N. J. 


FOR SEPTEMBER, 1948 





MAKERS OF WORLD'S GREATEST LIGHTER 


The two most constantly used personal appoint- 
ments beautifully streamlined into one. 


Ronson has done it again . . . this time by stream- 
lining into one superb unit the famous patented 
Ronson safety-action . . . Press, it’s lit! Release, it’s out! 
...and a perfectly balanced pencil..Here is a.sure-to- 


please gift, a double-duty jewelry masterpiece . . . 


gold filled, not simply for beauty, but for enduring 
perfection of performance. 


Stock and display this latest Ronson winner, for 
which immediate, heavy demand will be created by: 


BARRAGE OF NATIONAL ADVERTISING! 


FULL-PAGE, FULL COLOR INTRODUCTORY ADS 
in LIFE, SATURDAY EVENING POST, NEW YORKER 
and NEW YORK TIMES MAGAZINE. The new Ronson 
Penciliter will also be featured in Ronson’s regular 
full-page ads in black and white, and in full color, in: 


LIFE, SATURDAY EVENING POST, LOOK, COLLIER’S, 
NEW YORKER, VOGUE, HARPER’S BAZAAR, MADEM- 
OISELLE, ESQUIRE, BETTER HOMES & GARDENS, GOOD 
HOUSEKEEPING. 


RADIO MESSAGES ON “20 QUESTIONS” over 
Ronson's Coast-to-Coast line-up of 456 Network Sta- 
tions. Every Saturday night (Pacific Coast, Sundays), 
Mutual Network. 


TELEVISION SPOTS on leading stations in many 


principal cities. 


TIE UP WITH THIS GREAT CAMPAIGN 
FOR MAXIMUM SALES AND PROFIT! 


Order this fine product from your Ronson jobber. 
Request the following FREE sales aids: 


STRIKING, COLORFUL DISPLAYS for your counter 
and window. 


MAT SERVICE for your newspaper ads. 
BEAUTIFUL 4-COLOR CONSUMER FOLDERS for 


your customer mailings. 
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Getting your jewelry shown 
on model used in a fashion 
story and then tying it up 
with a window display is 4 
sure way of getting atten. 
tion for your store. Such 
a tie-up was used by Black 
Starr & Gorham, New York, 


as shown by window and ad. 


Tie-Up Windows With Publicity 


--- Double the Effect of Both 


OU can produce good local publicity for your. dia- 

mond department without spending money. This 
has nothing to do with your advertising schedule in the 
newspapers. It concerns the news columns and your 
window. Here’s how it works: 

The fashion writer or women’s page editor on one or 
more of your local newspapers is anxious to get good 
fashion photographs. Many are sent to her by press bu- 
reaus. Others she must take herself, usually with a staff 
photographer from her paper. These latter pictures al- 
ways feature merchandise on sale at the stores in your 
city. Watch for layouts of these photographs and study 
them; they usually appear in weekend or Sunday edi- 
tions. Read the text and note what stores, if any, are 
mentioned. The “plot” is to get your diamond jewelry 
shown in some of these pictures and then use pictures 
in your window. (See Black, Starr & Gorham window 
with photos of brides wearing jewelry from that store. 
The same jewelry is also shown in the display. Black, 
Starr & Gorham loaned the jewelry for the models to 
wear in the photographs.) 

Pick out the best local gown shop or department store 
that does not sell competing precious jewelry. Pay a call 
on the advertising-publicity manager, or on the young 
lady who arranges fashion shows and other fashion 
promotions. In a large store, she may be the buyer of 
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the better dresses and bridal gowns. In a small specialty 
shop, she may be the owner. Tell her you would be 
pleased to loan real diamond jewelry to be photographed 
with her gowns when she is arranging for a series of 
pictures for the newspapers. Drop the suggestion that 
your diamonds and her dresses are in a class by them- 
selves and should be shown together. 

This lady and the fashion editor of the newspaper, 

(Please turn to page 238) 
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There’s a fresh, new look to diamond advertising 
as it goes into its tenth year in leading national 
magazines. ... But its theme is still the same... 
the importance and meaning of the engagement 
ring tradition. 

This dramatic four-color advertising in Life, 
Look, The Saturday Evening Post, and Collier’s is 
aimed to interest young people planning marriage. 
Featuring famous honeymoon spots painted by 
well-known artists, it stresses the importance of 
seeking the advice of a trusted jeweler. It con- 
tains a new diamond promotion phrase... “A 
diamond is forever” . . . which you are invited 
to use. Together with the fashion campaign, in 
Vogue and Harper’s Bazaar, this advertising 
stimulates interest in diamonds. It’s an important 


selling tool for you. 


Diamond promotion promotes your business 








FOR SEPTEMBER, 1948 





-DeBeers Consolidated Mines, Lid. 





YOUR diamond promotion includes... 


ADVERTISING supporting the engagement ring tradi- 
tion—in leading national magazines . . . stressing 
the fashion significance of diamonds—in outstand- 
ing fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 
MOVIES —‘“‘The Eternal Gem’’—to show in your town. 
LECTURES throughout the country. 


e All are designed to help maintain your diamond 
volume. 
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New Ideas 


From Paris 


OR centuries Paris, the leading fashion center, has fascinated the world by its 

outstanding and original ideas, The above illustrations—typical of Parisian in- © 
genuity and art—are taken from the latest 1948 issue of L’Officiel de la Bijouterie & * 
Accessoires Album, a publication the special purpose of which is to help the jeweler 
in his design problems. 
Every member of the jewelry trade would profit greatly by subscribing to L’Officiel. 
It can now be obtained at a special introductory subscription rate from the New York 
office of L’Officiel de la Bijouterie & Accessoires, 41 Union Square West, New York 3, 
i Ss 
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Varieties of Quartz 


..- Cryptoecrystalline Opaque 


Second most common of the earth’s minerals, quartz fills 


an important place in the jewelry field. Opaque varieties 


are discussed here, others having been done previously, 


HE opaque fine-grained varieties of quartz, with 

various impurities have grown usually through the 
replacement of rocks already present. Some impurities 
are natural associates, like opal, but the others are for- 
eign, like the pigmenting iron oxides, organic matter and 
so on. This type of quartz forms in spaces already filled 
with something else, and usually lacks the regular ar- 
rangement and translucency which characterizes the 
chalcedony-agate varieties from open space filling. Such 
opaque quartz masses are common in sedimentary rocks, 
a few have received special names. Light colored masses, 
whose broken surfaces have dull luster, are common to 


Fig. |. Indian arrow points of chert, jasper and flint. 


the sediments of the Mid-west. It is usually known as 
chert and was sought by the American Indians for use in 
arrow points. (Fig. 1). Gray or black, and somewhat 
shinier masses are widely scattered in similar situations; 
best known are the chalk encrusted black flint nodules 
from the Dover Cliffs. A variety of names have been 
given to the less distinctive masses. Strongly pigmented 
opaque masses of heterogeneously micro-crystallized 
quartz go under the general name of jasper, and they owe 
their distinction to their attractive colors. Best known and 
most popular, but relatively rare, are the red, iron- 
stained varieties. Red jasper was used by the famous 
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by FREDERICK H. POUGH, Ph.D. 
Curator of Geology and Mineralogy 
American Museum of Natural History 


stone carvers of Ekaterinberg for many of their produc- 
tions; smaller fragments are used in inlay work, both in 
the Russian and Florentine mosaics and in modern 
American products. The late John Vlismas of New York 
always eagerly sought a brilliant red jasper for decora- 
tion of one of his onyx marble ash trays or boxes. 
Another type of jasper is the dark green and uni- 
formly colored stone. It resembles the spinach green hue 
of nephrite jade and is used under the name of prase. 
A lighter green material, sometimes with white flecks has 
been called plasma. In all of these, the pigment is prob- 
ably iron, in one or another of its oxide forms. A hy- 
drated oxide of iron is the impurity of our brown or 


Fig. 2. Interestingly marked "Egyptian Pebble" of brown jasper. 


yellow jaspers, another common type without a special 
name. They include the “famous Egyptian pebbles”, (Fig. 
(Please turn to page 240) 
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IT GIVES YOU THE “EDGE” YOU NEED 
FOR EASIER SALES, EASIER PROFITS! 
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One of Silver's thrice-yearly direct- 
mail efforts was this letter, offering 
a special discount to the recipient. 


AVE something of value to offer the public and 

keep telling them about it—that’s the idea behind 
an advertising program which has made the name of 
C. J. Silver, jewelers, 14 West Seventh Street, Saint Paul, 
Minn., one of the best known in the area. 





The program calls for advertising in the leading news- 
paper of the city three times a week, diversifying the 
type of presentation to catch the largest amount of 
attention. Each Sunday in the rotogravure section, gen- 
erally in the same corner of the page, appears the same 
size advertisement, 2 columns by 6 inches. Once a week 
on the comic page a comic advertisement is run, one of 
a series of cartoon type. During the week another ad- 
vertisement of large size, frequently full page, is carried. 


“Identifying the store with one product is of value, 
we feel,” said J. G. Silver, owner and manager. “We 
stress diamonds because their appeal is universal, there 
is a constant demand and a sale is of good amount. 
Diamonds are advertised in 95 per cent of the rotogra- 
vure publicity. The comic series always concerns dia- 
monds. More than 60 per cent of the week day advertise- 
ments are on diamonds. Every diamond advertisement 
carries the word “Warranted Perfect”. Occasionally we 
run a cut of our diamond guarantee certificate. Constant 
repetition of value and dependability of our name has 
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Constant Program 






Of Advertising 


Builds Contidenee 


C. J. Silver, St. Paul, 


Minn., retailer, believes 






in having something to 






offer the public, then 





telling them about it. 











c siGver/ rf j * 


: 4 WEST SEVENTH GYREET © BAINT PAUL 8B, MINNESOTA 


Col bagi MeN 


HAS BEEN AWAROEO THIS SILVER CERTIFICATE OF CAEOIT 
aNO (@® ENTITAEO TO FULL PRIVILEGES th CUR BTORE. 
@LWAVYS PRESENT THIS CARDO. 


Ps 








Credit card, accompanying the letter 
shown above, built much good will. 


succeeded in establishing store confidence—one of the 
most important qualities in building a jewelry business. 


“Watches rank second in advertising. We usually 
feature one manufacturer in an advertisement, all nation- 
ally known. The number of styles of one make is good 
drawing copy, we have found, with appeal to many 
tastes. In watches, as in diamonds, we stress quality, 
guarantees and satisfaction.” 


The advertisement program calls for one large pro- 
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motion each month with a full page advertisement. In- 
stitutional copy of full page size is run eight or nine 
times a year. Special seasons are noted in the adver- 
tisement. 

A recent promotion on trade-in watches with a full 
page advertisement drew heavy response over a five- 
state area. Another promotion of a single nationally 
known make featuring 22 varied stylings had excellent 
customer acceptance. 

The special promotions furnish the dramatic quality 
needed in the advertisement. Because they come regularly 
the store is continually highlighted by exciting sale 
news. Art work is used freely. A large amount of mer- 
chandise is shown, where, again, space is necessary. 
Space is also valuable in the layout of the advertise- 
ments in which much white background is used to more 
effectively dramatize the special offering. 

The name of C. J. Silver, Jewelers, is prominently 
displayed in all advertisements. In large ads, the name 
is carried at the top and again at the bottom. Repetition 
is considered important. 

This program of advertising has been carried out for 

the past three years with an increase of space each year. 
In 1947 the store was the largest advertiser in the 
retail jewelry line in the city of Saint Paul. 
_ A break-down of returns from advertising shows that 
the Sunday advertisements carried by the store have 
longer effect than those carried on week days. There is 
greater response to a definite promotion than to other 
types but this is felt by Mr. Silver to be due to the 
consistent advertising carried on at all times which 
makes the p&blic conscious of the store. 

Advertising other than newspaper is employed, al- 
though not to such a large extent. Radio spot advertising 
is carried three times daily. The store also is advertised 
weekly on the screen of three motion picture theaters, 
tied-in with current news and showing pictures of the 
interior and exterior of the store and of personnel. 

Three mailing pieces a year are sent out, at Christmas, 
spring, and fall, to 20,000 persons on the store’s mailing 
list. Credit cards are issued, accompanied by personalized 
letters. 

This store which has identified itself so strongly with 
alertness to the value of promotion is physically small— 
10 by 17 feet in selling space. Located in the loop dis- 





trict of the city in a heavy traflic area it is as modern 
in layout as it is in its viewpoint toward advertising and 
merchandising leadership. 

Keeping abreast of new developments to aid sellin 
a completely visual front was installed in the past year. 
Walls are mirrored, increasing appearance of its size 
through reflection and adding to the attractive jewel-like 
setting. Modern glass display cases hold sectionalized 
merchandise placed against color backgrounds carefully 
chosen to accent its beauty. Fluorescent ceiling lighting 
and direct spotlighting is employed, and the store js air. 
conditioned. 

Mr. Silver has been in the jewelry business in 
Paul for the past 14 years, moving to his present loca. 
tion in 1941. He also has stores in Winona and [a 
Crosse, known as the Cortland stores, both beautifully 








(Please turn to page 242) 













by ETHEL C. PITKIN 

















Weekday ads for 
the Silver firm 
are frequently 
devoted to some 
special offer 
(right). Sunday 
ads in the roto 
section (below) 
are larger and 
often devoted 
to diamonds. 
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Experienced instructors guide your progress in 
courses written and assembled by outstand- 
ing educators and practical jewelers...courses 
which over 2000 jewelers are now studying 





in the U.S.A. and many other countries. 








INSTITUTE OF AMERICA 


UNITED STATES AND CANADA 
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* Prove your accomplishment 


this NEW diploma, which per- 
mits you to authentically rep- 


resent yourself as a gemologist. 


the entire series of four mail 
courses of this Institute...inter- 
nationally recognized as the 


most complete and practical 


Courses in the world. 


Fundamentals of Gemology | 
INCLUDING DIAMONDS 


Intensive Study of Colored Stones 
Intensive Study of Diamonds 


Advanced Gemology 


PLUS METALS, JEWELRY AND SILVERWARE 





Send for FREE descriptive folder TODAY! 





8 
~! 


GEMOLOGICAL INSTITUTE OF 
541 S. Alexandria Ave., Los Angeles 5, Calif. 


Please send me your free 2-color booklet containing 
reproductions of lessons, inclusions and imperfections 

in diamonds and other gems, etc., with complete information 
on your gemology courses. 


NAME 





ADDRESS 








RNIA 


CITY ZONE STATE 
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The Diamond Industry in 1947 


This, the twenty-third annual report of the Diamond Industry, is dedicated 


to the memory of Fred V. Cole, a great and fearless editor and a dear friend. 


WORLD PRODUCTION 


Accurate figures regarding diamond production are not available 
for all countries, but the estimates in the following table are 
believed to be fairly reliable. World production (gems and in- 
dustrials) in 1947 is estimated to have been 9,754,231.48 carats 
(2.150 short tons), worth at the mine some $75,105,000, which 
compares with 10,126,827 carats (2.275 short tons) in 1946, This is 
about 95 per cent of the 1946 production as to weight and 92.5 
per cent as to value. By weight, 1,125 pounds were gem stones 
and 3175 pounds industrials. The loss was in industrials. 

Belgian Congo was the leading producer, by weight (56 per 
cent), although it represented only 12 per cent of the value. On 
the other hand, the British Commonwealth, accounting for only 
31.1 per cent of the weight, represented 68 per cent of the value. 
The Belgian Congo, the Union of South Africa, and Tanganyika 
produced less than in the previous year, while the Gold Coast, 
Sierra Leone, South-West Africa, and Venezuela produced more. 

The following table shows, as accurately as available statistics 
permit, world production for the past four years: 


WORLD PRODUCTION OF DIAMONDS, 1944-47, 
BY COUNTRIES, IN METRIC CARATS 
(including industrial diamonds) 


Africa: 
Country 1944 1945 1946 1947 
799,120 803,887 806,961 799,209.71 


apts it~ Baggy 


Second part of a digest of the 23rd 
annual review of diamond industry. 
The entire text of this report will 
soon be published in booklet form. 


by SYDNEY H. BALL 
Rogers, Mayer and Ball, N. Y. 


Belgian Congo.. 7,533,365 10,386,000 6,033,452  5,474,468.62 
French Equator- 
ial Africa 60,000 82,849 87,381 Est. 90,000.00 
French West 
79,802 51,834 Est. 90,000.00 
Gold Coast**..... 1,165,858 812,451 653,196 852,493.00 
Sierra Leone.... 608,744 504,309 559,229 605,554.00 


South-West 
154,379 152,629 163,611 180,739.00 


Tanganyika 115,666 *119,446 92,229.00 


UNITED STATES IMPORTS OF INDUSTRIAL DIAMONDS WITH AVERAGE PRICE 1919-1947 


imports of Industrial 
Diomonds (by corats) 


Average Price per Carat - 


— 


25,279 | IMPORTS | 


1919 ©1920 «61921 «#41922 1923 1926 1925 1926 1927 1928 1929 1930 193) 1932 1933 1936 


Source US Department of Commerce 


Average Price per Carat 
of Industrial Diamond 
imports 


$ 
4.035.004 
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FHE HOUSE Ur HARRY WINSTON 


Prices that challenge the industry! ... 

We provide an unusual service in meeting your requirements 
for a continuous source of evenly graded diamonds of an exact 
color, quality and size ... from the smallest melee to the largest 
sizes. 

You can re-order with the certainty that your original order 


will be accurately matched in every way. 





j Prices that challenge the industry are made possible through 


| | rigid manufacturing controls. He welcome your inquiry. 
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Union of South 
Africa: 
Mines ........ 992,974 
Alluvial .... 380,708 
Total Union of 
South Africa.. 


878,713 1,025,019 
262,529 


918,042.50 
256,768 * * * *286,691.76 


933,682 1,141,242 1,281,787 1,204,734.26 
301,000 275,000 325,000 Est. 275,000.00 
British Giuana **13,911 15,442 22,413 24,669.44 
Venezuela 22,037 12,769 20,917 61,634.45 
Other countries.... 12,000 2,000 ***1,600 *****3,500.00 
Grand Total 11,764,000 14,384,000 10,126.827 9.754.231.4828 
* Estimated 
** Exports 
***Partly estimated; includes India, Borneo, Australia (New 
South Wales), and U.S.S.R. 
****Includes an estimate of 100,000 carats for State Mines of 
Namaqualand. 
*****Includes India, Russia, Borneo, New South Wales, U.S.A. 


SOUTH AFRICAN PRODUCTION 

Due to the discovery during the past forty years of important 
alluvial diamond fields on the African Continent to the north of 
the Union of South Africa, she cannot again enjoy the dominant 
position as a producer that she once did, but the Union is still 
by far the largest producer by value. Her diamond production to 
the end of 1947 had a value of some £362,000,000 or about 15 per 
cent of the value of the gold production of the Union. The dis- 
covery of diamonds changed South Africa from a bankrupt col- 
ony to a prosperous powerful nation. Profits from the Kimberley 
mines financed the Rand gold mines. 

South Africa diamond production reached its peak in 1928 
(£16,677,772) : it dropped precipitately (1932 £1,437,591) due to 
the closing of the pipe mines. Since then, production has fluctu- 
ated but from 1943-6 increased markedly: it fell slightly in 1947 
but should again in 1948 show an increase. 

In 1947, the production was as follows: 

Average 

Carats Price Value 

918,042.50 91s. 3d. £189,622 
66,672.80 129s. 6d. 631,827 
120,018.96 180s. 1.080.091 


Pipe Mines 

Ald Alluvial diggers........ 

Namaqualand (Kleinzee) 

Namaqualand State Mines 
(estimate) 


100,000 : : 





1,204,734.26 


The De Beers pipes (Bulfontein, Wesselton and Dutoitspan) 
accounted for 98.3 per cent of the pipe mine production. Other 
pipe mines produced as follows: Premier 14,018 carats: Leicester 
878.5 carats; Debris washings 297.75 carats; Blaauwbosch mine 
244.78 carats; Jagersfontein 50 carats; Star Diamonds 46.25 carats 
and Kofhefontein 3.5 carats. 

The diamond industry is an important source of revenue to the 
Union, not alone from taxes levied on private producers but from 
the large profit it makes on the Namaqualand State Mines and its 
export duties of stones shipped from the Union. 


DE BEERS CONSOLIDATED MINES LTD. 

The company, founded in 1888, is the largest and most im- 
portant unit in the diamond industry. The company has an au- 
thorized capital of 17,500,000 deferred shares of 5s. each and 
800,000 preference shares of £2.10s. each. Of the deferred shares. 
15,778,742 are issued, as are all the preference shares. The nom- 
inal value of the issued shares is, therefore £5,994,685.10d. The 
issued capital was increased in 1947 in exchange for ordinary 
shares of the Consolidated Diamond Mines of South-West Africa, 
Ltd. (DeBeers already owns 2,259,500 shares, or 42 per cent) on 
the basis of 125 DeBeers for 100 shares of Consolidated. 2,440,990 
shares of Consolidated were exchanged, a further 42,350 shares 
were purchased in 1947, making with the 2,259,500 shares owned 
for some time a total of 4,742,840 shares or over 86 per cent of 
the ordinary shares of Consolidated. DeBeers received £1,176,721 
as a dividend from this company in 1947. 

Besides its own pipes, including Koffyfontein, the company owns 
the Kleinzee alluvial property in Namaqualand and leases the 
property and plant of New Jagersfontein. It also owns practically 
all the stock of Premier (Transvaal) Diamond Mining Company. 
Ltd. It has farms in the Cape Province and in the Transvaal, with 
diamond possibilities, although parts of these have been disposed 
of in the past three years. 


(Estimate) 
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On December 1, 1947, Field Marshal Viscount Montgome 
visited Kimberley and was shown “the works” by DeBeers é 
On December 31, 1947, the company employed 1,442 white m 
204 white lads and 5,785 natives: corresponding figures a val 
previously were 1,478, 220 and 7,060. 
Bulfontein mine was worked single shift throughout 1947: Dy. 
toitspan double shift January Ist to January 30th: single shift Jan. 
uary 31 to March 31, 1947, when the crew was transferred to the 
Wesselton mine which worked a single shift for the rest of the 
year. The pipe mines were operated the equivalent of twenty-five 
months as opposed to thirty-six months in 1946: hence the drop in 
production. At the Kleinzee alluvial mines a single shift was 
worked throughout the year, with an increase of 46,662% conan 
compared to 1946. All company mines produced 1,022,424% carat. 
in 1947, 73,60614 carats less than in 1946. As to costs, better 
mechanization and increased labor efficiency could not offset added 

living and supply costs. 
The quantity of blue ground in sight at the various pipes fol- 
lows: 
Wesselton above 1,600-foot level — 25,000,000 loads 
Bulfontein “~ 1,600 “ “  — 12,750,000 “ 
Dutoitspan “ 1,350 “ “  — 21,000,000 “ 


A summary of washing operations for 1947 follows: 


Carats Average Average 
Loads Carats per cost cost 
washed recovered load  perload _ percarat 
Wesselton 
Mine .... 1,268,657 
Bulfontein 
Mine ..... 1.864.774 
Dutoitspan 
Mine .... 425.99] 60,201 141) 7/10.119d. 55/ 5.9994. 
Kimberley 
Floors . 21.993 1,612 210 8/ 2.061d. 38/11.620d. 
Kleinzee . 101,783 119.969 .299 6/ 0.013d. 20/ 1.176d. 


3,983,198 1.022,.424%4% — _ i 


304,490 .240 7/ 0.180d. 29/ 2.7374. 


533.1524, .286 6/ 7.588d. 23/ 2.37]d. 





It is reported that in 1947, DeBeers obtained certain rights in 
Tanganvika Territory. Prospecting was continued in the Kaokoveld 


ared. 


PREMIER (TRANSVAAL) DIAMOND MINING COMPANY, LTD. 

In 1947, £537,460 was spent in re-opening the mine a total of 
£1,093,398 to date. The greater part of this came as loans from 
DeBeers (1947, £1,024.487) and Consolidated Diamond Mines of 
South-West Africa (1947, £331,849). Current liabilities (£1,430,813) 
on December 31, 1947 exceeded current assets (£21,327) by £1,409,- 
486, although the company had zlso government securities, quoted 
at £541,450. 

Re-opening of the mine has been somewhat delayed by slow 
delivery of equipment: the No. 1 vertical shaft (5-compartment 
shaft to 1.352 feet) was completed in August, 1947, and drifting 
on the 1,065-foot level to the pipe’s rim 1,000 feet away will be 
completed early in 1948. No. 1 Sub-Vertical shaft was being sunk 
below 610 feet and should be completed early in 1948. Under- 
ground development proceeds satisfactorily. 

The pilot heavy media sink and float plant at year-end was han- 
dling 95 to 100 loads an hour to the company’s satisfaction. Erec- 
tion of the final plant began about April, 1948 and during its erec- 
tion the pilot plant will be operated three (3) shifts a day. This 
new process may revolutionize diamond milling. 

In 1947, 14.018 carats. worth 34s. 4d. a carat, or £24,058 were re- 
covered. 81.351 loads were treated (0.1722 carats per load). 

As Premicr is a margina! mine, unless taxation is reduced, its 
opening may have been premature. An average of 273 whites and 
1,144 blacks were employed in 1917 (1946, respectively 197 and 
724). 

With continued rise in wages and in the cost of supplies, the 
re-opening of the mine will be much more costly than the first 
estimates indicated. 

It is hoped that the mine will be in full production at the end 
of 1949. 


NEW JAGERSFONTEIN MINING & EXPLORATION CO., LTD. 


Early in 1946. preparations to reopen the mine were begun. 
Reconditioning of the main rock shaft (1,000 feet south of the 
pipe) and the underground workings is progressing. In 1947 the 
main hoisting siation was dropped to the 1,950-foot level, requir- 
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IN JEWELS 
Available on consignment for your special 
requirements. Platinum and gold Jewelry— 


precious colored stones, loose diamonds 


Specify price range desired. 


RAYMOND ABRAHAMS 


551 Fifth Avenue e New York 17, N.Y. 
VAnderbilt 6-0457-8 




















ing 600 teet of sinking of the main rock shaft and 300 feet of 
sinking of the rock prospect shaft to 1,650 feet. It is estimated 
that 13,450,000 loads exist above the 1,350-foot level. When in 
full operation, a further 250,000 to 350,000 carats of fine grades 
will be available to the trade. 


SOUTH AFRICAN ALLUVIALS 
ALLUVIAL LEGISLATION 


In 1947 slight changes were proposed in some of the sections 
of the Precious Stones Act 1927 (Act No. 44 of 1927), particularly 
regarding the issuance of diggers’ certificates and certain privileges 
attached thereto. The Minister of Mines, Mr. S. F. Waterson, in 
the debate stated that between 1945 and 1946 the number of dig- 
gers’ licenses issued had been increased by nearly 300. The gov- 
ernment did not wish to turn bona fide diggers from the diggings, 
but certainly it did not desire inexperienced people to become pro- 
fessional diggers. Other parties emphasized the shortage of open 
ground now payable to the digger and the competition the big 
digger gives the little one, in working deep ground. 

The diggers held an important meeting at Barkly West on May 
20, 1947. They demanded that the Taung Native Reserve be 
opened to diggers. They also demanded that the issuance and 
powers of the diggers’ certificate be liberalized. A committee was 
appointed to discuss these matters with the Minister of Mines 
early in June. They asked, further, that the I. D. B. be handled 
more severely by the Minister of Justice and that digger employees 
of natives be exempt from the Unemployment Insurance Act. A 
diggers union was formed. 

The Minister, when interviewed, was unwilling to throw the 
Taung Native Reserve open to prospecting. Other land desired 
by the diggers was crown land and therefore not open to prospect- 
ing or location. The Minister also refused to extend the validity 
of a certificate to all provinces. Things remain very much as they 
were. 

The income of an alluvial digger is small. The average digger 
clears, at best, a few shillings a month and, at that, naturally his 
and his family’s scale of living is submarginal. 


NEW BUYING CENTERS 
During 1947 Bosmansfontein, Transvaal, was declared a buying 
center, as was Kwartelspan, Hopetown district, Cape Province. 


FARMS PROCLAIMED—TRANSVAAL 

In January, 1947, a portion of 1,540 morgen of the farm Bos- 
mansfontein HO.333, district of Bloemhof, Transvaal, registered 
in the name of DeBeers Consolidated Mines, was declared a pub- 
lic precious stone workings, having been under development for | 
some time, with apparently excellent results. Pegging was to take 
place on February 4. Eleven hundred claims (45 feet square) were 
pegged on that day. Five thousands spectators watched the pro- 


ceedings, and a mushroom town of several thousand sprang up ~ 


overnight with the necessary stores, shops and houses. The gov- 
ernment auctioned the claims off by lot. The discovers’ claims 
brought £2,050 and the owners’ (DeBeers’), £6,750. It was one of 
the largest rushes of recent years and one of the best planned. 
The diggers had high hopes, as Bosmansfontein adjoins the once- 
rich but now exhausted Blesbokfontein diggings. Initial finds were 
good, some good sized, off-color stones (2334 carats) and several 
smaller but excellent quality stones being among them. On the 
average, however, the stones found were none too good. After stak- 
ing, a number of the claimholders returned to their former dig- 
gings to wind up their business, and only about 300 diggers were 
on the field in March. Their early finds were disappointing and 
further prospecting is being done. Finds were poor in April, as 
was the quality, and only 40 to 70 diggers were working. June re- 
sults were even poorer, and most of the diggers had left. August 
finds were much better, both as to quality and size, and in Septem- 
ber it was hoped that the diggings would be profitable. Next to the 
Lichtenburg, it is the best in the Transvaal. 

The Bloemhof (Transvaal) diggers hope to get the Bloemhof 
town lands reproclaimed, but the government has not as yet con- 
sented to this. This is peculiar, as the town lands were thrown open 
as early as 1910. Some of the diggers in this district claim “dum- 
my” staking (using fictitious names) is being indulged in. 

On November 25 the Klippan farm 126 and the first portion of 
the Rooipoortjie, on the same afternoon, were proclaimed—both in 
the Transvaal. Next day, two more portions of that farm were 
thrown open. All three adjoin Goedvooruitzicht farm, a good dig- 
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gings. About 700 to 800 diggers took part. The farms cover 80 
8,000 morgen and some good finds were made in the first mall 
One stone of good quality and weighing 18 carats was sold { 
£800. Much of the gravel on these three farms is poor, although 
labor and water are adequate. Selection was by lot 


CAPE PROVINCE 

Fewer new claims were opened up in the Cape Province, Jp the 
spring, part of Kwartelspan Pan (126 morgen), Barkly Weg, Was 
declared, as was Paaleswerf (337 morgen). Early results piers 
disappointing, with some 40 diggers on the two farms. While the 
results were not brilliant, several fair sized stones were found 
the small stones are good. In the first month, Kwartelspan pro- 
duced about £1,100 and Paalswerf about £110. There is no over. 
burden and the gravel is from six inches to four feet thick. There 
is plenty of water, but labor is scarce. 


FARMS DEPROCLAIMED 

Parts of Portion P. of the farm Luipaardsvlei, district of Krug. 
ersdorp, were deproclaimed in 1947. At least three areas in Bark. 
ly West, Cape Province, were deproclaimed in 1947, namely, Elang. 
drift, parts of Sover farm, and parts of Klipdrift. 

The American-African Mining and Exploration Company Lim. 
ited, with a number of properties of possible value, hopes to gt. 
tract American capital to South Africa. It has optioned, among 
other properties, the Kunana Concession in the Lichtenburg dig. 
trict, Western Transvaal. Diamond-bearing gravels have been 
located in pot-holes and washing has been commenced. _ 


BELGIAN CONGO 

The Belgian Congo for the past 15 years has been the largest 
producer of diamonds in the world and in 1936, 1940, 1941 and 
1942 probably the largest producer by value. Due to recent in. 
creases in the production of diamonds in South Africa, which are 
more valuable per carat, the Congo has since lost this vaunted 
place. It produces about three-fourths of the world’s crushing bort 
so widely used in industry. 

Production for the past nine years follows: 


























Year Carats 

eo 8,360,166.00 
1940 9,602,837.00 
1941 5,865,756.00 
1942 6,018,236.00 
1943 4,881,639.00 
1944 7,533,365.00 
1945 10,385,955.00 
1946 6,033,452.00 
1947 5,474,468.62 





In 1947, of the production, 5,083,165 carats were industrials and 
391,304 carats gem stones or, respectively, 92.9 and 7.1 per cent. 

The decrease in production in 1946 was due to the war-worn con- 
dition of the machinery of BCK and the difficulties of operation in 
the first postwar year. These were not bettered in 1947. 

In 1946 exports were 6,057,041 carats worth 366,488,000 francs 
(customs value of 60,504 Belgian francs per carat). In value, dia- 
monds followed copper, cotton, tin ore and gold. Of the diamonds, 
about 367,099 carats, or 6.08 per cent, were of gem grade, the rest 
industrial. 

The colony is expanding commercially in an important degree. 
Notwithstanding this, diamonds account for an appreciable per- 
centage of its exports (1925, 8.5 per cent; 1938, 7 per cent; 1941, 
4.2 per cent; 1944, 6.7 per cent, and 1946, about 7 per cent). 

The all-time production of the colony has been some 109,068,500 
carats. 


PORTUGUESE WEST AFRICA—ANGOLA 

Companhia de Diamantes de Angola (Angola Diamond Mining 
Company) (capital, £1,630,000 in £1 shares) has produced, since 
it began operating in 1917 to the end of 1947, some 12,882,000 
carats. Diamonds are the principal exports of the colony (194, 
101,070,000 angolares; 1945, 100,296,000 angolares and 1947 156,- 
364,450 angolares). During the past 15 years £13,632,000 worth of 
diamonds have been exported or over 21% of total value of exports. 
All thirty-odd mines are open cuts and the gravel is treated in 
pans, most of which are electrically driven. The stones recovered 
are small (in 1947 5.4 per carat) but of good quality. The largest 
stone ever recovered weighed 102.71 carats. The production con- 


(Please turn to page 248) 
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The only stone house specializing exclusively in GENUINE ZIRCONS, 


we have available for immediate delivery any quantity of beautiful blues and whites in all sizes. 


: Qualities for every grade of jewelry from Sterling to Platinum. 


James A. Drill 


Established 1945 
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Fashion showing was in the nature 
of a wedding reception, complete ‘ 
even to the cutting of the bridal 
cake as seen in picture at left. 


Bride wore a diamond necklace with 
563 diamonds in its three strands 
over a collar of light blue velvet 
Orange blossom clips on necklace 
can be detached and worn other ways 
for less formal occasions. A dia. 
mond coronet is worn on velvet hat. 


Diamonds For the Hride 
At ‘Wedding Heception 


ASHIONS in clothes and in jewelry are first cousins. 
It is important ior jewelers to keep this relationship 
close. This fall, the new necklines are sure to affect neck- 
laces, clips, pins. Collars are going higher, some are 
even boned, and yoke-collars are returning. The plain 
round neckline is nodding good-bye. This is news in the 
fashion world. 

Twice yearly the fashion press of the whole country 
comes to New York to visit the dress market and see what 
will be worn on their hometown streets three months 








(Please turn to page 242) 








: Diamond necklace of brilliants, emer- 
ao e | ald-cuts and baguettes is worn by 
, mother of the bride (above) over her 
collar of crimson velvet. Diamonds 
and rubies are in clip worn on the 
matching red hat. A wedding band 
and a 16 carat engagement ring com- 
plete her Cartier jeweled ensemble. 


Bridesmaid was gowned in light blue 
frock with crimson velvet cuffs to high- 
light her modest diamond bracelets. 
Low neckline framed straight-line 
diamond necklace and headdress was 
trimmed with delicate diamond pin. 
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Largest shadow- box 
effect is that at 
store's front window. 
Colonial atmosphere 
is furthered by the 
peaked trim at top 
of the display boxes. 





He Builds Another $500 Store! 








Small, but modern and attractive stores, built with ingenuity 
substituting for expensive outlays, are this man’s specialty. 


RANCIS CHOJNACKI has done it again! 
Readers of THE JEWELERS’ CIRCULAR-KEYSTONE 
might recall the article in these pages last November 
about the distinctive, modern-as-a-minute store that 
Chojnacki planned and built in Erie, Pa., for a mere 
$500—not only that, but he built this store where for- 
merely there existed a very much run down, unrentable 
tire shop. 

| Well, Chojnacki was so happy about the whole thing 
that he no more than rang up his first sale in the pre- 
viously described jewelry store, than he began to scan 
| the area for a repeat performance. 

He noticed in driving through smaller towns around 
the northwestern part of Pennsylvania that several com- 
munities lacked modern jewelry retailing facilities. In 
particular, his mind turned over the situation in Edin- 
boro, some 20 miles southwest of Erie. 

“At one time, I learned, Edinboro had two watch- 
makers and both of them did a bang-up business,” re- 
ported Chojnacki. “But at the same time, this was during 
the era when pocket watches were reputedly ‘the thing’ 
to carry, and watch selling and repairing was darned 
good business. 

“But coming down to more recent years, these fellows 











A simple, almost severe, exterior 
of the Chojnacki store is again in 
keeping with early American ideas. 
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THAT MEANS ADDED 
SALES FOR YOU.... 
Here is the SALES BOOSTER that alert jewelers 
have been looking for as traffic and volume 
builders! MAGIC CIRCLE will feature a NEW 
matched wedding set each month, with an 
elaborate promotional plan, including nation- 
al consumer advertising. The price is “right” 


...and the many dealer helps assure the 
success of each set. If you aren’t familar with 
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Magic Cercle Diamonds are Created and Produced by 


THE RUDOLPH DEUTSCH COMPANY 


Diamond Cutters - Manufacturing fewelers 


| 1258 EUCLID AVENUE @- CLEVELAND 15, OHIO 
*Registered in the U.S. Patent Office 
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Golbert Sorenson, co-manager, 
| shows merchandise to customer. 
| Note Chinese wallpaper design, 
another Colonial decoration. 


by WALTER RUDOLPH 




















gradually dropped out of the picture, and since before had left two large (about 4’ x 7’) steel doors at the right 
the war, I found, Edinboro had not had a good jewelry rear corner of the room, entrance to a vault and a natv- 
store. It was practically a ‘natural’ for me. so I looked ral depository for a jewelry store’s own safe! 
| closer to find a location for my kind of jewelry store.” “Otherwise, there was hardly a thing that we didn’t 
Chojnacki believes in small stores, light but attractive have to change, but I still kept expenses to a minimum. 
fixtures, wallpapering. a definite decorating motif fol- and in addition, was able to do a quick remodeling and 
| lowed through from front door to back, and lots of redecorating job with the aid of Bernard, my brother. 
elbow grease substituting for large outlays of cash. a local general contractor. 
He spotted a small corner location in Edinboro, which “He was paid, of course, like anyone would want to 
had last been a barbershop. And some years previous, be paid for working, but he put more hours in, when 
to the last tenant, banking had been carried on in these they were needed, than you would be able to demand 
quarters. This was another stroke of luck, for the bank of other contractors—in other words, being versatile : 
in many of the building or remodeling skills, he could 
switch from woodworking, to painting, to papering, just 
as the work was needed to make the store-rebuilding 


come to a quick conclusion. 
“Altogether, he put in about 96 hours, we figured. 
and the expenses figured out as follows: 








Labor | er 
Paper, paint Maeno wee 130.00 
Showcases ............. ee 100.00 


Lumber & wallboard 92.00 














$514.00 

“There were incidental expenses, but that gives you a 
pretty good idea of how it went. Soon after the front 
door was opened for business, we had our hands full, 
especially in the watch repairing line. Gilbert Sorenson 
and Leonard Nowak were installed as co-managers, as 
I have to spend most of my time in Erie at the original 
$500-store.” 

Let’s look at the physical facilities: 

Floor area runs about 18’ x 24’. A front window, just 
(Please turn to page 243) 






Watch repair department has its own 
homemade plywood shadow-box, counter. 
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by C. THOMAS 


Customers are given 
the opportunity to 
see their purchases 
in Moe Adams’ pri- 
vate office whenever 
they make a payment 
on a lay-away item. 


September Lay-Away Plan 





Taps a New Gift Market 


By promoting Christmas lay-aways earlier than usual, Moe Adams, 


MeAllen, Tex., retailer, has secured many a gift customer who 


otherwise would never have dreamed of purchasing jewelry. 


ee MW UDGING from last year’s experience,” says Moe 

Adams, McAllen, Texas, jeweler, “forty per 
cent of our Christmas business will have been consum- 
mated ten weeks before December 25th. The customers 
will have selected what they want and we will have half 
the payments in by Thanksgiving. That sort of business 
is out of circulation in October. We have taken care of 
it during a time when business is normally slack, and it 
doesn’t interfere at all with the last-minute cash cus- 
tomers.” 

Having analyzed the buying habits of his customers 
(or, for that matter, almost anyone’s customers these 
days) Mr. Adams has come to the conclusion “the 
average man’s salary is actually spent well in advance 
of earning it. Maybe this is a good system and maybe 
it isn’t. Nevertheless, it is a situation the retailer must 
face and deal with.” 
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Facing the situation, Mr. Adams decided that his 
Christmas promotion should get under way earlier. “In 
September,” he says, “we begin our Christmas lay-away 
promotion. This may appear as though we were jumping 
the gun, rushing things. But this early start does bring 
us business we could not get otherwise. It just in- 
creases extra volume for the store. 

“If we are early, we are in step with the customer. 
Comes September, and the average installment buyer 
knows that right then he must make arrangements for 
Christmas needs. This type of customer will not have 
cash to take care of his needs at any one time. Even 
offering merchandise at half-price would be no induce- 
ment for him to pay cash, simply because he does not 
buy with cash. 

“The way out for these people is credit. Or to avail 
themselves of a lay-away plan. Too, this adds up to the 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N.Y. 














Cutting Works: London 
32/34 Holborn Viaduct 














RUBIES +» STAR RUBIES - SAPPHIRES 
: CAT’S EYES - EMERALDS «+ PEARLS 
We have a large stock of Precious Stones — mounted and 
unmounted from which to make your selection. Let us co 


operate with you on your special calls. 

















608 Fifeh Avenue one9.¥ 
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fact that people will buy more expensive merchandise 
with such a system. For the customer thinks of two or 
three more payments . . . not in terms of the full amount. 

“Lay-away, we think, is the best for all concerned. 
The customer has no need for the merchandise until 
Christmas. While it is in our hands the merchandise is 
safe. It is insured. This eliminates the possibility of 
loss. And there is no chance for merchandise to become 
shopworn from excessive handling and fondling. 

“By inquiry, we have found that many people prefer 
the lay away. They are accustomed to it. In fact, we 
got our slogan “Peace-of-Mind-Credit” from a customer 
who remarked during a casual conversation that buying 
on the lay away plan was like getting merchandise for 
nothing. They admit that usually their money is spent 
for something anyhow; and usually they ended up with 
nothing to show for it. Too, if they miss a payment. no 
collector is on their neck to know ‘why’. 

“It can be expected that when a customer picks out 
an item in September to lay away for Christmas, he 
may be in a far different frame of mind two months 
later with several payments already made and only 
a few more to go. Up to this time they have received 
nothing for their money. Too, they could change their 
mind during that time. A woman’s reaction in this 
respect exceeds that of a man. To overcome this pos- 
sibility, we take the customer into the office where we 
accept all payments. At this time we get the purchase 
out of the safe and let the customer see and handle it. 


(Please turn to page 244) 
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Intensive advertising accompanies Adams’ 
September lay-away promotion. As a re- 
sult of the early promotion, people who 
couldn't afford jewelry gifts at a later 
date are enabled to purchase in advance. 
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THOUSAN DS of Retail Jewelers 


at both the Chicago & New York Shows 


AG REED that 


This is Truly an Imperial Year! 


O 


They SAW, they EXAMINED, they 


0 R D E R ED the world-famous 


Registered and Insured 


IMPERIAL CULTURED 
PEARLS... 


O 


the equally-famous Unconditionally 


Guaranteed SIM U LATED 
PEARLS 1 IMPERIAL 


with the exclusive Imperial Free. Gift 
Package... 
O 


and our latest widely-publicized creation 


IMPERIAL CAGE JEWELRY 





























enthusiastically acclaimed at both shows! 


O 


We should like to tell you how to establish and main- 
tain a prestige-building, profit-making Basic Stock 
Imperial Pearl Department in your store . . . write our 
nearest office for particulars. 


IMPERIAL PEARL SYNDICATE 


607 Fifth Avenue 5No.WabashAve. 607 So. Hill Street 
New York 17, N. Y. Chicago 2, Ill. Los Angeles, Cal. 




































Christmas Card Gallery Is 


A typical Christmas Card 
gallery set-up suitable 
for virtually any jewelry 
store. Cards are display- 
ed on walls, small tables 
and in a number of albums 
on large the round display. 





Sure-Fire Traffic Builder 


O sell more jewelry to more customers, the mer- 
chant’s first need is traffic. He must continually seek 
means to overcome the hesitancy of the average person 
to visit the jewelry store unless it is the intention to spend 
a considerable sum. That alert retailers today are acutely 
conscious of this need is indicated by the importance 
leading jewelry stores give to selective gift collections, 
comprised of items consistent with “jewelry standards” 
of taste and excellence yet of a nature involving smaller 
investment than that required when precious jewelry 
is purchased. Along the same line but even wider in 
its appeal, at its appropriate season, is the distinguished 
Christmas card operation which is now an annual feature 
with many of the country’s trend-leading jewelers. 
Virtually everybody sends holiday greetings. No single 
item of merchandise is so universally sought or more 
thoughtfully considered. It follows that a smart Christ- 
mas Card Shop or Gallery, intelligently promoted, will 
draw to the store the greatest number of those discrimin- 
ating persons whose good taste (and means for backing 
it up) make them your logical, most profitable customers. 





214 









Wisely set up, with the right merchandise, in a loca- 
tion favorable for attracting and spreading traffic, such 
a department can greatly increase the volume of shop- 
ping activity throughout the entire store. Since most 
people select their personal greetings somewhat in ad- 
vance of the Christmas shopping peak, this leverage will 
be exerted just at the time when it will be most useful— 
to stimulate early selling in other departments, and in- 
spire ideas for later holiday purchases of major jewelry 
stor> merchandise. 

It goes without saying that Christmas cards offered by 
a fine jeweler must contain qualities definitely superior 
to the general run of publications in this field. People 
buying personal greetings in a jewelry store naturally 
assume they are getting the best in taste, beauty, and 
individuality. This assumption gives you a_ powerful 
advantage, if you are successful in meeting the challenge 
it implies. Through their yearly promotions of holiday 
greetings in keeping with their prestige, the country’s 
“top-drawer” jewelers are already capitalizing this ad- 
vantage. Yet comparatively few stores (especially until 
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“We Feature 


Irving Krail, Fond du Lae, Wis. 
Jeweler built his business on fine 
lines of merchandise that add 
prestige to his store. 


Guaranteed perfect diamond rings by Bluebird are a 
“must” in every community. These famous flawless 
diamond rings add prestige to the store and are consis- 


tently winning new satisfied friends. 


With ever increasing volume, the Bluebird franchise 
is a valued asset, backed with consistent national and 


dealer advertising and display. 


Bluebird was the first guaranteed perfect diamond 
ring line in America. Less than 1% of all the diamonds 
mined meet Bluebird’s standard of quality. The ring 
with individuality. 

There may be a franchise open in your community. 
Write today for full information. Bluebird Diamond 


Syndicate, 55 East Washington Street, Chicago 2, 
Illinois. 


( Advertisement) 
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Bluebird Perfeet 
We Consider Them The Best Value On 


The 


Irving Krail, Retail Jeweler, 
105 North Main Street, 
Fond du Lac, Wisconsin. 


Bluebird Perfect Diamond rings are 
always prominently displayed in 
one of Krail's beautiful windows. 


Diamond Rings 


Market’ 
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very recent years) have begun to realize the beneiits 
which a Christmas card department designed along “gal- 
lery” lines is capable of contributing. 

Whether your own is a store already accustomed to 
offer personalized greetings in its engraving department 
or one for which this year’s Christmas card operation will 
be entirely new, these benefits can be demonstrated—even 
in your first season. Figure it up for yourself! To begin 
with, think only of your present customers, those you 
know and deal with regularly. Are there 100, 1000, 
10,000, or 50,000? Suppose it is 1000. Since the average 
Christmas card sales unit, in a store such as yours, is 
about $12.00, this means a potential market, among your 
immediate clientele alone, for $12,000 worth of Christ- 
mas cards. [sn’t a market like this worth cultivating? 

Other jewelers have found that it is. One nationally 
known store raised its sales volume from less than $5000 
one year to $38,000 the next—and is now doing over 
$100,000 annually! Gallery exhibitions of unusually 
artistic Christmas cards accomplished this miracle, all 
without enlargement either of selling space or personnel. 
It is something to make one stop and think—especially 
if his situation compares with that of another prominent 
retailer who, selling Christmas cards without dramatic 
promotion or display, reports an average volume of only 
about $18.000 although the store’s active charge list 
numbers between 30,000 and 35,000 names. Remember- 
ing the $12.00 average unit of sale, it becomes clear that 
less than 5 per cent of this particular store’s regular 
customers bought their holiday greetings there. This 
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Here’s how to set up a 
Christmas card gallery 
which will be in Keeping 
with the dignity of 
your jewelry store. 


Close-up of the main section of 
the gallery shown on the preced- 
ing page. Large framed pictures 
are enlarged transparencies of 
original Christmas card art and 
actual cards, attached to the 
drapes with tape, surround them. 


instance is cited simply as one typical example, serving 
to illustrate the fact that the untouched possibilities for 
ereater jewelry store volume in Christmas cards are 


enormous! 

To materialize these possibilities, the right location 
and physical set-up for the Christmas Card Shop or 
Gallery are vital. They will not only help sell more cards 
but will help bring greater traffic to other departments 
that may expect to get their share of the customers’ holi- 
day gift purchases. One logical place to look for space 
to install such a shop is in the gift section—where it 
may be possible, without disturbing wall case displays, 
to set up center-floor fixtures for selling Christmas cards. 
“hoppers examining the personal greeting books at com- 
fortable tables will have a perfect vantage point from 
which to note surrounding exhibits of appealing gift 
merchandise. so that additional sales volume in these 
items will undoubtedly result. Adjacent aisle and counter 
displays also will attract numbers of these Christmas 
card shoppers; thus many customers wi'l gain a new 
knowledge and appreciation of various departments and 
their merchandise. 

Valuable help in designing and _ installing ‘Christmas 
Card galleries in jewelry stores is offered by the Ameri- 
can Artists Group. Well known for its superb annual 
collections of holiday greetings reproducing fine works 
of art by famous contemporary painters and old masters. 
this publisher is credited with having had a substantial 
part in the growth of successful Christmas card opera- 


(Please turn to page 245) 
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Schicksnaps is the trade name for the world’s most 


popular line of quality necklace clasps. 


Designed and produced exclusively by Harry te 
Schick, Inc., Schicksnaps are available in Platinum 
and 14 Karat Gold with Diamonds, 10 and 14 
Karat Gold liligree, Sterling Silver filigree, Sterling 
Silver with Rhinestones, Nickel Silver, Rhine- 


stones in metal and Gold plated metal, 


For further information write to Harry C. Schick, 
Inc., 105 Chestnut Street, Newark 5, New Jersey or 


the following sales offices: 


347 Fifth Avenue 55 East Washington Street 649 South Olive Street 
kre New York 19 + N.Y. Chicago 2 - Illinois Los Angeles 14 - California 
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The Ad-Viser 





..- Follow a Plan tor Ettective Advertising 


by IRVING SETTEL 


Nineteenth in a series of articles designed to help retail 


jewelers in doing a better advertising and promotion job. 


UCCESSFUL advertising follows a careful blueprint 

which charts out both intended accomplishments 
and methods necessary to attain this goal. 

For the retail jeweler, all promotion, no matter how 
small, must do certain specific jobs. They include: 

1. Convincing the public that his store is a good 
place to buy. 

2. Creating future or immediate sales. 

3. Increasing traffic in the store to sell items which 
are not advertised. 

In other words, not only must advertising build sales, 
but also maintain a good reputation and increase prestige. 
This, of course, will create future sales. The ultimate goal, 
however, of all advertising is a steady and profitable 
volume of business. 

_Many inexperienced jewelers gauge the results of ad- 
vertising by immediate sales only. They feel that since the 
previous day’s promotions have not “pulled”, advertising 
will not pay for them. They forget the long range cumu- 
lative effect. Keeping the name before the public will 
undoubtedly bring in eventual business. 

THE ADVERTISING BUDGET 

In order to put advertising on a planned basis, it is 
first necessary to establish an annual budget. This should 
be based upon two considerations. 

1. The volume of business that is expected. 

2. The amount of money available for advertising. 

The problem arises, of course, as to how to determine 
expected business. This can be done by scanning past 
sales. It may be necessary to examine last year’s books, 
to interpret general business trends and to determine sales 
potentialities. Advertising appropriations should be 
geared to sales objectives. This is sometimes difficult, 
especially when uncertain times make predictions dif_- 
cult to forecast. 

However, a certain sales potentiality must be deter- 
mined. This will be a guide. It will show you the way 
to ascertain a budget for promotion. This amount may 
vary anywhere from one to five per cent of proposed net 





218 





sales. Naturally, it will depend upon a number of factors 
including the potential of the town, the store, the op- 
timism and faith of the jeweler. 

PLAN MANY MONTHS AHEAD 

There is a tendency for the small jeweler to avoid 
planning of any type. Many prefer to do business on 
a day to day basis. Successful merchants, however, rec- 
ognize the necessity of planning many months and some- 
times years in advance. While it is true that it requires 
a great deal of time to work out a campaign, the results 
usually warrant this task. 

A planned advertising program is an important factor 
in the elimination of waste. When there are no plans, 
large sums of money are often spent without regard for 
actual needs. Small ads in charity publications, outright 
donations, etc., are often charged to advertising. The 
result is that the expenditure is high, results are poor 
and “promotions” is blamed. A plan will avoid this type 
of waste wherever possible. It will allow advertising 
money only where it shows specific results. It certainly 
will not eliminate charitable donations. It will, however, 
prevent you from charging this to advertising budgets. 

Advertising should be considered an investment rather 
than an expense. It can bring rich returns if correctly 
handled. Once the annual budget is determined, the ap- 
propriation should be broken down into small classifica- 
tions. Breakdowns, for example, can be afforded to 
various media as well as to chronological changes. Flexi- 
bility should be allowed to account for business changes 
and unforeseen reverses. . 
INSTITUTIONAL AND PROMOTIONAL ADVERTISING 

As stated previously, many retailers think of adver- 
tising in terms of immediate sales of specific items of 
merchandise. While this is important, another object 
should be considered when promotion money is being 
spent. It must be realized that the store is not in business 
for one week, one month or one year. The jeweler must 
think in terms of the long range future. He must not only 


(Please turn to page 246) 





THE JEWELERS’ CIRCULAR-KEYSTONE 











your fall buying... 


@ Now is the time to give serious consideration to the selection of mer- 





10 So. Wabash Avenue 


chandise for the Fall and Holiday business. A prime requisite in the 


consideration of purchasing is the selection of your source of supply. 


For more than 80 years, Benj. Allen & Co. have served thousands of 
jewelers throughout the country and our resources and facilities for 


doing this are unsurpassed. 


We now have assembled in our stock every type of merchandise for 
the jewelry store, selected by experienced buyers whose years of contact 
with manufacturers and importers qualify them to select the right mer- 


chandise for your store. 


Every line is replete with the latest and most desirable items. You can 
confidently make our store your sole source of supply. Your orders 
placed personally, through our salesmen or by mail, phone or wire, 
receive the prompt, efficient service developed in serving jewelers 


throughout the country for more than 80 years. 


At this time we call your particular attention to our DIAMOND depart- 
ment for loose diamonds, diamond jewelry, solitaire and wedding rings, 
single or in sets, and mountings, all in a price range to meet every 


requirement. 


WE INVITE YOU TO VISIT OUR OFFICE AND SHOWROOMS WHENEVER IN CHICAGO 


BEN]. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 


Silversmiths Bldg. 


CHICAGO 3, ILLINOIS 
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Store Opening 
Promotion 
Attracts Family 
Participation 


Live models displayed jewelry in 
elongated window and gave short 
discourses on fashions which was 
carried to onlookers by speakers. 















With prizes all the way from a 
Shetiand pony to cocker spaniels, 
opening promotion of the Edwards 
Jewelry Company was designed to 
encourage the participation by 


everyone from kids to grownups. 


Main floor of Edwards looking to- 
ward entrance. The ultimate in 
modern lighting and display fix- 


tures are combined to give store 
the latest in merchandising aids. 


DWARDS JEWELRY COMPANY took advantage 

of the natural interest created by the opening of 
their new store at 16th and Harney Streets in downtown 
Omaha, Neb., to focus attention on their new electric 
appliance department. 

This was accomplished by a double purpose promo- 
tion which, while directed at the ‘teen-agers, was cleverly 
designed to encourage participation by the entire family. 
By means of it, the attention of the store’s regular cus- 
tomers was focussed on the new store and its new appli- 
ance department; at the same time the promotion built 
goodwill among the children of the community, the cus- 
tomers of tomorrow. 

Termed “The Pony Contest.” it was open to children 
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up to 16 years of age. In 25 words or less, they were to 
write on “why my mother should own a Westinghouse 
Laundromat.” Entry blanks were available in the store’s 
floor appliance department and in order to receive one, 
all children had to be attended by an adult. Parents were 
allowed to help their children with the essay and in this 
way, the contest involved the entire family and created 
considerable interest and traffic. 

First prize in the contest was a Shetland pony and a 
Westinghouse Laundromat; second prize, a pony and a 
man’s or woman’s diamond ring; third prize, a pony and 
a fine wristwatch; fourth prize, a monkey. and the next 
five prizes, cocker spaniels. 

Teaser advertisements telling of the contest and the 
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D9 Solitaire $87.50—$250.00 
DOW Wedding Rings $15.00 


No wonder more and more of the diamond buying public is calling for Treasureland Diamond 


Rings! Purest, fiery diamonds, set in exquisite bands ... the value and excellence of each 
ring closely guarded by the Treasureland Certificate of Guarantee and Registration. Bigger 


sales, bigger profits are yours when you stock and display Treasureland Registered Diamond 


Rings. Write today for information regarding exclusive dealership in your community. 


Treasureland Ring Co., Box |, Chicago 90, Illinois. 


NATIONALLY ADVERTISED 


a 
Sreasureland REGISTERED DIAMOND RINGS 
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Large crowd gathered 
in street before the 
store during opening 
night's festivities 
to witness marriage 
taking place on stand. 
A 12-piece orchestra 
played entire evening. 


prizes offered were run daily in the newspapers. In the 
lobby of the store a pony in a trailer and a monkey in a 
cage were on continuous display. In addition, a record 
and P.A. system announcing the contest and rules broad- 
cast from the lobby during each day of the promotion. 
Another tie-in was a costumed organ grinder with a 
monkey on a chain who traveled through the downtown 
streets wearing a placard telling about the Pony Contest 
at Edwards. 

This promotion continued until the night of the formal 
opening of the new store when all winners and prizes 


~~ 
"ee tg 


i 
2% 
ae, 


od 


ee : 
» gees) 
fk x 
3 
\ 
‘tS. 
ne 


Rg 

t 
oe 
| wt 


| 
B 
* 


a 
w 





Shetland pony displayed in front of store 
attracted the kids. Organ grinder and a 
monkey walked streets of Omaha bearing a 
placard telling about the “Pony Contest." 








were announced. Taking a cue from a Hollywood prem. 
iere, searchlights and floodlights illumined the store front 
and the street where the crowds had collected. As if the 
contest was not enough, a twelve piece band furnished a 
musical background for the evening’s festivities which 
included a real wedding which was to take place on 
the bandstand. 

Edwards had run a newspaper advertisement asking 
for a couple that were willing to be married the night 
of the opening of the store. The couple received their 
wedding and engagement rings and all wedding costs 
were paid, including the officiating minister. Additional 
police were necessary to handle the large crowds which 
completely blocked the street before the store. 

During the evening, a master of ceremonies announced 
all the activities of the program over two local radio 
stations and over the P.A. system for the crowds gathered 
at the scene. During the radio broadcasts several promi- 
nent personages in the city appeared on the stand and 
were interviewed. These included the Mayor of Omaha, 
the head of a large clothing store and a newspaper official 
who also acted as judges for the contest. 

Special mention of the store’s new appliance departt- 
ment was stressed at various times during the broadcast 
with special emphasis placed on the nationally advertised 
lines carried. To promote jewelry, Edwards had three 
professional models, one. dressed as a bride, who dis- 
played diamond jewelry and pearls, modeling them on 
built-up platforms inside the store. Other models wearing 
street clothes displayed other jewelry pieces in the lobby 
of the store. 

Unlike many other stores who stop with their opening 
promotion, Edwards kept right on the job. Following 
their successful grand opening, the store ran a floor 
lamp sale to open new accounts and followed this up 
with a china and glass promotion. These events were 
directed from the lower floor where Edwards have their 
optical and luggage departments. 


(Please turn to page 252) 
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Man's Ring retails of 


Your Cost 


$12.00 





Lady’s Ring retails at 
$19.50 


Your Cost 


$8.00 


HOW THE GEM-0-THE-MONTH 
PROFIT PLAN WORKS 


. Your basic monthly stock 

can. be as: |Ow 5 one 
ladys and one man s 
Gem-O the-Month birth 
stone ring. These two 
rings serve as samples on 


your lucite display. 


Vou need carry in 

ventory. Orders taken 
from your sample display 
sent on Our convenient 
order cards are filled in 


2A hours. 


. Your basic stock of Gem 
O-the-Month birthstone 
rings will be sent to you 
each montn together with 
monthly display aolaemelare 
other merchandising elkek: 
for 12 months. 


All merchandising 
material supplied a.aas 


* TRADE MARK 
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ile GEM-0-THE-MONTH PLAN 


GEM-O-THE-MONTH — A lady's and man's 10K. 
heavy-weight gold birthstone ring mounted with syn- 
thetic and genuine stones. Each month's ring is a new 


design triumph. 


DISPLAY — Luxurious lucite Gem-O-the-Month Ring 
Display dramatizes the magic of birthstones. New, 
full-color display cards supplied each month. 


GUARANTEE — Al! lost stones replaced without 


charge. Guarantee certificates furnished. 
MATS — Every month free newspaper ad mats. 


‘‘PERSONALIZED”’ monthly mailing cards for new 


and old customers. 


Gem-O-the-Month Plan Sold Direct to Jewelers 
Order Today — oF Write for illustrated Folder 
i 


(SEM 


66 Nassau Street New York, N. Y. 
Half a Century of Fine Ring Manufacturing 
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Attention to Small Details 


Is Big Factor in Advertising 
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Every Cbman wants by THE OBSERVER 


The rough layouts shown here illus- 
trate what can be done in a space 
of two columns by six inches as to 





STERLING SILVER 
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A?** your advertising carefully this year. Compe- 
tition is getting increasingly stiffer. Give it some 24 
karat class; some sterling characteristics. Keep it crisp, 
not cluttered. Leave the bold look to the less ethical— 
avoid exaggeration—use white space generously. 

Secure mat material from your brand-name resources 
early. Get sharp glossy photographs and superior illus- 
trations offered by the makers of the merchandise. 

Every member of the Jewelry Industry Council should 
certainly use the emblem in their newspaper advertising, 
in their catalogs and on envelope stuffers and other direct 
mail material. Such frequent use of this emblem supports 
the sales-building national publicity and tells your pa- 
trons your store is the headquarters for gifts of top 
quality. The jeweler’s tug-of-war for his share of the 
consumer dollar can only be won by everyone in the 
industry pulling together. 

(Please turn to page 253) 
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clarity, balance and readability. 
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Executed in FULL 14 Karat 
Faceted and Mirror Finished 


Originated and Patented* by 
LOUIS SCHORR 


for Better Jewelers 


Die-struck, Hand-lapped, 
Hand assembled. 

All gold colors: 

Yellow, Red, Green— 
and combinations of 


Red and Green. 


6-1001-A WATCH BRACE- 
LET—Safety chain; 17-jew- 
el Watch, Gold dot dial — 
32 links, $350. 


6-1001-B WATCH BRACE. — 
LET—Same as “A” with 18 
links, $205. : 
6-1002 LAPEL WATCH — 
(Not illus.) 6% links, $124, 
6-101-A BRACELET — 15° 
(links; $96. (Not illus.) 18 
links, $114. (Not illus.) 25 _- 
links, $180. 


6-500 CHOKER — 7 links, 
$132. (Not illus.) 11 links, 
$168. (Not illus.) 15 links, 
$200. 

6-200 DRESS PIN CLIPS 
(Pairs)—7 links, $130. (Not 
illus.) 34% links, $80. 

6-250 EARRINGS (Pairs) — 
2 links, $37. 3 links, $50. 
6-300 BROOCH — 9 links, 
$64. (Not illus.) 4 links, $32. 






6-1001-A 



























ALL PRICES “KEYSTONE” 
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_ FACETED MIRROR FINISHED L4KQGt 
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71 Nassau Street ° New York ay NOY, 


*Design Protected under U.S. Patent No. 149,779 : oS 
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over 262 radio stations 
frem coast to coast. 


OVER 42 MILLION AMERICANS will read powerful, persuasive advertisements in the national advertising campaig 





for IMPERIAL WATCHES which starts this Fall. Other millions of Americans are already listening to strong 
sales messages for IMPERIAL WATCHES broadcast weekly over the Mutual network. This hard-hitting advertising 


campaign will create new sales and new profits for IMPERIAL WATCH dealers everywhere! 
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hebsaling 400 Years of Dine Wea 





IMPERIAL’s national 
advertising campaign is 


rich in profitable 





possibilities for you. 
For full information, 
contact your 


nearest wholesaler. 





Manufacturers and Importers of Watches 
IMPERIAL * NICOLET « GLYCINE 
11 EAST 48th STREET, NEW YORK 1; 








What You Can Sav 





IN JEWEERY ADVERTISING! 


Based on applicable rulings by the Federal Trade Commission; 


the following rules must be strictly followed in jewelry advertising, 


THE TERMS “GOLD” AND “SOLID GOLD” 

The Federal Trade Commission has ruled that the 
terms “Gold” and “Solid Gold” mean fine gold or gold 
of 24 karat quality. 

The description of a karat gold article should show 
the karat fineness of the gold alloy of which it is made, 
as, for example, “lOKt Gold” or “14 Karat Gold”, or 
the shorter forms, “LOK” or “l4Kt’. 

In describing an article which is gold plated, if the 
word “Gold” is used, it should be accompanied by ap- 
propriate qualifying words to show affirmatively that it 
is a plated article, as, for example, “Gold Filled’’, “Rolled 
Gold Plate”, “Gold Plated” or “Gold Electroplate’’.* 

The proper description for any article merely flashed 


with gold is “Gold Flash” or “Gold Colored”. 


NAMES OF GENUINE STONES AND THE WORD “PEARL” 


The names of the precious stones as well as the names 
of other gem stones should be used only to describe such 
stones. Similarly, the word “Pearl” should be applied only 
to genuine pearls. 

Synthetic stones should be described as such, as, for 
example, “Synthetic Ruby”, “Synthetic Sapphire”. Cul- 
tured pearls should be described as cultured pearls, and 
the words “real”, “genuine” or “natural” should not be 
used in connection with such product. 

If the name of any natural stone or the word “Pearl” 
is applied to an imitation product, such name or word 
should in each and every instance be immediately pre- 





* In addition, Commercial Standards CS 47-34 provides that “qualities 
for gold-filled and rolled gold plate articles other than watch cases 
shall have applied thereto marks which state in terms of fractions and 
karats the correct proportion of the weight of the alloyed gold to the 
weight of the entire metal in such articles.’”’ For example: 1/10 12K 

Gold Filled or 1/30 10K Rolled Gold Plate. 

No article having a gold coating of lesa than 10K fineness shall have 
applied to it any qality mark. No article having an alloyed gold content 
of lesa than 1/20 shall be marked Gold Filled. 
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ceded by the word “imitation” or “simulated’’, except 
that the description “simulated diamond” has been de- 
clared by the Commission to be improper. 


USE OF KARAT MARK FOR GOLD ELECTROPLATE 


The Commission has ruled that the karat mark should 
never be used in describing a gold electroplated article. 
Such terms as “24Kt Gold Plated” or “Plated with 24Kt 
Gold” are improper. 

The correct description of any such article is simply 


“Gold Plated” or “Gold Electroplate”’. 


EXAGGERATED OR DECEPTIVE ILLUSTRATIONS 


Jewelry may be misrepresented in advertising by use 
of inaccurate illustrations or diagrams as well as by im- 
proper statements. 


Every illustration should accurately depict the article 
offered. For example, an engagement-wedding ring set 
containing rose diamonds or diamond chips should not 
be illustrated as set with full cut stones. 


Illustrations exaggerating the size of rings and insets 
therein should be accompanied by a statement showing 
either the number of times the illustrations are greater 
than the actual size or that they are enlarged to show 
detail. 


USE OF THE ASTERISK 


If a term used to describe any jewelry article is inac- 
curate unless qualified, the necessary qualifying word 
or words should in each instance immediately precede 
such term and should not be placed in a footnote to 
which reference is made by use of an asterisk (*). 


The Commission has specifically ruled that asterisk- 
footnote qualifications are improper. 
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JEWELERS— 

















ALSO BUY YOUR 





ELECTRICAL APPLIANCES 
ELECTRIC CLOCKS 
AND SHAVERS 





FROM YOUR 


REGULAR JEWELRY WHOLESALER 


HE WILL CONTINUE TO SERVE YOU IN GOOD TIMES, AND BAD. 


WESTINGHOUSE « SUNBEAM ¢ TOASTMASTER ¢ UNIVERSAL « CORY 
MANNING-BOWMAN ¢ REMINGTON ¢« TELECHRON 
SETH THOMAS « REVERE ¢ SCHICK 


At. Beckon bo 


AMERICA’S LEADING WHOLESALER 


BOX I CHICAGO 90, ILL. 


% BRANCH OFFICES IN DENVER, DETROIT AND NASHVILLE. 
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FINE CALIBRE WORK ry 
OUR OWN SHOP ON PREMISES 


HR. BENEDICT & SONS 


INCORPORATED 
62 WEST 47th ST.. NEW YORK 19, N.Y. 
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: Can You Help Me? 


My Display Problem |, 

















by VIRGINIA DIXON 


Readers’ questions about window and inside-store display will 
answered in this department each month by Miss Virginia Dizon, on; ms 
America’s topnotch display experts whose talents have been brought 
a focus on the jewelry field. Miss Dixon is already well known to Jon 
readers as the author of many stand-out articles on jewelry store displen 
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INCE inquiries on Christmas display problems seen, 

to duplicate each other to considerable extent, j 
seems more practical to answer them in collective form— 
so here we go— 


For jolly Santa Claus heads—in mask style, that js 
half round relief—send to Old King Cole Displays, Cap. 
ton, Ohio, for one 33” high by 20” wide by 6” deep, 
finished in color fast lacquer or to Vernon T. Carlock. 
Greenville, Ohio, for 28” high head. Both are in papier 
maché. For paper sculpture Santa masks, try Rip Studio. 
15 East 22nd Street, New York—they also have smaller 
sizes in papier mache. 

The tiny clear glass lights—fire-fly lights they call 
them, that can be used for trimming Christmas trees, 
wreaths and garlands, come in sets of twenty lights with 
transformer and 25 foot long wiring from New England 
Decorators Supply Company, 122-124 Kingston Street, 
Boston 11, Mass. Extra sets can be plugged into main 
outfit. The lamps burn independently, so there is no 
searching for faulty lamps when one burns out. These 
little lights are extremely attractive and are priced rea- 
sonably. 

If you are in the market for a shipment of snow—it is 
available in a wide variety of forms. From Frostee Sno 
Co., Antioch, IIl., you may have it rigid block formations 
—Frostee Sno Blocks; in irregular chunks approximately 
two inches thick by three to six inches square—Frostee 
Frigid Chunks, especially good for covering a window 
floor; in light feathery flakes and in fine pulverized 
granules—Snow Flakes and Fine Sno. Krystalite sno 
panels and plastic snow are available from Glo-Brite 
Products, Inc., 6415 N. California Ave., Chicago 45, Il. 
These panels may be cut into any desired shapes—even 
into cut-out letters—or cut-out letters may be ordered 
from the same firm. They also have snowmen, bells, stars, 
Christmas trees and snow flakes made from the Krystalite 
material. The fetching little snowman comes either 24" 
high or 18” high and sports a natty scarf and hat and 
carries a candle. Hollywood Snow from National Brands, 
Inc., 1655 Riverside Drive, Los Angeles 31, California, 
is the flaky type, especially good for scattering on trees— 
clings like real snow-—also good for covering floors and 
other areas—can be walked on. 


New England seems to be the source for lanterns——an 
attractive Christmas display item. New England Decora- 
tors Supply Co., 122-124 Kingston St., Boston 11, Mass., 
have all metal Cathedral electric lanterns with fiber glass 
panes and metallic finish in colors or silver and gold. 
These come complete with electric cord and socket. Tan- 
zer Display Co., 6 Walnut Street, Everett 49, Mass., have 
copper and brass colonial lanterns—not so colorful, but 
more authentic looking. 


New England Decorators have an especially good look- 


'ing Christmas star composed of metallic finished glass 
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fnial shapes, emerging porcupine-like from a center 
sphere—27" in diameter overall—full round. 

Three-dimensional snowflakes made from base metal in 
ten gay colors are manufactured by Allied Display Ma- 
terials, Inc., 65 Madison Ave., New York 16, N. Y., in 
6", 9” and 12” diameters in two designs. These are gay 
and sparkly suspended from the window ceiling or placed 
among groupings of larger merchandise. 

The fullest and most sparkling assortment of Christmas 
tree ornaments seems to be lodged with Art R. Cohen Co., 
810 Penn Avenue, Pittsburgh 22, Pa.—‘Shiny Brite” iri- 
descent globes from *4” diameter to 314” diameter, old 
fashioned ornaments with fancy patterns sunk in the 
hoHowed side and tree top ornaments, all in a sparkling 
selection of colors. Twenty-six inch wide metallic foil 
paper, matching many of the ornament colors is also 
available from this firm. Gift packages wrapped in foil 
paper to match ornaments on a miniature tree would 
-make an effective window and would be so simple to do! 

For an especially nice Christmas tree, you may want 
to send to J. Hofert Co., 1220 Maple Avenue, Los Angeles 
15, Calif., for one of their California Silver Tips—now 
available out of the state for the first time. They have 
unusual symmetry of branches and the needles will not 
drop off. They are grown high in the California moun- 
tains and are pre-treated to prolong their natural beauty. 
Individual trees are shipped in containers complete with 
base and are available in 3’, 5’ and 7’ heights. 

The W. L. Stensgaard selection of Christmas Comuras 
and accessories shows its usual gayety and originality. A 
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colorful poinsettia Comura panel is available on either 
foil paper or transparent plastic (Comura is Stensgaard 
name for colorful silk screen process on background 
panels suitable for attaching to window backgrounds, 
walls or frames). There is a lovely Christmas Bells Com- 
ura panel with gold etched plastic bells in relief in match- 
ing design. Holly design on transparent plastic makes a 
colorful edging to use around frame of window directly 
on the plate glass. They also have a series of mechanical 
displays, small enough in size for the average jewelry 
store. These feature Santa Claus in typical gay situations. 





GIA Announces Two New Diplomas 

Of major importance to all in the jewelry industry 
is the recent announcement by the Gemological Insti- 
tute of America of two new diplomas to be issued to 
students who have successfully completed the G.I.A. 
courses. These courses are veterans approved. 

A diploma in the “Theory of Gemology” will be given 
to students who have completed the series of four G.I.A. 
Correspondence Courses and who subsequently pass 
examinations following such courses. Receipt of this 
diploma will serve as full authorization for the indi- 
vidual to represent himself as a “Gemologist.” 

This diploma supersedes the “Certificate of Comple- 
tion’ which has been issued by the Institute for the 
past four years and which carried with it no authoriza- 
tion for the use of a specific name. 

Students of the G.I.A. who have satisfied these re- 
quirements for the first diploma will be given a diploma 
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| Students completing 


| showing graduation in “Theory and Practice of Gem 
ology” if, in addition, they have attended Resident 





Classes A and B and passed final examinations jn gem 


_ identification and diamond grading. This second dip. 


loma permits the G.I.A. student to call himself a “Graq. 


uate Gemologist.” 
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To call oneself a Gemologist it will be necessary to 
successfully complete Section I of Course No. 012 and 
Courses No. 012 and Courses No. 1, No. 2, and No. 3 
of the Gemological Institute. 

The first of these, No. 012, is a comprehensive funda- 
mental course in the established science of gemology. 


It prepares the student for a complete study of that 


science and eliminates prevalent misconceptions of col- 
ored gems. 

Courses No. 1. No. 2, and No. 3 supply complete in- 
struction in colored gemstones, precious metals, dia- 
monds, and other subjects. These courses prepare for 
rigid and exhaustive written examinations which re- 


| quire practical knowledge of the subject matter of the 


courses. 
Course No. 1 is concerned primarily with gems, their 


_ substitutes, grading and identification. In Course No. 2 









| the diamond is studied exclusively. In addition to its 


crystallography, chemical and physical properties, the 
course covers mining, formation, sources, grading, and 
cutting of diamonds among other allied subjects and is 
believed to be the most complete and advanced study of 
diamonds to be obtained in any manner. Course No. 3, 
or Advanced Gemology, covers properties of metals and 
alloys, silverware, jewelry. fashioning of gemstones, the 
advanced study of gemstones, statistics of production 
and weight, advanced methods of identifying gemstones, 
and advanced instruction in the construction and use of 
scientific identification instruments. 

In order to obtain the right to call himself a “Gradu- 
ate Gemologist” the Gemological Institute requires that 
the student complete the four courses outlined above 
and pass examinations covering them. In addition, he 
is required to attend Resident Courses A and B, each of 
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three weeks duration and given frequently in Los Ange- 


les, Chicago, and New York. This course is divided 


‘nto lectures and actual supervised laboratory practice | 


‘n the identification of gemstones. Upon completion of 
the work the student must pass examinations which re- 
uire a scientific knowledge of diamond grading and 
the ability to identify accurately anything resembling a 
cemstone whether it be genuine, synthetic, or imitation. 





Although many successful G.I.A. Correspondence | 


Course students have been elected by the American Gem 
Society for its annual title of Certified Gemologist, the 
establishment of a diploma for any and all jewelers who 
give long hours and months of study to mastering the 
science of gemology and allied subjects has long been 
urged. 

Such recommendation was also made by the first Board 
of Visitors who, upon invitation of the G.I.A. Board of 
Governors, spent time in Los Angeles last May familiar- 
izing themselves with the functions and accomplishments 
of the Institute and conferring with the Administrative 
Staff. At that time the group proposed that some usable 
recognition be given to graduates of the Institute. The 
Board was comprised of Dr. Sydney H. Ball; G. H. 
Niemeyer, Handy & Harman; George Engelhard, Na- 
tional Jeweler; and P. M. Fahrendorf, Jewelers Circular- 
Keystone. 


FORCEFUL PROGRAM CAN MAINTAIN VOLUME 


(From page 177) 


Sylvan pointed out that, at the present time, the store 
features mostly nationally advertised brands. “We find 
it practically impossible to sell an off-brand. Not only 
does a recognized brand have less sales resistance but 
also its almost “magic” name invariably gives the patron 
more satisfaction, and the profits are the same, some- 
times even more so,” he contended. 

The large amount of advertising used by Baranov’s 
has proven the actual worth of bringing merchandise to 
the consumer’s attention. 

“Then, too, there is a timeliness in presenting mer- 
chandise,” Sylvan averred. “For instance, we believe 
that holidays are important selling points for a jeweler 
to stress, so we merchandise them to the utmost, build- 
ing our advertising, window displays, and interior dis- 
plays around them—using the theme of the holiday in 
our radio advertisements.” He felt that during June 
sterling silver and diamonds should be promoted for 
wedding gifts or anniversary gifts, while the summer 
is an excellent time to promote portable radios. 

Not stopping with newspaper and radio advertising, 
however, Baranov’s also uses visual mediums, such as 
billboard signs and streetcar cards, as well as direct 
mail. Because the customer’s account is already estab- 
lished, direct mail has good potentialities. 

Promotions are also very important, Sylvan has 
found. 

“We recently went all out in promoting a seven-way 
bridge lamp, using a four-page ad in four colors. Re- 
sponse to this was so sensational that we sold 1000 
lamps in two days, and we finally had to stop taking 
orders,” he related. “For that reason, he continued, 
“we like to feature new items all the time, devoting at 
least one promotion to it. Usually such items prove to 
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be good traffic builders, and thus accomplish two pur- 
poses: they let our patrons know that we are progres- 
sive and they bring people into the store.” 


SALES FORCE USES SUGGESTIVE SELLING 


Although the store does not endorse any high-pressur- 
ing tactics, the salesforce is instructed to use suggested 
selling. This suggested selling is particularly applicable 
to the appliance section located in the downstairs sec- 
tion of the store, together with the silver, household. 
and gift sections. Oftentimes, a young couple purchas- 
ing a radio appreciates the salesperson’s helpful sug- 
gestions. 

The store makes the patron feel as though this jeweler 
is his friend. “We like to take real good care of people 
when they come in, said Nate Baranov, “whether they 
are purchasing a $1 pair of earrings or buying an ex- 
pensive diamond ring.” The credit manager is always 
willing to take time and help a patron balance his 
budget. The store’s motto, which is used in the adver- 
tisements, best expresses its policies: “The Jewelry 
Store That Confidence Built.” 

Another interesting section of the Baranov store is 
the costume jewelry department, where merchandise is 
showcased and displayed as attractively as the diamond 
rings or watches. Here the salesperson presents the jew- 
elry to the patron as he would an expensive jewel piece. 
Courtesy, too, is stressed, and Baranov’s has found that 
this policy has paid off heavily in building a large cos- 
tume jewelry business. 





With all three stores carrying a tight inventory cop. 
trol as well as being departmentalized, an item which, 
is net moving can be spotted instantly and is replaced 
with something else immediately. Rings and watches are 
kept on a perpetual inventory control, thus affording 
an easy and complete check on the stocks. 

Sylvan is of the opinion that jewelers can work oy 
tried and true methods of a department store, study 
them, and adapt them to a jewelry store. “Department. 
alization is a big factor in making the store run smooth. 
ly and efficiently and can also be responsible for , 
larger turnover,” he maintained. 

Gradually expanding over a period of years, the 
store recently was enlarged and remodelled, this time 
with a completely modern decor. The interior combines 
bleached walnut and natural walnut, with one section 
featuring a beautiful floral pattern. Showcases are set 
into walls, and jewelry is arranged in counter displays 
lo its best advantage. Chairs are comfortably uphol- 
stered for the patron’s convenience. 

The downstairs section is also modern in appearance, 
with island tables attractively arranged to display the 
merchandise. Here the patron is encouraged te browse, 
while the broad aisles permit an easy flow of traffic. 

Exterior window displays are important, also, and 
they always feature a sign with a theme. The back. 
ground in the display windows are changed every 9 
days, while one section of the windows has a different 
eye-catching display every day. 

San Diego has just begun to decentralize, and the 



























"A Gem of a Buy Every Time” 
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enterprising Baranovs sensed the importance of having 
their name in other sections near San Diego. So they 
opened two new stores in National City and North Park, 
which are outlying communities. These are operated in 
the exact same manner as the downtown store, although 
on a smaller scale. 
“There is still business to be had,” said Nate Bar- 
_anov, “but it is necessary for the jeweler to be progres- 
sive and offer the consumer merchandise with a reason. 
Then, if it is promoted in a legitimate manner, without 
recourse or sensationalism, the potential patron puts 
his trust in you with gratifying results.” 
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TAILORED TO MODERN JEWELRY SELLING 


(From page 179) 


Credit and managerial quarters, specially designed to 
give occupants or workers full view of the store, are 
along the right rear wall as the store is entered. In the 
far corner a heavily carpeted stairway ascends to the 
balcony floor which is bounded by half-inch plate glass 
paneling in aluminum framing. 

Flooring on the ground level is of a new product of 
rubber terrazzo that “flows” from the interior through 
the entrance and out onto the sidewalk to a depth of 
several feet along in front of the show windows. This 
the management explained, was done to obtain the 
psychological effect of customers feeling that they are 
“in the store” without their actually entering it. All- 








glass doors aid this effect and encourage leisurely 
shopping. 

The ceiling is acoustically treated to reduce traffic 
noises, pleasing to the customers who shop here and a 
help to sales personnel in getting across their sales talks. 

Watch sales and repair business have been increased 
through the installation of a watch department with 
sales displays of its own, as well as the most modern re- 
pair facilities in general. A utility feature also included 
is storage accommodations that include drawers designed 
to hold trays for watches, etc., in such a way that they 
can be removed at night and stored in the firm’s own 
basement vault. 

This vault, of course, was also “tailored” to accommo- 
date special trays from various departments. Still another 
custom-built facility is the safe in the credit department. 
with closed account cards in the lower half, open cards 
on top, and reference card storage at the top-rear of the 
installation. 

Credit counters were specially built to accommodate 
the cash registers at convenient working locations. Work 
areas along the counter top are illuminated with special 
fluorescent light installations, hidden along the inside 
edge, away from the customer. 

“Business as usual” was the procedure during the 
entire modernization program, which entailed consider- 
able cooperation among employes. About 20 additional 
feet of property were acquired before the program was 
undertaken, making possible the carefully integrated 
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departments. Appliance sales area was expanded on the 
store’s third floor, and it, and the thoroughly modern, 
comfortable optical department (under separate man- 
agement) are accessible by use of a small passenger and 
freight elevator from the first floor. 

For the record, this is but one of the three DeRoy 
stores in Pittsburgh, constituting one of the oldest re- 
tailing establishments in the area. (Other stores at 544 
Smithfield St., and 6111 Penn Ave., East Liberty.) 

About 100 employes make up the organization, many 
of whom have been on the DeRoy payroll for unusually 
long periods of time, attesting to skillful management 
and sound management-employee relationship. Morris 
Schmidt manages the new, or modernized, store, while 
company officials are: 

Al J. DeRoy, president; Norman J. DeRoy, vice presi- 
dent; Edwin K. DeRoy, treasurer, and Ralph L. DeRoy, 
secretary. 

Present firm head is a son of Joseph DeRoy, from 
whom the store name derives. Until about ten years 
ago, the firm’s growth continued steadily on a cash 
basis of retailing. Then a gigantic mail order business 
was entered into, and customers were garnered from 
all 48 states and even abroad. 

Much of this mail order business continues, but cur- 
rently DeRoy’s is launched on an installment buying 
campaign for gaining new customers and keeping the 
old, with a heavy advertising program designed to build 
this kind of trade. 
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OLD MINERS 


Through our secondhand sources, we are 
able to maintain stocks of Old Miners in 
a range of qualities, and in sizes up to 
half carats. You will also find us an excel- 
lent source for larger sizes in Old Miners, 
and for stones recut from Old Miners — 


all advantageously priced. 


Paul de Vries. inc. 


DIAMOND CUTTERS & IMPORTERS 
535 FIFTH AVENUE 
NEW YORK 17, N. Y. 


ANTIQUE JEWELRY RE-PURCHASED JEWELRY 


CHINA AND GLASS FOLLOW SILVER SALEs 
(From page 181) 


same day as the redesigned, remodeled, and redecorateg 
second floor gift shop. Announcement was made jn , 
full page ad in the Tribune on that morning, Picturing 
the various sections—the Accessory Shop (lamps and 
vases), Chinese Shop, Table Setting Shop, Men’s Shop 
(now discontinued), Bar and Supper Shop, and St. 
tionery, and Engraving Shop. In addition, 20 thousanq 
hand engraved invitations for the opening day were 
mailed out to store customers, and attractively designed 
cards of invitations, printed in grey and white were 
distributed to all first floor customers during the week 
of the opening. The day before the official opening wag 
marked by a cocktail party and prevue for the press, 


Crane’s paper only is carried in the Stationery De. 
partment, and the finest engraving furnished. Immedi- 
aiely after an engagement is announced, the bride-to-be 
receives an attractive packet of samples showing all the 
pioper forms for her “paper trousseau”—wedding an. 
nouncements, invitations, reception cards, etc. This little 
promotion alone has proved responsible for a substantial 
percentage of orders. 


All the thinking in back of the 1948 China and Glass 
Department is utterly different from that inspiring the 
department of 20 years ago. Its merchandise at that 
time ran toward rare and costly collector’s items—such 
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things as service plates at $1200, for instance. Today 
the watchword is “service,” the aim, to fill a need in the 


life of the times. 


WELL-PLANNED DISPLAYS ADD DIGNITY 
(From page 183) 


They feel that a community jewelry store, having less 
trafic past its windows, must attract everyone who goes 
by. If the window displays of a downtown jeweler attract 
one out of ten, his displays are effective. 

“The people who go by our store are community people. 
And we must appeal to them as community people. So 
many jewelry windows are stagnant. They glitter and 
shine; they are stocked with merchandise—but they do 
not attract. On the other hand, ‘stocked’ window display 
always looks the same. You can rearrange the items, but 
it leaves the same impression. It’s stagnant. Persons who 
see a stocked window once will hardly bother to look at 
it the second time. In fact, they probably will not notice 
it. Furthermore, a stocked window does not allow the 
effective promotion of individual items.” 

Buchkosky-Wikstrom’s windows are designed and exe- 
cuted by C. A. Abrahamson, a Minneapolis industrial 
designer with a flair for creating distinctive displays. 

Mr. Abrahamson was originally retained by the part- 
ners to design the interior of their store. Since the open- 
ing, he has been handling the window display problem 
for the firm. 


The windows are completely done over every three 


or four weeks. The ideas are planned several months in 
advance and are designed to be in tune with the season. 

“There was a time when the idea persisted that jewelry 
could be sold only two months out of the year—during 
the Christmas buying season,” Mr. Abrahamson said. 
“That was a wrong idea. It’s a twelve-month job. There 
are many special occasions when jewelry can be pro- 
moted: Mothers’ Day, Fathers’ Day, Valentines’ Day, 
and before June graduations, for example. 

“We’ve found that one of the best—and most effective 
—ways is to have the window tell a story. We put in one 
window with a clock which ran on energy supplied only 
by changes in atmospheric temperatures. A card in the 
display told the whole story. The rest of the window space 
was devoted to displaying watches and clocks. It created 
a lot of interest and sold watches and clocks, too! 

Any jeweler can accomplish these same results, ac- 
cording to Mr. Abrahamson. The idea is the important 
thing. Some materials can be made, some can be bor- 
rowed, and many can be used over and over again in 
different combinations. 


NEW APPEARANCE THROUGH COLOR 


By merely changing colors, a window can take on 
an entirely new appearance. Inexpensive background 
materials are available in a wide assortment of colors. 
If a jeweler has a green floor covering for his window, 
for example, he can use it with different background 
colors for four or five windows. And each one will be 
different. The color scheme may be analogous, that is, 
light green or a darker green with the green floor 











ANNOUNCING .. . 


The New York Jewelry Trades School is the only 
jewelry school in the United States where young 
men may learn to make hand-made diamond jew- 
elry. This school, which excels the famous European 
Jewelry Apprentice Schools, will soon graduate men 
who have been intensively trained in every phase 
of hand work on platinum and gold jewelry. These 
graduates will be available for positions with vari- 
ous firms. 


The beauty of their work may be seen in the 
rings, cocktail jewelry, brooches, pendants and 
flexible watch bracelets which are on display here 
at the school. We use no casting or stamping 
machines. 

Why not visit us and see the men at work? See 





First Graduation 


The New YorK JEWELRY TRADES SCHOOL. 
on September 28, 1948 


THE NEW YORK JEWELRY TRADES SCHOOL, Inc. 


560 Melrose Avenue, Bronx 55, New York 
At 149th Street & 3rd Avenue, Telephone: MElrose 5-5759 


for yourself what they are creating by hand from 
raw material. You will, as have many ‘Old-timers”’, 
be amazed at the skill of these men. Come early 
and get the pick of our best students! Try their skill 
on your new designs and special orders. 


The New York Jewelry Trades School is 
also graduating watchmakers who have 
completed an equally intensive course in 
watch repairing. 


Out-of-town jewelers please contact us. Our 
students, most of whom are veterans, are willing to 
go anywhere in the country. 


School Hours 8:00 A.M. to 10:30 P.M. 
Open Saturdays A.M. 
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covering. Or, it could be complimentary; a delicate pink 
background or a dusty rose. A neutral color, white or 
ivory, for the background would make another new win- 
dow display of it. 

“Most important of all,” said Mr. Abrahamson, “Color 
should be changed often. Color attracts attention and 
holds interest. Changing colors means that your windows 
will continue to attract attention.” 

Mr. Abrahamson has that rare ability to make a 
window display look “rich” with a minimum expendi- 
ture for props and materials. By putting the accent on 
color arrangement and color harmony, he is able to 
create displays which attract and hold attention. Many 
of the materials and props are made by Mr. Abraham- 
son himself. The stars in the watch display were made 
by him. He also designed and made the plush covered 
heart forms for the Valentine window. 

“An important thing is to dramatize the merchan. 
dise,” he said. “Get the accent away from the props.” 

As an example, he referred to the props in the Valen- 
tine window. The plush-covered hearts carried out the 
theme, but the attention was drawn to the jewelry. 

These men feel that all displayed merchandise should 
be priced. Not with a tag hanging on it, but with a small 
dignified card. They believe that the effect of good 
window display is cumulative. A good impression made 
once, twice, three times, will become an increasingly 
better impression. This is especially important to a com- 
munity jeweler. He must impress the people with his 
reliability and integrity. 

A jeweler’s profession is one of dignity and service to 








the community. His window displays should maintaiy 
that dignity. People think of jewelry as something fn, 
Jewels are treasures. Anything which tends to cheapen 
that idea is harmful to the jeweler. 

The community jeweler who has achieved dignity anq 
respect will find that people point to his store with pride 
proud they have a fine store to which they can come fo, 
service and advice. 


TIE-UP WINDOWS WITH PUBLICITY 
(From page 188) 
whom she doubtless knows well, get together about once 
each season and arrange a series of photographs. The 
newspaper takes the pictures, for which the store pays 
nothing, although they may pay the models. The princi. 
pal duty of the store is to loan their newest fashions, 
and your part will be to loan the jewelry. 

You will take it to the studio for the sitting and be 
responsible for it until its return to the store; but if the 
value is great, you may want a “rider” on your insur. 
ance policy. If you do not have sufficient large pieces 
on hand, it may be worth while to call some in on 
memorandum. To show up well in photographs, the 
jewelry needs to be sizable. 

Always furnish the fashion writer with a typed de- 
scription of each piece, telling her the cuts of the stone, 
the weight of any large diamonds, and explanation of any 
special features. She won’t use all this material in her 
story, but she likes to be informed. Make sure, in your 
understandings with the store girl and the newspaper 
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P recious S tones from FRANCE 


With the new, advantageous rate of the dollar, French lapidaries 
can once again, as before the war, supply genuine rubies, 


sapphires and emeralds, cut for your individual requirements. 


We specialize in small, square, round and oval stones — anything 


up to one carat -— almost anything in larger sizes. 


Merchandise delivered to your office on approval. 


MOLFESSI & CO. 


44 rue Lafayette, Paris 9eme, France 
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virl, that your jewelry exclusively is to be featured in | 
r 9 


the photographs, and don’t mix precious and costume 
jewelry. Diamonds give distinction and elegance to a 
fashion page and the editor will probably be glad to 
use your name. 

When the pictures are taken, ask the editor to have 
an extra set of prints made up for you. Mount or place 
them in frames and arrange in the window with the 
same jewelry. At least display as much of the same 
jewelry as you have on hand when the pictures appear 
in the paper. Include a credit card reading something 
like this: “Our new fashions in diamond jewelry as 


shown in Sunday's Star-Blade with gowns by the Vogue | 


Shop.” Insert this window immediately on publication of 
the pictures in the paper but not an hour before! 

You have reaped two benefits: (1) your jewelry has 
been shown in the newspaper and your name mentioned; 
(2) the photographs have attracted attention in your 
window because no other jewelry has had such a display. 

Best times to propose a tie-in like this are for early 
fall with wedding dresses, pre-formal season with dinner 
and bridge and theatre gowns and at holiday time with 
dance and party clothes. Pictures are planned about four 
weeks in advance. 


New Manual Tells How to Sell Diamonds 
ESIGN FOR DIAMOND SELLING is the name of 
sales manual recently prepared and issued by J. 

Engel & Co., Inc., of Baltimore, Md. This organization, 
one of the oldest wholesalers in the country, introduced 
Princess Bonded Diamond Rings just about a year ago. 
The sales manual is in reality two textbooks, one intended 
for the jeweler and the other for his sales personnel. The 
former deals at some length with the problems of build- 
ing up a diamond business and gives a number of prac- 
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tical sales tips on sales strategy, arrangement of a dia- 
mond department and merchandising ideas. The second | 





Leon Engel, left, head of J. Engel & Co., Baltimore, Md.., 
presents P. M. Fahrendorf, president of THE JEWELERS' 
CIRCULAR-KEYSTONE, one of first copies of new diamond 


selling manual. 
manual directed to the store’s sales people is written in 
a pleasant and readable style with amusing cartoons. It 
is called “Selling is Easy When You Know How”. This 
presentation goes on to tell how and gives a number of 
interesting and workable suggestions on how to keep a 
customer interested and close the sale. 


In discussing his company’s publication. Leon Engel 
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_ _ “The Talk of the Trade” 
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said, “What we have done, I’m sure, will have benefits vielded helpful data on technique and methods, 
far beyond our own product. We have gone back to the 
job of encouraging jewelers to revive the selling art that 
suffered so badly during the war years. Today, the cus- 
tomer cannot be confronted with a “take it or leave it” 























VARIETIES OF QUARTZ 
(From page 192) 








attitude, because he or she will definitely leave it and go 2) with patterns in variegated brown they often presen; 
to some other store to make the purchase. We felt that interesting pictures. 
we had a two-fold job. First, to make sure that our Two of the varieties of jasper have been of some gem 
customers understood and made full use of our ideas. importance. One is petrified wood, (Fig. 3) found at 
We wanted to get across the idea that the sale of an many western localities but best known as the colorfy| 
engagement ring would start a whole chain reaction of logs unearthed in Arizona at the Petrified Forest. Now 
other sales that the customer would influence. I really protected from collection by designation as a National 
believe that our sales manuals will do a lot for jewelers Monument, none the less there is still much of this ma. 
in more directions than just diamond sales.” terial still on the market, both from old collections and 
An interesting and new device is being tested to insure picked up outside the boundaries of the monument, go 
proper readership of these manuals. After the reader that petrified wood jewelry is a common product of the 
bas concluded his study, a postcard with ten questions West. Lesser forests yield fossil wood that is more inter. 
follows the text. These questions are fairly easy, but esting from a geological standpoint, because we find pre. 
the text must be read to answer them. By sending this served in greater detail the original texture and graining 
postcard in to Engel’s advertising agency for judging, of the wood, and indeed, in some, what may well have 
the student can earn himself a reward of one crisp new been its color in life. For sheer beauty, however, nothing 
dollar bill as a reward for his effort. Thus far the num- in jasper can equal the rainbow of the Arizona wood. 
ber of dollar bills mailed out by the Newhoff Advertising In origin, the petrified wood is typical of the jaspers; 
Agency indicates a lively interest in learning more about replacement, molecule by molecule by silica of the pre. 
diamond selling techniques. viously existing wood fiber. The process was so perfect 
It is interesting to note that the chief source of much and so slow that every structure and every cell of the 
of this material is the JEWELER’s CIRCULAR-KEYSTONE. original material has been preserved; some indeed have 
Its surveys on weddings and the resultant sales of jewelry claimed that upon solution of the silica in hydrofluoric 
have been quoted freely. In addition, a study of diamond acid some of the original cellulose structure of the wood 
selling methods by a number of successful retailers has been left behind, preserving in three dimensions some 
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Platinum Watch —- 
of Chistinction 


First on the list of fine jewelers seeking exclu- 
sively styled Platinum watch cases and attachments. 


Qrank Levine & Ca. Juc. 


48 West 48th Street New York 19, N. Y. 
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of the original wood, with the mineral molecules re- 
moved. Scientists have long speculated upon the condi- 
tions required for this sort of substitution; it seems clear 
that there must have been a rapid burial and sealing of 
the wood from ordinary decomposition in the air, so that 
the mineral replacement could start before the fiber began 





Fig. 3. Petrified wood, with jasper preserving the original 

texture of the wood clearly visible in many areas. This color- 

ful material has been widely used in the West for jewelry 
stones. 





to break down. A similar process of replacement of 
ordinary rock structures, sedimentary or igneous but 
usually the former, is responsible for most jaspers, hence, 
we find them to be far less pure in silica alone and far 


more intensely pigmented than the micro-crystalline silica 
of the open spaces, the agate and the chalcedonies. 


Another fine-grained, light colored and impure quartz 
is the stone used in Germany in the production of the 
dyed so-called “Swiss-lapis.” This material is light red, 
and is generally called a jasper by the writers of gem 
texts; however, if it were found in the Mid-west there 
is no doubt that there it would be called chert. It has 
all the characteristics of that substance, including its light 
color, dull luster on a broken surface, and most impor- 
tant of all, shows small portions, filled with clear trans- 
parent crystals of more coarsely crystallized quartz. The 
opaque material readily takes a blue dye, which needs to 
penetrate but a short distance, but the small spots of 
clear crystals are left uncolored, sure signs for the ex- 
pert of the spurious nature of the stone. All “Swiss lapis” 
comes from this one locality, hence, there is no danger, 
at least at present, of a failure to recognize it. Unfortun- 
ately, there is a fairly rapid fading of the color. “Swiss 
lapis” should not be exposed for long periods to the 
bright daylight of show windows. Nor should pieces of 
rough be purchased with the intention of fashioning them 
into stones, as in a case the writer once saw, for the 
color is but skin deep, and the dyeing must take place just 
before the final polishing. 


With these varieties we close the series on the jewelry 
forms of the common mineral quartz, a mineral which 
undoubtedly stands high in commercial importance 
among the jewels of commerce even though the individual 
stones are the least expensive of our entire list. Sheer 
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THIS LINE WILL SHOW YOU 


Spur your ring 
sales into new 
activity and new 
profits. Ask your 
wholesaler to show 
you new ACME line 
of originals... 
they’ve got what 
it takes! 


ACME RING 


FAFG. CO. OF NEWARK, N. J. 





Manufacturers of 10 and 14 Karat Gold Rings 
Sold Through Wholesale Distributors 


Trade Mark 























volume gives the quartz jewelry stones a significance fa, 
out of proportion to their modest beauty and their mino; 
value. Rare they may noi be, but they are attractive ang 
durable and suitable for almost any use. We will prob. 
ably continue to see more quartz in finger rings, in 
plaque-like brooches or in bookends and table tops than 
any other natural substance. Values can never be high 
for all the forms are too abundant and only a local mad. 
ness can give even the most convincing of the moss agates 
more than a nominal worth when stones are considered 
in their proper perspective. Locally, the interest in prod. 
ucts of some special California or Oregon bed or beach 
in which one has some special interest may justify g 
higher worth than that which all the rest of the World 


would accord the stone. 


CONSISTENT ADS BUILD CONFIDENCE 
(From page 196) 


set up and reflecting the most modern trends in layout. 
Mr. Silver formerly owned the Cortland jewelry store 
in Minneapolis, which he later sold. 

The policy of consistent advertising, keeping the name 
of the firm before the public in a series of promotions, 
dramatically presented, balanced with a percentage of 
institutional advertisements, is bringing fast turnover 
of merchandise. The momentum brought about by con. 
tinual newspaper advertising makes the store function 
twelve months of the year on a steady year-round basis, 
instead of having the largest volume centered around 
holiday and seasonal purchase. | 

The business developed by this physically small store 
necessitates the full time of nine persons. Strong mer- 
chandising based on good values and sound reputation 
plus heavy advertising is paying off. Tell and sell is 
heing proved daily at Silver’s. 


DIAMONDS SHOWN AT "WEDDING RECEPTION" 
(From page 204) 


hence. Most of these women are fashion reporters or 
women’s page editors of large daily newspapers. Some 
report fashion on the radio. In July just past, about one 
hundred sixty of them converged on New York from 
forty states, Canada and Hawaii. They looked at dresses, 
suits, coats, for seven solid days, eight hours a day: re- 
turned at night to see evening gowns and furs. At the 
cocktail hour, extra showings of shoes, bags, hats, gloves 
and lingerie were staged for them. Many filed complete 
stories with their newspapers each day. 






“WEDDING OF DIAMONDS AND DESIGN” 


More than two hundred of the press, including syndi- 
cate and magazine writers as well as the newspaper 
fashion editors, saw an exhibit of Cartier diamond 
jewelry at Hampshire House on July 21. The showing 
was staged like a wedding reception, the models in the 
“bridal party” being dressed by Valentina, one of the 
most distinguished high-fashion designers in America. 
Mme. Valentina had created the gowns specially for the 
diamond jewelry which was worn with them. She planned 
her designs to show how clothes and jewelry should com- 
plement each other. Her gowns revealed the full beauty 


THE JEWELERS’ CIRCULAR-KEYSTONE 

























































of the gems from the modest pieces of the “bridesmaid ” 
to the superb diamonds worn by the “bride’s mother.” 
In turn, the diamonds became an integral part of each 
lovely gown. 

As the “bridal party” mingled with the guests, the 
fashion writers got a good look at the design and detail 
of the diamond jewelry worn by the models. In the 
-maller rooms of The Cottage, additional diamond pieces 
from Cartier were displayed in the manner of gifts at a 
wedding. A special feature was made of pieces of modest 
cost—items that were jotted down in note-books by many 
of the writers. The display actually ran the scale from a 
$94 diamond charm to the priceless Russian nuptial 
crown. 

To complete the wedding reception idea. a 40-pound 
wedding cake was cut, and as the bride left the party, 
she took off and tossed her lucky blue garter—as all 
brides did until Victorian times decreed that the bouquet 
be tossed instead. The garter held an engagement ring 
charm containing a one-point diamond in the traditional, 
sold prong setting. made to scale by Mr. Felix, the 
charm designer. 


DIAMOND NEWS FOR FASHION WRITERS 


Mme. Valentina made fashion news by the gowns she 
created for the Cartier jewelry. In the manner of a court 
dressmaker working with the court jeweler to achieve a 
pageant with the wedding party, she backed the diamonds 
by rich velvets. In some cases, the jewelry was actually 
sewn to the cloth. The pastel gown for the mother of the 
bride had a round, flat, crimson velvet collar cut to shape 
for the diamond necklace of brilliants, emerald-cuts and 








baguettes worn over it. The bridal gown in silver lamé 
had a Madonna Blue velvet yoke-collar and coronet. 
Over this velvet was worn lacy, open, diamond and plati- 
num jewelry. 

Trends shown in the design of jewelry were towards 
silhouette. Outlines, edges and contours told the story. 
There were fewer solid masses, such as leaves and 
flowers pavé with small stones. That form of jewelry was 
heavy for sheer fabrics. The new design consists of deli- 
cate tracery, openwork, interlaced and intertwined effects. 


HE BUILDS ANOTHER $500 STORE; 
(From page 208) 
to the right of the single door entrance, is 3’ x 6’, and 
two side windows run 3’ x 4 each. The overall decorat- 
ing motif centers on colonial features, with the inclusion 
of the modern shadow-box idea, so nicely exploited in 
the first store Chojnacki built. 

In fact, shadow-boxes make the Chojnacki stores. In 
Edinboro, along both walls, he built false walls about 
eight feet high and a foot or so deep. The left wall has 
two natural boxes at the window, and required one shal- 
lower box between the windows to balance up the side, 
the opposite wall having three shadow boxes. 

These false wall areas are painted pale green. The 
shadow-boxes are trimmed in white, 114 x 34-in. wooden 
strips, that have a colonial peaked top strip, and small 
bottom sills. Window shadow boxes have cream, wood 
sides, with rose colored sills, while shadow-boxes con- 
structed entirely of wallboard have rose interiors. 
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Of course the front window is larger, with the window 
sill or flooring, depending on how you look at it, 
angling slightly to conform with the angled corner loca- 
tion of the building. The same color scheme prevails in 
the front window, but the false wall fabrication had to 
be about twice as deep as the sections along store walls. 

To balance up the entire room, Chojnacki put another 
shadow-box at the rear, center, of the store, setting off 
too the watch “department,” some 5’ x 8’, bounded by 
one of the window shadow-boxes, and two plywood and 
wallboard work benches. Naturally every shadow-box 
has a central idea around which its display of mer- 
chandise hinges, and the shadow-box near the watch 
“department” is used to show electric wall clocks, or 
alarms. 

Large 250-watt bulbs, shielded from the eye near the 
ceiling of the shadow boxes and windows, give sufficient 
illumination at minimum expense. Two bulbs are used 
in the front window. While on lights, take notice of 
Chojnacki’s colonial motif in ceiling lights: He 
“splurged” a little here, to further his ideas, and bought 
three brass chandeliers, that hang about three feet from 
the ceiling and hold five shaded bulbs each. 

“They are stock lights,” admitted Chojnacki, “but 
don’t they fit in nicely with the overall colonial idea? 
They cost $13.50 each, but how can you lose when they 
give you just the right touch in atmosphere? 

“For the wallpaper above my false walls and so forth, 
I researched to find out that in colonial times, wall- 
papers were frequently imported creations, particularly 








in the better class homes. France, China and Holland 
contributed many styles in wallpapers used in early 
American homes. 

“So I ‘went and did likewise.’ I bought a Chinese 
pattern, at $3.50 a roll, but it’s worth it, because of the 
distinguished appearance it lends the store. Tan, brown 
green and white come out in this paper.” ; 

Chojnacki built showcases here, just as he did in the 
first store. They measure some 20 by 40 inches on top, 
are about 12 inches deep for displays, and four feet 
high from the floor. Birch plywood exteriors are given 
a walnut stain finish, and interiors are trimmed in white 
and grey. Ordinary bronze desk lamps sit on showcases 
for examination of jewelry, and case illumination. 

The floor is covered with brown and tan linoleum, laid 
to fit. Over the store entrance a simple glass panel, 
painted black, was installed. White-line lettering says 
“Chojnacki Jeweler.” Here the lack of ostentatious, bril- 
liant exterior signs or decorations is entirely in keeping 
with the central idea of the store, too. Colonial mer. 
chants knew nothing of neon tubing and flashing lights, 

“Jewelers everywhere would do good to look around 
in small communities,” declares Chojnacki. “Opportuni- 
ties for stores similar to mine must be plentiful.” 


LAYAWAY PLAN TAPS NEW GIFT MARKET 
(From page 212) 
This arouses a fresh interest . . . or keeps the old interest 
alive. It is painful for the customer to keep paying on 
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struction and substantial weight. 


Available in Opal, Amethyst, Topaz Quartz, 
Imitation Emerald, Synthetic Ruby and 


Synthetic Sapphire. 
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an item they may have lost interest in. And when they 
have lost interest, they will probably want their money 
back. 

“The customer expects you to take an interest in him 
(or her). After all, customers are more interested in 
themselves and their own welfare, than anything else. 
Subtle flattery is far more effective than trying to sell 
them something. 

“For this reason, when a customer makes it known 
they wish to avail themselves of the lay away plan, we 
take them into the office where arrangements are made 
in private. The customer will talk more freely and it is, 
with new customers, the opportunity to become ac- 
quainted—if the retailer conducts the transaction as if 
it were an informal visit. 


LAYAWAYS ALL EXTRA VOLUME 


“Our main business,” Mr. Adams explained, “is sel} 
ing larger diamonds. That is our reputation. Our lay 
away business is all extra volume for us and I do not 
wish to imply that the lay away trade is made up of 
down-at-the-heel individuals. It isn’t. Far from it. The 
younger generation knows nothing else but instalment 
buying in one form or another. That is the way they fur- 
nished their home, the house they live in was paid for 
on instalments and they were sold on the idea of en- 
joying the car they are driving while still paying for it. 

“T mention this,” Mr. Adams said, “for two reasons. 
It has a direct bearing on the retail jeweler’s buying 
and display schedule. In September, we must have our 


Christmas merchandise on hand, just as furriers must 
have next season’s coats on hand in May or June for 
the coming season. Our Christmas lay away promotion 
starts in September. But all-our promotion is done via 
newspaper and radio advertising. We keep our win- 
dows ‘open’ for transient items. Items that are, for the 
most part, unseasonable. 

“As a jeweler, with jewelry to sell, I am forced to 
comply with the customers’ buying habits . . . or sacri- 
fice their business. And with me, it is just extra volume 
‘hat I can see no way of getting with other methods.” 


—_—_ ——_—- _— 


CHRISTMAS CARDS BUILDS TRAFFIC 
(From page 216) 


tions by progressive jewelers. Its customers may call 
upon the Group for creative aid in every step. of Christ- 
mas Card Shop planning, merchandising, and promo- 
ting. ““Master plans”—especially designed for the Ameri- 
can Artists Group by Philip C. Johnson, Director or 
Architecture at the Museum of Modern Arts, are adapt- 
able to any store’s available space and individual re- 
quirements. Through personal consultation or working 
from information supplied by mail, the experienced mer- 
chandisers on the American Artists Group staff can judge 
what is the most satisfactory Christmas Card Shop or 
Gallery plan for each particular store, and recommend 
accordingly. Blueprints and specifications make these 
recommendations graphic and easy to follow. 

Samuel Golden, Director of the American Artists 








We manufacture gold filled, rolled gold plate and palladium 


filled in all ratios on composition, nickel, phosphor-bronze, 


nickel silver and other base metals and in sizes and — 


to suit your needs, 


Gold filled and nd rolled gold plate may be had in all colors. 


BAKER & €O., INC. 
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These specially imported items are noteworthy for 
their exquisite workmanship and superior quality. 


10-030. TRUNDLE-FOLD. 
Actually 2 billfolds in one. Secret 
pocket — 3 separate bill compartments. 

















10-316. MOROCCO BILLFOLD. 
Distinctively different. Has place for 
pencil—notepad—2 large roomy bill 
pockets—section for stamps and 
cards. Also in calf and pigskin. 


BUSINESSMAN’S CARD CASE. Fits vest 
pocket. Shows identification 
card. Compartment to hold 
business cards, stamps and small 
memos. 38-430 in Morocco. 
38-434 in Pigskin. 


f QUALITY 


\ F.0. MERZ & CO. 
104-6 N. 63rd St., PHILADELPHIA 39, PA. 
225 FIFTH AVE, NEW YORK 10,N._ Y. 


PARKER HOUSE, BOSTON 7, MASS 
2701 PONCE DE LEON BLVD., CORAL GABLES 34, FLA. 
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Finest Morocco; also in calfskin and pigskin. 
















Group, points out that only minor construction or j,. 
arrangement of existing fixtures is usually sufficien, 
Even when new display material is called for, it is of , 
nature making it simple to erect and remove, and ine. 
pensive to install. Furthermore it has been demonstrated 
that such fixtures save so much of the salespersons’ time 
and stimulate so much additional interest that they fre. 
quently more than pay for themselves, long before the 
end of the first season, through greater volume of busi. 
ness accomplished with more efficiency and at less cost. 


SERVICE FOR INDIVIDUAL PROBLEMS 


Each merchant, naturally, has his own special prob. 
lems and conditions and this makes the threefold service 
of the American Artists Group—in planning, designing, 
and promotion—particularly valuable. The practical ad- 
vice of specialists can make the difference between a dis. 
tinguished and profitable Christmas card operation and 
the uninspired, routine type of performance that will not 
stand out beyond that ofthe ordinary store in your city, 

The address of the American Artists Group is 106 
Seventh Avenue. New York 11, N. Y. 


THE AD-VISER 
(From page 218) 


convince the public that certain jewelry items are neces. 


sary to purchase, but also show them that his store is the 
place to buy in town. He must then, apportion some of 
his money for institutional advertising. In this way, he 
will build a reputation which eventually will be reflected 
in immediate sales. Consequently, both promotional and 
institutional advertising should be planned for the year. 


THEMES AND APPEALS 


Certain factors about the merchandise or the store 
should be determined in advance of producing the ad- 
vertising. A central theme should be chosen and main- 
tained throughout the campaign. This theme should re- 
flect the store’s policy, characteristics, etc. It is some- 
thing upon which to build your plan, something for long 
range identification by the public. Some excellent ex- 
amples of good appeals include the following: 


1. PRICE. Here is a popular appeal which can be 
used with good results. A low price is everlastingly popu- 
lar if “reason-why” copy is used. Always explain to the 
public how you can afford to sell at “such a low price”. 


2. QUALITY. Combined with low price, quality is 
even more appealing than when it stands alone. Nation- 
ally known products mentioned in the advertisements add 
to the feeling of quality. The public is becoming increas- 
ingly conscious of brand names and their association 
with quality. 

3. SELECTION. A large selection of merchandise will 


save a customer both time and effort. Always use adver- 


_tising to dramatize an abundance of items. 


4. CUSTOMER CONVENIENCES. Making it conven- 
ient to shop will increase the store’s popularity. Play up 
your credit and layaway plans, your courteous clerks, etc. 
It will build up your reputation for reliability. 

Hundreds of different appeals can be found. Once the 
right one is discovered, play it up consistently. It will 
help to build your sales in the present and your store 
in the future. 
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The Book Shelf 


Jewelry Repairing 


’ ractices. By Leslie L. Linick. Published by Henry 

gp oe pag Siemon 516 pages and index. Numerous illustrations, 

joommeinn and tables. Glossary of technical and common_ names; of 

chemicals and supplies and trade terms. Sent postpaid, in U.S.A. and 

Canada, $6.00, from Book Department, Jewelers’ Circular-Keystone, 
100 E. 42nd St., New York 17, New York. 





HIS book can be recommended for supplying an 

item that has been for a long time wanting, on the 
book shelf of the jewelry shop—a reliable up-to-date col- 
lection of descriptions of processes, equipment for them, 
formulas, addresses of sources of supplies, definitions, 
data-tables of gem materials, and other knowledge in 
categories useful to all who work in repairing or making 
jewelry. 

Until Dr. Linick’s book appeared there was hardly any 
choice for the practical jeweler’s reading, between books 
presuming too much on the readers’ professional knowl- 
edge of chemistry and metallurgy or, on the other hand, 
books of humbler pretension but lacking technical author- 
ity and literary ability on the part of their writers. 

This new book strikes the happy means between the 
two extremes mentioned. It is authoritative and, at the 
same time, written in language understandable by prac- 
tical workmen. Not only does it include the traditional 
craft knowledge, but brings this up to date in such newer 
matters as centrifugal casting. electroplating in chrom- 
ium, cadmium, palladium, platinum, rhodium, and alum- 








ee 





inum; electric soldering, flexible-shaft tool work, hard- 
ness-testing, high-frequency melting and soldering, oxy- 
gen-gas melting, etc. Refining precious metals is explained 
in a way practicable for use in the small shops. 


All through the book, the selection and handling of 
tools and equipment is amply explained in connection 
with descriptions of processes and formulas involving 
their use. All in all, this is a valuable and most timely 
book for the repairing or manufacturing jeweler who 
works in the kind of shop usually connected with jewelry 
stores, small or large. 


TWO WINDOWS FOR THE COMING MONTH 
(From page 173) 


and alternating the squares over the floor area. Simple 
wood frames may be used for the pictures, or they too 
can be fabric covered. 


Autumn fashion colors are rich and beautiful and 
should be used lavishly in both these displays. The 
silhouettes should be preferably in a dark color (unless 
the background is very dark) but do not need to be 
black; wine red, forest green, deep purple, rusty brown 
or similar tones would be better. The checkerboard floor 
requires sharp contrast to light and dark tones, but 
otherwise almost any color scheme would do. One set 
of squares might be all of one color with the other set 
in an assortment of colors. The background should 
match the strongest or most predominating tone of the 
Hoor-—elevations matching the lighter tone. 
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Distinction is the straightest and surest approach to the 
attention and interest of those who set the example in 


fine living, in buying. Proudly present the charm and 


dignity of Herschede Chiming Floor Clocks. Deep-toned 
chimes, exquisite designs, pendulum and weights; every 
feature is true to aristocratic traditions. Your request 
will bring a catalog showing the models that will bring 
the most influential customers to your store. 


THE HERSCHEDE HALL CLOCK CO., CINCINNATI 6, OHIO 
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S. NATHAN & CO., INC. 


Stone Headquarters since 190) 
Precious, semi-precious, synthetic 


VICTORIA PEARL CO., LTD. 


The finest name in Pearls | 
Simulated, Cultured and START-O-PEARL! Orientals 


NATHAN LAPIDARIES, INC. 


AComplete and Experienced 
Lapidary Service 


550 FIFTH AVENUE 
NEW YORK 19, N. Y. 




















































Traditional Trilsch 


craftsmanship consistently “#22: 







promotes the sale of fine 





jewelry. Creators of boxes 





for manufacturers, 







wholesalers and retailers is sites 
se Sea 
since 1888. PROMPT “ @ ee igo 






DELIVERY. @ 
















SEND FOR 
COMPLETE CATALOG 





’ ‘ 4 | | ) Y y 
QSCAR TRILSCH COMPAN) 
AVENUE, WHITESTONE, N. Y.. TELEPHONE FL 9 7 
I OFFIC } FIFTH AVENUE. ! re SS ‘& oy be EG eS ‘. 
| Angceies, Cal: A. J icko " 
yr. Mullen ¢ yh \{ 








THE DIAMOND INDUSTRY IN 1947 
(From page 202) 


tinued to show a slight increase. Total production to the end of 
1947 has been 12,,881,097.62 carats. 


Recent operating results follow: 


Cubic Carats Net Dividend 
Year Meters Produced Profits per Share 
1940 974,925 784,271 £142,523 Is, 214d, 
1941 961,394 786,978 145,678 7% escudos 
1942 971,766 791,853 183,716 10 «“ 
1943 966,466 794,990 212,203 12 “3 
1944 994,944 799,120 249,010 12 “ 4 
1945 1,017,945 803,887 30,458,302+ 12 “9 
1946 1,059,173 806,961 36,870,521+ 12 “% 
1947 1,121,630 Ss, ee 


*10.32 escudos after Portuguese taxes. + Escudos. 


SOUTH-WEST AFRICA 


The Administrator of the mandated area recently reported the 
value of diamond exports in recent years as follows: 


I avelationnsiesussic Listen £ 816,331 
 irediisegesnsinntieaiieatedtce 721,698 
Ne Asbsenstedencilancduianle 918,909 
Ee re ee 1,195,773 


The government of the Union of South Africa, however, reports 
diamond exports from South-West Africa for the two years 1945 
and 1946 as follows: 


Value 
Year Carats Value per Carat 
a ee 152,629 £1,277,980 167s. 5d. 
I sstesinscosincenilincees 165,150 1,694,500 205 2.5 


These figures differ slightly from those used in the production 
table, these being exports rather than production. 

Since 1946 prospecting increased, as more motor cars were avail- 
able and prices of rough were better. 

In 1947 the Consolidated Diamond Mines produced 170,744.75 
carats (163,611 carats in 1946), worth per carat 231s. 6d., or a to- 
tal of £1,976,279, and outside producers 9,994.25 carats, worth 56s. 
2d. a carat, a total of £28,077. The mandated areas total produc- 
tion for 1947 was 180,739 carats, worth £2,004,356. 

The Consolidated Diamond Mines of South-West Africa is by 
far the largest producer.- The O’Kiep Copper Co., Ltd., states in 
its prospectus that diamonds occur near its holdings, but that the 
present policy of the Union Government is opposed to their ex- 
ploitation. 

Area G was the principal producer (124,545 carats from 183,551 
cubic meters or 0.678 carats per meter). Output at Bogensfels con- 
tinued to fall and prospecting there is being pushed. Elizabeth 
Bay’s production was also disappointing and development con- 
tinued after operations ceased. Increased cost of supplies and 
larger living costs allowances, together with the partial abandon- 
ment of the Northern Areas’ operations raised costs per carat to 
£1.891 from £1.509 in 1946. 


TANGANYIKA TERRITORY 


For the time being at least, Tanganyika is one of the important 
diamondfields of the world, thanks to the excellent quality of its 
average product. Only 20 per cent of the production is industrial. 
In 1947 diamonds were the second among the colony’s exports. 

To December 31, 1947, total production has been some 610,634 
carats, worth £3,258,377. 

Government figures indicate that in 1947 92,229 carats were ex- 
ported, worth £629,588-17-6 (136.52 shillings per carat). Com- 
pared to 1946 exports, those of 1947 were 78.5 per cent as to weight 
and 64.1 per cent as to volume. 

The diamonds come mainly from the Williamson mine and other 
mines at Mwadui, 17 miles north of Shinyanfia (90 miles south of 
Lake Victoria Nyanza) and from several unimportant points else- 
where. The Williamson mine has been a fertile source of revenue 
to the colony. It pays 15 per cent royalty to the colony (almost 
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£150,000 in 1946) ; further, a tax of 12s6d. per pound of profit, and 
it has also not only purchased supplies locally, but has financed 
several other mining enterprises from its profits. His confreres ap- 
parently had felt that Williamson was wasting his time at Mwadui, 
but dogged determination on his part proved that he was right and 
they were wrong. 

Last year details were given as to the methods of working. 

The government publication shows the following operating de- 


tails for 1945: 


Value of 
Gravel Diamonds Diamonds Exports by 
Treated Produced Exported Crown 
(loads) (carats) (carats) Valuer 
Alamasi Limited .. 43,862 18,333.17 19,199.75 £116,940. 5.6 
Stanley-White, J.H. 2,942 421.15 434.75 7,323. 0.7 
Williamson 
Diamonds ..........-. 214,000 100,384.31 95,985.65  514,119.13.4 
GOLD COAST 


As of March 31, 1945, Dr. N. R. Junner estimated the colony’s 
all-time production as 19,644,301 carats. In the two years inter- 
vening, it has increased to some 21,197,000 carats. 

Since April 1, 1946, the export duty on rough has been reduced 
to 6%4 per cent ad valorem. 

It is stated that for the year ending March 31, 1946, 29 non-Eu- 
ropean and 2,926 Africans were employed in the diamond industry 
and during the year 422,753 cubic yards were treated. Besides 
“Casts” and the West African Diamond Syndicate Limited, Cayco 
(London) Limited and the Holland Syndicate operated. In addi- 
tion, the natives of the Bonsa River district continued to operate 
and in 1945-6 accounted for 68,250 carats of the exports, or almost 
nine per cent of the total. 

In addition, to the African Selection Trust, other companies and 
the natives of the Bonsa River produced the following carats of 


diamonds: 


BI duisihere-tenseinnsbsecsalistaancaa 220,069.10 
i patintinancsipaiisihint 152,302.00 
EE, kcintcniniioaniebanahiiie 238,825.00 


CONSOLIDATED AFRICAN SELECTION TRUST ("CASTS") 


With the war over, the company has recruited its personnel up 
to practically the equivalent of its prewar staff and is modernizing 
its war-torn plants. Much development is being done. During 
the war, for security reasons, some rich patches were worked out 
but from 1945 on, production has come from gravel of average 
grade. The stones are small and about 70 per cent are industrial. 
Notwithstanding the higher prices received for the latter for the 
past year, a major part of the revenue probably comes from gem 
stones. 

Production for the past eight years has been as follows: 


Year Carats 

ee 915,299 
i kinssinivihanssceiensititanssaishdlinait 686,697 
es 754,771 
nee 684,222 
ais cncsttslicinadieaisaeadell 772,090 
ee eee 635,759 
1945........ ER ee Oe 506,499 
1946......... i acelin 500,894 
1947 Est. ........ ve eee ..... 910,000 


WEST AFRICAN DIAMOND SYNDICATE LTD. {GOLD COAST) 


The author is informed by the company’s secretary, Mr. Hubert 
S. Parnum, that he was in error in last year’s review when he 
stated that “the last field closed on August 25, 1946,” and that 
the plant at headquarters has been and still is (as of November 
17, 1947) in continuous commission, producing rough diamonds 
monthly. 

The company reports a net profit of £1359 for the year ended 
March 31, 1947, the debit balance brought forward being reduced 
to £30,489. The management is looking for the new capital 
needed to increase its operations. 


FRENCH AFRICA 


As ef December 2, 1946, diamonds produced in French West 
Africa were exempt from export tax (Decree No. 3412). It is 
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Ruby Cushions 
Garnet Octagons 
Kunzite Ovals 
Alexandrite Antiques 
Blue Sapphire Rounds 
Rose Zircon Pear shapes 
Golden Sapphire Navettes 

W hite Sapphire Barrels 
Blue Spinel Shields 
Peridot Hexagons 
Aquamarine Triangles 
Zircon Fan shapes 
Erinite Ruby Rods 
Tourmaline 







GEM STONE DRILLING-———— 


Stones cut by Metropolitan reflect 
modern manufacturing methods 







that mean more profits for you. 
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GEM CORPORATION 


12 JOHN STREET * NEW YORK 7, N_Y. 
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stated that in 1947 the Diamond Corporation contracted for the 
disposal of the French Equatorial Africa production. 


BRAZIL 


Less news than usual came out of Brazil in 1947, and her 
production is more of a guess— if such a thing were possible — 
than usual. A new discovery was reported from the region of 
Mearim, State of Maranhao, northern Brazil. 

Matto Grosso and Minas Gerais are the principal producers 
assisted by Goiaz, Bahia, Parana, Maranhao and Piaui. 

The Serrinha (Minas Geraes) upland mine is said to have 
operated on a small scale. 

Brazil’s cutting industry, which boomed during the war, js 
now sick, and its decadence will not help production. 

The 1947 production, including 30,000 carats of carbonado, may 
have been 275,000 carats. 


VENEZUELA 


In 1947 the important and relatively old oil industry and the 
young iron ore industry stole the limelight from Venezuela’s 
diamond industry. 

Recent production follows. 

















Y ear Carats 

Eee 14,525.00 
194] 29,399.01 
1942 34,047.95 
1943....... 22,845.76 
I 22,037.07 
eer 12,769.00 
1946... .. 20,911.63 
ECR 61,634.45 


BRITISH GUIANA 
Recent production and exports follow. 


Production Exports 
Value Per Value Per 
Year Carats (BG$) Carat Carats (BG$) Carat 
1941 26,027 392,727 BG$15.09 29,258 - timaa 


1942 22,207 428,836 19.27 20,705 me 8 ~<a 
1943 18,272 404,359 22.13 16,761 a 
1944 _in.a. re 13,911 272,989 BG$19.63 
1945 15,442 es 17,251 513,677 29.78 
1946s na. Oe. | - die 30,958 _ . tee 
1947 24,669.45 es 26,535.5 n.a. 


AUSTRALIA 


Australia has many diamond occurrences, but its total diamond 
production from 1867 to 1939, inclusive, has been 235,398 carats 
worth £158,126, or 13s. 442d. per carat. The figures are doubtless 
underestimates. Practically all stones have been recovered as a by- 
product of gold or tin placers, Copeton, New South Wales, being 
the most prolific source. : 

The stones are used as gems or industrials locally but must be 
supplemented by imports, as Australia has a small industry setting 
industrial diamonds and at times cutting or reshaping gem stones. 


INDUSTRIAL DIAMONDS 


While for several years the industry had improved its use of 
industrial diamonds, it had announced no new uses. In 1947, 
however, an entirely new and important use for the diamond in 
overalls was discovered: the use of small crystals to replace 
Geiger-Muller counters. 

The United States, Great Britain and pre-war Germany were 
the principal users, with Russia, Japan and Australia less im- 
portant consumers. 

In 1947, as in 1946, the United States continued to import 
between 4,000,000 and 4,500,000 carats of industrial diamonds, 
worth $13,061,000 to $14,447,000. The price per carat for the two 
years, a little over $3.00, is comparable. Imports probably ap- 
proach consumption, although we export a few industrials and 
some dealers may over-buy. Other countries used much less. 

Before the war, Japan had 11 civilian diamond users besides 
Army and Navy plants. During the war peak, she used less than 
200,000 carats a year, and today about 110,000 carats. Reports 
have recently been put out by the British and American govern- 
ment agencies regarding wartime use of the industrial diamond 
in Germany. Her shortage was evidently desperate. Australia 
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a small but efficient industrial diamond industry which, dur- 
r, rendered the United Nations Trojan service. Russia, 
notwithstanding her claim of important diamond discoveries in 
the Urals, depended on imports from Great Britain and the United 
States during the war and not too long ago tried to buy industrials 


in this country. 


to su ply in 1947: 
rt The pat produced about 6,907,000 carats of industrials, 


of which 4,500,000 carats were crushing bort; . 

(2) Stocks of the Diamond Corporation, including the 7,250,000 
carats flown back to Europe from Canada in July, 1946; 

(3) Stocks of tools in the hands of American users, stones 
unsold owned by dealers in industrial diamonds and manufacturers, 
especially the wheel makers. Last year I underestimated these 
last three factors. 

The supply is still tight and in certain grades, short, and it is 
definitely inadequate for certain corporations to do as much 
experimental work as they might wish. 

Today the industry is probably increasing its stock slightly, 
but this stock should be used by all as a precious material to be 
utilized carefully and with maximum return from each carat. 
With users stocks small 1948 demand will presumably exceed 
that of 1947. 

Prices have not been changed since the rise immediately fol- 
lowing V-J Day. But prices of industrials are steadier than those 
of gem stones. When the demand for gem stones is a bit slack, 
as it was early in 1947, more marginal stones are sorted as in- 
dustrials, thus increasing the supply and tending to keep prices 
of industrials down. Industrials are generally bought only when 
needed for consumption. Further, some of today’s users are -saf- 
fering from Jack of dollars. At times, certain industrial users 
probably buy not only from Diamond Distributors (Sales) Ltd., 
but in the open market, thereby raising prices. In Europe at 
least, open market prices are about 50 per cent above those of 
Diamond Distributors (Sales). I might add that in Germany 
the prewar price of crushing bort was RM2 (about 70 cents) 
per carat; at the war’s end, as much as RM500 was paid. The 
Diamond Distributors sells lots, each containing fine industrials 
and crushing bort. 


has 
ing the wa 


STOCKPILING 


When President Truman signed the Thomas-May Strategic and 
Critical Materials Stockpiling Act, No. S.752 (now Public Law 
520, 79th Congress), industrial diamonds were one of the 17 
major strategic materials. At that time, all industrial diamonds 
then possessed by the various government agencies were trans- 
ferred to the stockpile, although the War Assets Administration 
is said for a time to have stupidly sold some diamond-set tools 
and, up to the recent past, some diamond impregnated wheels. 
In the trade, it is understood that additions have been made 
through dealers’ offerings. It is inferred, however, that the amount 
coralled is wholly inadequate, and the Harriman Mineral Re- 
sources Subcommittee hopes to receive, in return for aid granted 
under the Marshall Plan, $22,500,000 worth of industrial diamonds 
from South Africa and the Belgian Congo. 

Up to January 1, 1948, on all strategic materials, $3,610,000 had 
been spent and during 1948 purchases will be increased. Elmer 
W. Pehrson advocates an eventual total expenditure of three to 
six billions. Early in 1948, the press reported that an American 
mission was in London to arrange with The Diamond Corporation 
for a supply of industrial diamonds. 

Both the British and United States Governments, after the 
war, sent experts to Germany and, as a result, a number of valu- 
able reports have been published on the use of industrial diamonds 
in German industry. 


IMPORTS 


Imports of industrial diamonds into the United States from 
1940 to 1947 follow. 


Value 
Year Carats Value per Carat 
1940... 3,809,071 $11,026,536 $2.89 
1941... 6,882,248 14,908,809 2.17 
1942... | 11,203,704 22,057,577 1.97 
1943.00. «=~ 12,084,133 21,890,568 1.81 
1944... 12,614,507 22,894,244 1.81 
1945.......... 10,729,869 12,810,932 1.19 
1946.......... 4,625,282 14,297,536 3.09 
1947... 4,035,004 13,061,443 3.24 
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best-sellers 


, 
have wholly captured parent buy- 


Mason 


ing appeal. Perfectly crafted. for 
home or office use, these treasured 
keepsakes are bringing cherished 


memories to millions. 


Superlative in quality, distinctive in 
design and -popular in price, Mason 
Masterpieces are being featured 
prominently in most leading stores 


from coast to coast. 


SELL PARENTS THE BEST 


Mothers have their baby's shoes 
bronzed only once, and they natur- 
ally want the very best. Your store 
should give them the best at no 
extra cost. Millions of parents 
agree that Mason Bronzed Baby 
Shoes are the last word in perfect 
workmanship and design. 


NO INVESTMENT! NO STOCK! 


Nou just take orders from your 


sample display of Mason Master- 
pieces. No inventory needed. Make 
the most of your selling space. 
Reap big profits with this fast- 
selling line! 


START CHRISTMAS ORDERS 
ROLLING NOW! 

Parents’ thoughts of cherished 
keepsakes have made Mason Mas- 
terpieces the gift of gifts. Start 
early to cash in on this strong 
parent buying appeal. Mason Mas- 
terpieces can give you a banner 
Christmas business. 


Write for our full color circular 
describing the complete line of 
Mason Masterpieces. Free adver- 
tising and merchandising aids. 


Agencies still available in some 
cities. 





L. E. MASON CO. 


Boston 36, Mass. 
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NEew!NEW/NEW! 


"IW. 45th St.,N.Y.19, N.Y. U.S.A. ¢ LU 2-3260 


YOU will receive this month .. . 
I. Kassoy's new catalog containing 
the newest inventions, patented 
items and ideas for the diamond 
and jewelry trade. 


"The method of weighing diamonds 
faces a revolution!” See pages 8 
and 9. The new 1 carat, no weights, 
pocket balance, page 16. The new 
tweezer, guaranteed forever, page 
30. The new 10 x diamond loupe, 
finest and most perfect made; su- 
perior to any loupe in the world, 
page 39. The new diamond washing 


cup, page 35. The new parcel paper 


boxes, page 28. The new semi-auto- 
matic mechanical dop, page 48. The 
new diamond sieve sets, page 47. 
The new 1/3 ton gold balance, page 


6. The new MasterKraft Kases, 


finest quality showcases, store fix- 
tures, page 50 thru 58. Gemologists 
see page 3, 20 thru 25. | 
NOT JUST ANOTHER CATALOG... 
A REFERENCE MANUAL! 
KEEP IT HANDY. 





Makes No Compromise 
With Quality 





ANOTHER BEAUTIFUL 
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POWDER CASE 


. by leading fashion and beauty editors 


from the new powder case collection. 


WADSWORTH WATCH CASE CO., DAYTON, KY. 











PROMOTION INVITES FAMILY PARTICIPATION 
(From page 222) 

Another unique promotion which followed had models 
dressed in black evening gowns displaying new jewelry 
fashions in a window next to the main entrance of the 
store. This tall window was designed for showing hol. 


_ lowware and similar large items. The models alternated 


every ten minutes in modeling and discussing the items 
they were displaying. They were trained in their short 
discourses on the merchandise they displayed. A P.A. 
system carried their voices to the outside listeners while 
a sign in the front of the window said, “Living models 
featuring new jewelry fashions by Edwards.” Modeling 
was continuous from 11 A.M. until closing hours. 


Salesmen reported that this promotion helped to stimu. 
late and close the sales. For example, if a customer was 
considering a particular piece of jewelry, the salesman 
would call over the model and she would then display 
the item to its best advantage—as it would be worn. 


Every piece of displayed merchandise in the store js 
brightly lighted by recessed fluorescent and incandescent 
lights. Niches for special displays are attractively illumi- 
nated with concealed spots; showcases have “slimline” 
lamps or conventional fluorescents. 

Main floor of the store is devoted to the sale of watches, 
diamonds, costume jewelry and silverware—all the basic 
jewelry store items—contained in cases of light walnut. 
Shadow boxes are inset into the walls while the north- 
east diagonal wall of the room is mirrored to give the 
store additional width and depth. The floor is of terrazo 
done in square designs separated by brass stripping. 


The lower floor features the new appliance department 
in conjunction with the optical and luggage sections. Two 
optical fitting rooms, rest rooms, storage and shipping 
rooms are also located here. Private offices are in the 
upstairs balcony. 


Sidewalk Broadcast Pays Miami Jeweler 


A jeweler who keeps up with the times in fresh new 
promotional ideas is Albert Gross, owner of Albert's, 
Miami, Florida, who has found many benefits arising 
from a “Sidewalk Quiz” radio broadcast which origi- 


_ nates daily from the entrance way to the store. 


In his present location since late 1946, Mr. Gross 
studied and experimented with various forms of radio 
advertising before he hit upon the quiz variety which 


_has been used with much success by many other lines 


of business. In contracting for the quiz program, he had 


| two purposes in mind; first, to draw as many new people 





as possible to the Flagler Street location of the store, 
and second, to use the radio time as a means of ac- 
quainting Miamians with the exceedingly large variety 
of jewelry lines carried by the store. 


The program is entitled, “Quickie Quiz” and is broad- 
cast over Station WINZ, Miami, at 12:45 daily. This 
time was selected due to the usually large crowd of after- 
lunch shoppers on the street at this period of the day. 
according to Mr. Gross, The concept itself is enough and 
promoted by means of a banner swinging over the novel 
slanting windows of the jewelry store which is lettered 
in brilliant red letters “Quickie Quiz!—Win a $100 
Diamond—WINZ!” 
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Miami announcer, who broadcasts from a small plat- 
form on which is mounted a “Grab-Bag.” This is a 
colorfully decorated large-size carton which is filled 
with gifts from the store’s stock, including a $100 dia- 
mond ring. All of the gifts are wrapped in identically 
the same size and shape of packages, so that the person 


who reaches in has no means of knowing what he or 


she has selected. 


The right to select a prize from the “Grab-Bag” is | 


hased on an accurate answer to questions propounded 
by the announcer. Instead of sticking entirely to jewelry- 
store topics, the announcer asks whatever questions may 
come to his mind, such as, “How many wheels has a 


freight car ?”—‘‘What is the capitol of North Carolina?”, | 


etc. 


sidewalk broadcast are allowed to reach into the grab- 
bag and select a prize, which is then opened on the 


spot, and described to the radio audience. Participants — 


selected who do not answer the question correctly are 
rewarded with an engraved merchandise check, which is 


good for $5 on any $50 purchase in the store or $2.50 | 


on any $25 purchase. Since January 1, two $100 dia- 
mond rings have been given away along with wallets. 
compacts, sterling silver flatware, etc. 


SMALL DETAILS BIG FACTOR IN ADVERTISING 
(From page 224) 

Give your ads a personality by using a_ technique, 
border, or type style of dignity. Lift your copy from the 
rest by taking the same page position steadily. Tell 
readers what it is, what it does, and what it costs, in 
truthful, convincing language. Never exaggerate. 

The rough layouts shown here convey what can be 
done in two columns by six inches as to balance, clarity, 
and readable signs. Remember, frequent small ads will 
do more for you than sporadic splurges. Start Christmas 
copy in late October and November rather than fight for 
recognition and the December dollar from late shoppers. 


And don’t forget that anyone can buy goods but the 
more difficult task is to sell them—to turn them fast for 
a profit as well as to satisfy the ultimate purchaser to 
return to your store as a steady customer. 


Fashions From Hollywood 


Jo Stafford, singing star of radio and stage fame, 
wears an unusual scarf pin on her slate blue woolen 
dress. The fall frock, touched with scarlet red in the tie 
and cuff facing, is buttoned from the waistline to 
the pointed blue collar with shiny blue buttons, while the 
gently flared skirt features soft unpressed pleats. The 
scarf pin is worn on the tie of the dress and from a 
distance, it looks like an old-fashioned wide bar pin. 
Upon close observation, however, the unique pin is a 
musical staff of palladium with diamonds for notes. 


Irene Dunne’s first fall dress is in the new deep gray 
shade caled “elephant gray.” The dress features a molded 
bodice and a full graceful sweep for back interest on the 
skirt. An old-fashioned diamond bar brooch is worn on 
the rounded collar to brighten the ensemble, 
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The 15-minute broadcast is conducted by a popular | 








Those who answer questions correctly during the 




















DIST 


. Seeland Watches 

. Community Plate 

. 1847 Rogers Bros. 

. Wm. Rogers & Sons 
. Tudor Plate 
. Anchor Rogers Sterling 
. Poole Silver Plate 
. Farber Bros. Kromekraft 
. American Queen 
10. S. O. Bigney Co. 
= 11. Bliss Bros. 
12. Bugbee & Niles Co. 
a 13. Campus Men's Jewelry 
(i (14. Carl-Art, Inc. 
ES 15. Carmen Bracelets 

. 16. Dorson Jewelry 

17. Deltah Pearis 

18. Excell Mfg. Co. 

19. Finberg Mfg. Co. 

20. W. E. Hayward Co. 
21. trons & Russell Co. 
22. Iskin Jewelry 
23. Jacoby-Bender, Inc. 
24. Kestenman Bros. Mfg. Co. 

. Laguna Pearls 
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26. 
27. 
28. 
. R. F. Simmons Co. 

. Speidel Corp. 

. Louis Stern Co. 

. Van Dell Jewelry 

. Herschede Hall Clocks 

. Ingersoll Clocks & Watches 

. Ingraham Clocks & Watches 

. New Haven Clocks & Watches 
. Revere Hall and Chime Clocks 
. Telechron Electric Clocks 

. Westclox Clocks & Watches 

. Ronson Lighters, etc. 

. Hamilton-Beach Appliances 

. Manning-Bowman Appliances 

. Ekco Pressure Cookers 

. Parker Pens 

. Schick Shaver 

. Toastmaster Products 

. Silex Coffee Makers 

. Terry Wallets 

. Rival Appliances 

. Rolls Razors 


e TELECHRON 
AIRLUX ALARM 
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AMOUS LINE 


Marathon Co. 
Marvella Pearls 
Shiman Mfg. Co., Inc. 
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® DIAMONDS 


WARE 


A Complete Line of Stone Rings 


Aisenstein & Gordon Ine. 
Philadelphia 6, Pa. 


2.399 
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MASONIC 
EMBLEM RING 








$393.999.9.9.3.99.9995 
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Heavy-weight 14 karat gold ring 
with raised white emblem and blue 
enamel border. Set with fine qual- 
ity diamond. 

$90. keystone 

$42. without diamond 


WEFFERLING BERRY & Go. 


BA ROSE ST. NEWARK8,N.J. | &) 
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Designed for Customer Appeal 
PRICED FOR GREATER PROFiTs 


tives 


SYNTHETIC 
RUBY and 
SAPPHIRE 


The beauty and depth of genuine star sapphires 

and rubies have been caught and preserved 

in these synthetic stones. Made under a carefully 
controlled process, each stone takes painstaking work 
and skill. The result of hours of laboratory 
research, these synthetic gems have the kind of 
customer appeal which sells! 


The price is right and the quality is unsurpassable. 
Available in all standard ring sizes, prompt 
delivery. 


FREE BROCHURE MAILED UPON REQUEST 
POPULARLY PRICED FOR QUICK SALES 


Phone Digby 9-1523 Today 


i_as | 
C Yio Star CORP. 
12 John Street, N. Y. 7, N. Y. 
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PACKAGE IN DISTINCTIVE JEWELRY BOXES 


Luxurious, satin lined, spring hinged, fancy cases made of 
metal, covered with simulated leather or velvet. Also, beau- 
tifully styled boxes made of gleaming plastic. 


We will be pleased to serve you. Our packaging 
designer is always at your service for special problems. 


GENERAL CASE CO.., INC. 
WAPPINGERS FALLS, N. Y. 
N. Y. Office—!1150 Broadway—Murray Hill 6-4660 
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WATCH PARADE PROMOTION 
(From page 175) ~ 

with new ones. Impetus will be given the drive by 

featuring watches as gifts for an extended list of occa- 

sions; the proper method of selecting watches for one- 

self, or as a “personalized” gift for others; and the 

advantages of owning an extra or “spare” watch. 


Distribution to retailers, free of charge, of “The 1948 
Watch Parade” promotion idea book, aimed at sparking 
the jeweler’s own plans for participation in this first 
nation-wide retail jewelry promotion of watches and 
attachments, is now under way, according to A. E. 
Haase, Executive Director of the Jewelry Industry Coun- 
cil. Copies are still available on request from the Council, 
Mr. Haase said. 

In addition to the idea book the Council is also dis- 
tributing to retail jewelers—free of charge—for “The 
1948 Watch Parade” an easel-back window display 
card—size 8 by 10 inches, and eight window or in- 
store display cards each 3 by 5 inches. 

The window display card, printed in gold and black, 
on white stock, carries a picture of a 1898 hunting-case 
watch. It asks the passer-by “Is Your Watch Behind 
the Times IN STYLE?” It then tells him that “Watches 
were never more Beautiful” and invites him to come in 
and see the retail jewelers “1948 Watch Parade” for 
watches “for yourself and for gifts.” 


Of the eight smaller window or in-store display cards, 
six are printed in gold and black on white stock and 
carry varying illustrations and sales messages such as: 
“To Grace your Next Wedding Anniversary—a New 
Watch”... “To Mark any Achievement—a New Watch” 
... “Make it a long-remembered Birthday—With a 
Watch” ... “Thrill to a ‘Spare’ Watch—for Yourself” 
... “The Perfect Gift for Christmas—a New Watch” 
... “As an Endearing Engagement Present—a New 
Watch” The remaining two smaller display cards printed 
in black on white stock, carry only the Council’s official 


emblem for “The 1948 Watch Parade.” 


Twenty-eight pages long, the idea book, prepared by 
the Council’s Director of Promotions, John C. McMane- 
min, after numerous meetings with watch manufactur- 
ers and importers, watch attachment manufacturers and 
wholesale and retail jewelers, is jam packed with hard- 
hitting promotional ideas and dealer “helps” for retail- 
ers participating in the drive. 


Following a description of the promotion and the 
precedure for tying it in to the individual store, the 
book presents a “Parade of How-to-do-it Suggestions” 
which cover such specific points as the use of the dis- 
tinctively styled emblem of “The 1948 Watch Parade;” 
ways of emphasizing “style” to prospective purchasers 
of new, “spare” gift watches, and watch attachments; 
how to sell more watches and watch attachments to men 
and women; how most effectively to promote the specific 
advantages any retailer has to offer the watch-buying 
public. The promotion booklet also offers window dis- 
play and store ideas; newspaper advertising ideas—in- 
cluding a number of actual layout suggestions; radio 
and television promotion—including many examples of 
one minute and one-half minute local spot announce- 
ments; direct mail letter suggestions; local publicity 

(Please turn to page 257) 
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MERRILY THEY RING 
boi -14455 

AND EVERY RING IS 


PROFITABLE! 


e 


What's music to a retailer's 
ears? 


It's the profit theme—the bell- 
ringer on his cash register! 
And there's a line of men’s 
rings that makes that kind of 
music—profitable music. 


It's Benstock's originals 


designed for value, priced for 


yvolume-—profitable sales. 


Your wholesaler or jobber will 
be glad to give you the story 
of Benstock—-a new concept 
of product, policy, price—and 
profits! 


Let's make music together! 


- - the initial of a profitable friend 


: 


BENSTOCK 


=) RING MFG. CO. 


73 W. CHIPPEWA ST. 


INCORPORATED 





WA 7700 BUFFALO 2, N. Y. 
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Triple-strand pearl choker, front-clasped 
with a rhinestone rose which is duplicated 
in a clip, and pearl drop earrings give a 
bright accent to a strapless evening gown. 


Ropes of pearls in smoky gold and gunmetal 
bring a medieval accent to a simple black 
fall suit. Double strands of pearls form 
collar held in place by antique gold pin. 


Fall Fashions 
Lall For 


Jewelry Accents 


T’S good news for jewelers when increased importance 

is given to jewelry as a fashion accessory by the 
country’s leading stylists. Such was the case during a 
recent fashion preview of collection highlights from 
some of the country’s leading accessory designers given 
at the Hotel Pierre in New York during Press Week. 
This particular phase of this annual get-together of 
fashion editors from all parts of the country was de- 
voted especially to fall styles. Particular emphasis was 
placed upon the conversion of costumes from one type 
to another merely by the application of different acces- 
sories, of which jewelry played no small part. Actual 
demonstrations were made to show the same costume 
could be transformed from a casual into a tailored or 
dressy look according to the types and color of the 
accessories used. For example, a trio of identical green 
different jewelry, belts, scarves and gloves, each took 

(Please turn to page 257) 


Inspired by jewelry worn in days of Joan 
of Arc, this wide antique silver necklace 
by Coro alternates silver medallions and 
mounted cabachon jade with jade pendant. 
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THE ROMANTIC 


NEW PATTERN BY 


AMERICA’S LEADING SILVERSMITHS 


... from fabulous, historic Natchez, Mississippi, and from aristo- 


cratic, luxurious Melrose plantation ...came the inspiration for 


this new and lovely Gorham pattern... 


GORHAM MELROSE —- now intro- 
duced to meet the public demand 
for patterns of heavier than usual 
weight and of rich but uncluttered 
ornamentation. That trend was re- 
vealed through sales research as 
early as the late thirties, and by 
1942 it became insistent. Gorham 
then determined to create such a 
pattern, but the project necessarily 


was set aside during the war years. 


Inspiration for this new pattern 
derived from an authentic, historic 
source. In Natchez, Mississippi, 
were found architecture, decora- 
tion, and furnishings that survive 
today at Melrose plantation... and 
these served to authenticate a gay, 
lavish period, which in turn is ex- 
pressed in the elegance, warmth and 


rich weight of Gorham Melrose. 


But the creation of the design 
did not complete the project... 
consumer acceptance was checked 
and confirmed by repeated tests. 
Slight changes were made in the 
design from time to time as surveys 
indicated such changes enhanced 
its ready acceptance. Only when 
all questions bearing on consistent 
public acceptance were fully an- 
swered were the individual pieces 


designed. 


Thus, basic sales research, design 
research, and consumer acceptance 
surveys, all exhaustively studied, 
combine to assure new sales and 
vreater profits for Gorham dealers 
everywhere with Gorham Melrose 
...an authentic, ancestral American 
pattern in the highest traditions of 


Gorham craftsmanship. 





NATCHEZ...as ever, soars in beauty 
above the lazy Mississippi. As ever...the 
sideroads find shelter under hanging 
moss, silvered with a mist of 

memories. Rustling leaves still gossip of 
reels and cotillions...of scented notes 

on faint-blue stationery. As ever... 

the road turns and, crowning a slope, 
stands MELROSE plantation. Caught 

in its majestic lines is the Natchez 
spirit...the Natchez grace that inspired 


the new Gorham pattern—MELROSE. 


Etennnt, rich, gay, charming... 


MELROSE Is this Golden Age of America expressed by Gorham 
in the finest sterling silver. Flowing lines embody the grace 
of rosewood carving. Soft curves recapture the ease of plumped cushions... 
the exuberance of crinolines. Aristocratic columns suggested the shaft. 
In richness and perfection...simplicity and warmth...with the 


luxurious weight it has in your hand, MELROSE recalls the romance of 





the Natchez way of living... for America today. MELROSE is more 
than sterling...more than a pattern...itis a symbol 


of the American way of living. 


© The Gorham Company 


STERLING ®@®e 
America’s Leading Silversmiths 
om since 1831 


Write to The Gorham Company. WHC.109, Providence, R. 1., tor free folder giving 


prices and details of Gorham MELROSE Or see ut at your Gorham dealer's. 




















AN AUTHENTIC 
ANCESTRAL AMERICAN PATTERN 
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NEW AND DIFFERENT ... yes, but Gorham Melrose 
is a pattern exhaustively checked by sales and design 
research, by consumer survey. It is a pattern destined 
to rival the degree of popularity reached by a host of 
famed Gorham patterns... all produced with tradi- 
tional workmanship and skill to give each pattern a 
beauty that endures from generation to generation... 


to make Gorham the bulwark of your sales! 


MELROSE...meets the consumer demand for a_ heavier 
weight pattern, with the weight correctly dis- 
tributed on each piece, properly balanced, 


feels right! 


MELROSE...combines new design with greater utility in 


both place-setting and serving pieces! 


MELROSE...is a pattern highly appropriate with a wide 
variety of appointments, contrasting effectively 
with modern settings and harmonizing with 


traditional . . . appeals to all tastes! 


MELROSE... Witt SELL! 


fouhum 


AMERICA’S LEADING SILVERSMITHS SINCE 1831 





gabardine dresses were shown and, through the use of 
different jewelry, belts, scarves and gloves, each took 
on an entirely different personalized fashion mood. 

The career girl's nine-to-five dress proved equally 
adaptable- to playtime pursuits with a switch of acces- 
sories. A two-piece black faille dress looked smooth and 
capable with bronze and beige accessories, then went 
Victorian with a velvet cape, pearl dog-collar, rhinestone 
hack-tied suede belt and pink slace gloves. Another 
desk-to-date ensemble teamed grey scarf, belt, gloves 
with white pearls on a cocoa crepe dress for the office: 
then gleamed for after-hours with a pleated gold snake 
belt, a gold and topaz teardrop necklace by Coro, black 
suede short Igoves by Aris, gold-banded at the cuff. 

The period flavor of the new fashions were under- 
scored with accessories frankly borrowed from the 
Victorian, Medieval and Nineteenth Century eras. In 
the jewelry shown, all of which was by Coro, this fashion 
trend was evidenced in the Victorian collars of multiple 
strands of pearls which included several new shades: 
Joan of Arc-inspired silver “carcanet” chains interspersed 
with placques of lapis or jade; the opulence of the Gay 
Nineties seen in stone-drop necklaces, cabochon emeralds. 
amethysts and rubies; jeweled fobs, with room for four 
miniature photos; and scatter pins which allow many 
different variations in dramatizing “above-table” interest 
in today’s simplified bodice treatments. 





WATCH PARADE PROMOTION 


releases and ideas, as well as information on how to 
promote watch repair service. 

Included also are six opportunities for special promo- 
tions and a list of opportunities with suggestions for 
continuous all-year-round promotion of watches by the 
retailer. There is, in addition, a presentation of the 
Council’s promotion helps, available on order, and, a 
list of suppliers in the watch, watch case and watch at- 
tachment fields who are behind the campaign. 

Included in the helps offered retailers, at a price. in 
the promotion book for “The 1948 Watch Parade” is 
an envelope enclosure, or store give-away, measuring 
6144 by. 314 inches, on the importance of owning an 
extra or “spare” watch and on the importance of the 
proper care of watches. This leaflet was originally 
created and successfully used by the Retail Jewelers 
Research Group. Through the courtesy of that organiza- 
tion and at its suggestion, the Council decided to make 
it available to jewelers anywhere in large and small 
quantities with or without retail store imprint. The 
Council is suggesting to retail jewelers that they put 
this leaflet to work not only during “The 1948 Watch 
Parade” but also throughout the year. 

News of the availability of the promotion book, win- 
dow and in-store displays and other helps for the retail 
jeweler for this 1948 Watch Promotion is being brought 
to the attention of retail jewelers not only through the 
trade press and direct mail communications for the 
Council but also through the personal presentations of 
watch and watch attachment suppliers who are mem- 
bers of the Council. 


Plans for the watch promotion are patterned after 


the recent highly successful “1948 Silver Parade.” Cecil 
(Please turn to page 306) 
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Set in the 


Prices on 
request 


Tiny, patented lock-pin in wed- 
ding band swivels out, fits into 
slot in solitaire when rings are 
held at right angles. 


A gentile turn brings rings to- 
gether. Locking device is entirely 
invisible. Rings stay perfectly 
tined up always. 


Send for additional 


information. 


Please use our new 


address... 


THE NEWEST DEVELOPMENT 
IN QUALITY RING CONSTRUCTION... 
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The problem of shifting and 
twisting matched bridal ensem- 
bles is now a thing of the past 

. solved by the ingenious 
patented Feature-Lock. 


Tested and enthusiastically ap- 
proved by consumers and retail- 
ers alike, Feature-lLock is oa 
positive selling help ... the 
clincher that closes soles quickly! 


Feature-Lock mountings are all 
surpassingly beautiful in style, 
superbly crafted for popular 
price ranges. 


25 East Adams Street, Jacksonville 2, Fla. 


°* CALL © WRITE OR WIRE © 


Wholesale Jewelers Electrical Distributors 
25 E. Adams, Jacksonville 2, Fla. 
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WALLACE’S “THIRD DIMENSION BEAUTY” designs differ from all 
others you have ever seen. The imagination of a great designer, 
William S. Warren, translated the masterful technique of full- 
formed sculpture into the art of silvercrafting and produced designs 
of timeless appeal. Wallace Sterling. like sculpture, has “Third 


Dimension Beauty”... beauty in front, beauty in profile, beauty 


in back. 


ONLY IN WALLACE STERLING will you find this “Third Dimension 
Beauty”... this loveliness from every possible perspective. Wal- 
lace’s ““Third Dimension Beauty” designs include Grand Colonial, 


Stradivari, Sir Christopher, Grande Baroque and Rose Point. 





WALLINGFORD, CONNECTICUT 
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‘Sterling For AIF 
Is Main Theme of 
Silver Club Plan 





ICHAEL’S sterling silver club plan sale was de- 
a signed to make sterling available to every wage 
earner and thus profit by the demand created by war 
conditions and the need created by post-war conditions. 

There are eleven Michael stcres in Connecticut and 
Rhode Island. all embarked on this silver promotion 
campaign, which. Howard Michael explains, gave a little 
push to bring to the top a trend that has been climbing 
for years—and one that will be advantageous for every 
jeweler. Up till 1941 sterling was considered a luxury 
to be enjoyed only by the wealthy. Then came the war 
and the accompanying shortage of silver. The available 
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(Left) A. Freeman, 
Mrs. N. DeNaples and 
Charles Jack of the 
Michaels silverware 
department were kept 
busy during the time 
the sterling club was 
in operation. (Below) 
Specimen of the adver- 
tisements used by the 
Michaels firm to pro- 
mote the club event. 





Sterling Silver Club Sale! 


— now...Limited Time Only! Pay Nothing 
wn... Use your New Sterling Right Away! 
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y sterling rather than the silver plate 
had been using. At the same 
rage working man was creatly 
ve able to afford sterling for 


silver was put int 
which the working man 
time the income of the ave 
‘ncreased, so that many we 
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LUNI 


Lasliny Gord Vuasle 


From left to right: COLONIAL MANOR, ENGLISH SHELL, AMERICAN 
VICTORIAN, PENDANT-OF-FRUIT, WILLIAM & MARY and MODERN CLASSIC 
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Lunt’s Mopern Victortan. These three words have been almost 
magical in producing sales throughout the nation. Certainly one 
of today’s most popular patterns, MODERN VICTORIAN will re- 
ceive a generous share of our Fall advertising space. Full page 
ads are running this month in VOGUE, HARPER’S BAZAAR, 
and BRIDE’S. In October and November more ads featuring 
this pattern will appear in GOOD HOUSEKEEPING, MADE. 
MOISELLE, CHARM, and GLAMOUR. Lunt’s Fall Nationa! 
\dvertising Campaign will be the largest ever! 


Kiat- Sthorsmithi— 


GREENFIBLD «+ MASSACHUSETTS 





the first time in their lives. Simultaneously, more people 
were being married, and thus more new homes being 
outfitted with silver than ever before in the history of 
our country. Since. silver plated flatware was not as 
readily available new brides and new hope-chest builders 
obtained sterling for their first place settings. Now, and 
in the future, as they are able to add to their silverware, 
they will want sterling to match their original pieces. 
Therefore, jewelers are faced with the greatest demand 
for sterling ever created,“ says Mr. Michael. 


But on the other hand, every jeweler knows that the 
amount of money the average wage earner has to spend 
for such luxuries has been greatly reduced. Homemakers 
just can’t go out and buy the sterling they have come 
to desire. The answer to this problem, at least a tempo- 
rary answer, is the credit plan used in this sale. Like 
another New Haven dealer, Howard Michaels gives 


Exterior view of the Michaels store in New Haven, taken during 
the silver club event. Window displays, devoted exclusively to 
silverware, drew attention of large percentage of passers-by. 


full credit for the original idea to western jewelers. He 
inaugurated the sale immediately after his return from 
a tour including several western states where he noticed 
this sale was going over tremendously. Reasoning, “If a 
girl buys one place setting of sterling she'll buy twelve 
before she’s many years older,” he designed the sale to 
appeal to those with slim purses who were buying their 
first pieces as well as those who were matching previous 
purchases, thus continuing the cycle of demand for 
sterling. Incidentally, this helps to counteract the sales 
campaigns of the house-to-house canvasser, since most 
of these people cannot finance such a plan. 


Terms were substantially reduced below those usually 
given. The nucleus of the sale was the featured term of 
33¢ per week per place setting for any of the standard 
patterns. The place settings included the usual butter 
knife, salad fork, soup spoon, tea spoon, and the main- 
course knife and fork. These six pieces average around 
$23 per place setting, points out Mr. Michael, and are 
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usually sold under higher terms. Alternate terms for the 
duration of this sale, for those who preferred them in. 
cluded three place settings for $1 per week; six plans 
settings $2 per week; 36-piece service for six for $9 
per week; odd pieces of flatware at 33¢ a week oa 
amounts up to $25; silver dishes, servers, coffee-and-tea 
sets and novelties at similarly low terms averaging about 
$1 per week on sales totaling $75. Free gift wrapping 
service and free engraving service, as usual, were ayail. 
able at no extra cost. There was no carrying charge and 
“absolutely no extra charges of any kind.” 

“Such terms as these practised over a long period of 
time would not be beneficial to jewelers as a whole, but 
tumporarily they are a great stimulation to buying,” says 
Howard Michael. “Although the movement js being 
manifested throughout the country this does not indicate 


(Please turn to page 306) 


by ANNA M. ROBBINS 


Window containing silver hollowware, like all others 
at Michaels during the silver club sale, emphasized 
the 33¢ per week theme. Note Silver Parade tie-in. 
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*, HOLLOW WARE 


» POOR 


What gift is there which more 

perfectly combines good taste and 
beauty than silver? And no silver can better 
express good taste than Poole. For the fall 
selling season just ahead, make sure that your 
stocks of nationally advertised Poole Hollow 
ware are complete. Ask your Poole distributor 
for details. 

SHOWN ABOVE IS POOLE’S OLD ENGLISH 
TEA SERVICE #5000. 


Poole selling aids are ready too. 
A new album of Hollow ware 
and a series of mat ads. Ask 
your distributor. 


cil 


POOLE SILVER CO., INC.- TAUNTON: MASS: 


NEW YORK SHOWROOM °¢ 366 FIFTH AVENUE, NEW YORK 1, N. Y. 
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2 Returns to the 
Stores of America 


S%) A Popular and Charming Old Friend 
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FRANK M. WHITING IS HAPPY TO ANNOUNCE 


ie Poueng | URITAN 


Sound the Call! Ring out the News! Puriran is Back! 

One of Frank M. Whiting’s most popular patterns before 
wartime restrictions sent it into temporary retirement, 
PuRITAN triumphantly returns to the stores and homes 

of America! Now, this artfully simple, flawlessly created 
pattern in fine sterling is again available to the 

thousands who knew and loved it before the war... and to 
still more thousands who will see in its classic simplicity 


the pattern they’ve been waiting for! 


Fine jewelers and silver departments will make a note — 
now — to stock up on PuriITAN .. . so that they may be among 


the first to offer PurITAN in their communities. 





cS ree . “AND COMPANY: 
MERIDEN CONNECTICUT 
Dison of The Ears Ser Compan. sents Meriden, Connecticut 
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Coupled with their advertising pro. 
gram, Robert Orr Jewelers devotes 
much of the window space to display 
of silver flatware and hollowware. 


by ETHEL C. PITKIN 


The ability to show and to be able 





Jeweler’s Prestige 
Gives Him Edge 


Over Door-to-Door 


Silver Peddlers 





LERT Robert Orr, Jewelers, Rochester, Minnesota, 

was among the first retail jewelry stores of the 
state to awake to the realization that there was need to 
strongly combat the growing menace of house-to-house 
canvassing of silver. 

Using the prestige of its fifty years in the jewelry 
business in the city, during which time it had estab- 
lished confidence through quality merchandise, the store 
went into action vigorously to draw silver customers to 
the store. 

“Sterling flatware is the backbone of the jewelry 
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Consistency of effort with a strong, well-planned advertising 
program, coupled with community prestige of the jeweler, gives 


all the odds in the sale of silverware to the retail store. 





to supply the customer with choice 
of patterns directly from stock is 
one of the jeweler's best points. 
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trade,” said William P. Ferguson, manager. “It is the 
bread and butter of the business. We did not propose 
to let it slip away by being asleep on the job. We 
mapped out a strong advertising program and backed 
it up with ample stock and good service.” 

The campaign opened with an advertisement on a 
silver club plan in local papers. This was followed up 
with a daily advertisement for one week, showing variety 
of patterns available, each advertisement showing dif- 
ferent patterns. ; 

The store advertises three times a week regularly and 
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‘Where can 


BEYOND THE REACH 
OF STYLE CHANGES 


Victoria in lovely Watson 
Sterling is a design of tradi- 
tional beauty that will never 
grow old or outmoded. In its 
exquisite scrollwork, graceful 
curves and hollows you will see the 
master craftsmanship that has made 
all Watson Sterling known as ‘‘Modern 
silver with the beauty of old master- 
pieces’. Let us show you Victoria. 
Its cost is surprisingly moderate for 
Sterling of such distinction. 


(YOUR NAME HERE) 
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you buy this lovely ( Yigtion 





Watson features Victoria in 
the Sept. 6 LIFE and in 
the November SEVENTEEN. 
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Here’s how to bring them 


Here’s a simple, profitable tie-in that 
puts Watson’s big national advertising 
campaign directly to work for your 
store—an effective way to tell people 
in your community that you carry this 
beautiful sterling silver. 


Check now the dates the remaining 
Watson ads run. Then, run one of the 
Watson dealer ad mats over your own 
name in your local paper the days the 
national ads appear. 


You can make this tie-in still more 
effective by using reprints of Watson 
ads as displays—by showing Watson 
Sterling in your windows and on your 
counters. With 12 active Watson pat- 
terns to please every taste— with large 
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Nationally Known As 
MODERN SILVER WITH THE BEAUTY OF OLD MASTERPIECES 
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to your store! 


space Watson ads in LIFE, BRIDE'S MAG- 
AZINE, SEVENTEEN and THE CHRISTIAN 
SCIENCE MONITOR helping you sell, it’s 
a proven-profitable way to increase 
your business. If you haven’t got the 
full set of 24 Watson dealer mats, 
write for yours today. The Watson 
Company, 898 Watson Park, Attle- 
boro, Mass. 





Check The Dates The Remaining 
Watson Sterling Ads Run! 


In LIFE: half pages Sept. 6, Oct. 4, Nov. 8 
In BRIDE’S MAGAZINE: two-color page Nov. 15 


In CHRISTIAN SCIENCE MONITOR: ads Sept. 11, 
Oct. 2 and 23, Nov. 20 


In SEVENTEEN: half pages in September, October and 


November. 
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A continuous campaign listing the 
reasons why the jeweler is the best 
place to buy silver, plus a showing 
of a variety of patterns, has drawn 
a steady response for this jeweler. 


Baby items in silver are not over- 
looked by Robert Orr. This display 
section located at the front of the 
store attracts customer attention. 


increases this to five times a week during special gift 
seasons such as Mother’s Day, graduation and other 
periods when silver gifts would be in good acceptance. 
In lineage, silver gets 50 per cent of the total. Sterling 
silver flatware receives one large general advertisement 
a week with hollowware and a mention of advisability 
of young persons beginning sets. Sterling is also men- 
tioned in a second general advertisement each week. 

Catering to a large rural trade, a plated silver adver- 
tisement is run every Friday which draws good response 
from Saturday shoppers from these districts. 

A typical advertisement is headed by “Four Reasons 
Why You Should Buy Silver From Your Jeweler.” Rea- 
sons stated are: 1—You pay less per six piece place 
setting; 2—Your pattern is always available no matter 
how long you have your silver; 3—You can buy as 
little as you wish at no extra charge; 4—Serving pieces 
are available in most patterns. 

Cuts of patterns are shown in large variety. Mention 
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is made that the store carries all nationally knowp 
makes, giving the names of manufacturers. Prices for 
place settings are rlaced with the cuts. The number of 
pieces in a place setting and of what it consists is clearly 
stated. 

The advertisement also states that for little more than 
the price of one place setting as down payment, and the 
balance for 33 cents a week per place setting, silver can 
be taken home without the customer waiting until it js 
fully paid before starting its use. 

Four ways to pay are given: 1. Charge Account; 2. 
Divided Payments; 3. Lay-away Plan; 4. Cash. 

A tarnish resistant chest is given with three or more 
place settings. 

Mr. Ferguson feels that it is important to have silver 
in stock because customers have shown that they Ike 
that manner of buying rather than to order from sam. 





ples. The store has 47 patterns on hand in eights or 
twelves or better. 

The store offers a service of showing silver selections 
in homes or clubs if requested. A knowledge of sterling 
is definitely necessary on the part of the store, according 
to Mr. Ferguson, if a strong selling program is to be 
carried out. This knowledge should be brought to the 
consumer through advertising, through talks and through 
information given while showing the merchandise. 

Customers entering the smart well-laid out store are 
made silver conscious by large wall case displays of 
handsome service pieces on each side. Window displays 
follow up advertisements to pull trafic inside. 

There has been excellent response to the well-planned 
effort to keep silver customers in the retail store. Con- 
sistency of effort through continual advertising, wide 
selection of merchandising of nationally known manu- 
facturers and courteous, helpful service in a pleasant 
atmosphere gives all the odds in selling to the retail store. 
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ill (} [ (' Customers! Sales! Profits! 


with Canterbury’s triple-play appeal — quality, beauty, value! 





Authentic Antique English Reproductions, Made in U. S. A.) 





Throughout 
the 
Nation 












co-operating dealers 
report eager consumer 


response to the 
No. 500 Smoker’s En- 


1.90 


per set 


Dealer’s Price $4 


Packed twelve sets to 
the carton. 
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e DUPONT CELLO-PRO. e AUTHENTIC ENGLISH 


TECTED against tarnish,  $TYLING from Gadroon 
: jeri handling and Border to Baroque Handle. 
ust. 


e INDIVIDUALLY PACKED 





Dealer Aids now available! e SIZE... covered vegetable : ch ; 
Sales producing Ad Mats, Silver dish 434” x 3%". Well and Bye Raggy 
lettered velour display, Effec- tree platter 5° x 3%". and Sales value. 

tive Statement enclosures! e EXTRA HEAVY SILVER e SUGGESTED USES: Sweet. 


PLATE on heavy copper 


base meat dish, Smoker’s acces- 


sories, Collector’s items. 


x 


R WHOLESALER NOW FOR PROMPT SHIPMEN? 
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For even greater customer 
attraction, sales, profits, 

Canterbury announces two 
new traffic builders to sell at = 


the suggested retail 


price of 





Chippendale Coaster Cray Set # 800 


Eight trays, Handsomely Gift Boxed. 
SIZE: 334” diameter. 

ENGRAVED center design. 

EXTRA HEAVY Silver Plate on Copper. 
SUGGESTED USES: Ash Tray, Pin Tray, 


Coasters, Collector’s items. 


7 Dealer’s Price $3. 


















@Ouren Anne Bridge Set # COO 


e Miniature Champagne Cooler, 244” x 234” 
and Four Trays. 

EMBOSSED Gadroon Border. 

EXTRA HEAVY Silver Plate on Copper. 

HANDSOMELY Gift Boxed. 

SUGGESTED USES: Smoker’s accessories. 


Dealer’s Price $3. 


Make These Sales Leaders Your Traffic Builders?! 





Canterbury Silversmiths, Inc., 617 62nd Street, Brooklyn 20, oe & 
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Builds Interest in 


HE Duval Jewelry Company, of Jacksonville, Fla.. 

capitalized on an excellent opportunity to promote 
their silver department and Club Plan when the Jack- 
sonville Women’s Club recently held a special merchand- 
ise Show to which the general public was invited. The 
various merchants of the city were invited to display 
their wares and feature especially those things which the 
Women’s Club felt went for improving the American 
home. Only one concern of a kind was invited to partici- 
pate and this, of course, eliminated any repetition of 
ideas or duplications of merchandise. 

Coming as it did at the time Duval was promoting their 
Silver Club plan, the showing gave the jewelry firm an 
excellent tie-in opportunity to display sterling and pro- 
mote its sale through the club plan. Duval’s installed 
a beautiful table setting in addition to their booth which 
featured the Silver Club and their china department. 

The show ran for an entire week, during which time 
many people saw the display and were exposed to the 
lure of owning fine sterling who might not have had it 
brought to their attention otherwise. Duval personnel 


The opportunity to show their 
sterling before women’s group 
gave this Florida jewelry firm 
chance to get extra attention 

on their silver club promotion. 


This standout window display was used in 
the Duval Tampa store in conjunction with 
the recent nationwide Silver Parade spon- 
sored by the Jewelry Industry Council. 


Women's Club Showing 


Only one of each type of retail business 
in Jacksonville were invited to partici- 
pate in the showing. Duval Jewelry Co, 
furnished this attractive table setting. 


by H. L. GREEN 





Sterling 


were on hand at all times to explain the Club Plan and 
to answer questions pertaining to this and sterling in 
general. Many sales of place settings were made during 
the showing. 

“Although this Silver Club Plan is not a new thing in 
the industry,” Henry V. Jenkins, Vice-President of 
Duval’s said, “it was surprising how many people are 
astonished when you tell them they may buy as little 
as a place setting at a time and then pay only a small 
monthly amount for it. In addition to the sales that were 
written up during this showing, we were able to build 
up a splendid mailing list. The resultant publicity we 
received from the showing itself and the donation of a 
six-piece place setting as a door prize made the whole 
idea very worthwhile.” 

Members of the Women’s Club acted as hostesses to 
the general public during the week and _ refreshments 
were served during the entire show. In addition, back- 
ground music was furnished and the setting of the 
Women’s Club itself, completed a perfect picture from 
the merchandising and promotion standpoints. 
















hae 6 § Shay 
af 









THE JEWELERS’ CIRCULAR-KEYSTONE 

















Be Ag SS 3 : ’ 
Son, ‘ Fy 7 & 
SE cy oa 7 # 
Sd DSRS 
Seg Sy & 


Se atts 
$ ho), a ee : ¥ 


Yaa * 
po | 





DAILY by JEWELERS EVERYWHERE 





HOLLOW WARE ys POOLE 


The effective national advertising, distinctive craftsmanship and 
reasonable price, of Poole Hollow ware, make this fast selling line 
a sound proposition for jewelers everywhere. Display this tea 
service No. 5000 and see for yourself. For full information on 


our valuable selling lines 


PHONE, WIRE OR WRITE TODAY. 








9/2 COMMERCE $7, 
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World's Largest Silver Trophy 





Example of American Craftsmanship 


Spee 





<= € = ire Two years of hand craftsmanship were 
4 ™~ spent in creating this sterling memorial 
which commemorates war record of famous 


204th Parachute Infantry Regiment. 


baie % 


NE of the finest examples of American silversmith- 
ing and American craftsmanship was unveiled re- 
cently when the 504th Parachute Infantry Regiment, one 
of the fightingest units of the famed 82nd Airborne Divi- 
sion, gathered in New York for its second reunion since 
the end of hostilities. 

The largest sterling silver trophy in the world—30 
Complete trophy (above) is 30 inches high, inches in height, 38 inches in diameter at its base, and 
is 38 inches in diameter at its base, and ee ; ; ; 
weighs 1800 ounces. The 50 sterling goblets weighing 1800 ounces—it has inscribed on it by skilled 
carry names of members of outfit during war. craftsmen of the International Silver Company the out- 
standing war record of this unit which earned its place 
in history by its actions at Sicily, Salerno, Anzio, Nij- 
megen, and the Battle of the Bulge. 
















Expert hand chasing in relief on two panels 
of trophy's dome depicts two battle scenes 








in which the regiment distinguished itself. Virtually all the work has been done by hand. The com- 
aad ts a on age ay we sonage' 00 mission for the trophy was received by the International 
nena Ahr 5 llega = lag Bridge, ) Silver Company from officers of the 504th Regiment 





through Clarence Bowman, Raleigh, N. C., jeweler. It 
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Knight Siluersmiths 


ahais Ave. — New York 
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has taken two years to finish the trophy. Vesigned by 
Frederick William Stark, sterling silver designer for 
International, it is not only the largest sterling trophy in 
the world, but the craftsmanship is equal to that of such 
famed silversmiths as Cellini, John Hull and Paul Revere. 

The trophy is shaped like a plateau, having two tiers 
topped by a dome. On the tiers are 50 sterling goblets 
of 14 oz. capacity. On each goblet is engraved the names 
of men who were members of the outfit during the war. 
The names of those who gave their lives are distinguished 
by an engraved star. 

The dome is divided into four sections by palm 
branches, emblematic of victory and death. On the front 
panel is the 504th regiment’s emblem, featuring the 
regiment shield—a flaming sword in blue enamel, with 
the motto “Strike Hold.” The rear panel carries the in- 
scription taken from the diary of a German officer cap- 
tured at Anzioewhich reads: 

“American parachutists—devils in baggy pevits 
—are less than 100 meters from my outpost line. 
I can’t sleep at night; they pop up from no- 
where and we never know how or where they 
will strike next. It seems like the black-hearted 
devils are everywhere.” 

The two side panels are chased in relief. On each is 
depicted a battle scene. One is from the action at Cheneux, 
Belgium, during the Battle of the Bulge, while the other 
shows the crossing of the Rhine at the Nijmegen Bridge. 
The expression on the men’s faces, the rippling waters 














































(Please turn to page 311) 








Top: Lester S. Viguis, famous _ silversmith 
for the past 35 years, adds final touches 
to the repousse chasing of battle scenes 
on the dome part of the plateau of trophy. 


Middle: In one of the first steps in making 
trophy, George Oppelt, a silversmith for 36 
years, spreads revolving flat silver disc 
over the rotating form, finally achieving a 
desired 38-inch diameter for dome of trophy. 





Left: Frederick W. Stark, International Sil- 
ver Company designer of the 504th Parachute 
Infantry Regiment's trophy, places ‘Tucker's 
Tumbler" in place atop the completed trophy. 
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Make A Date With The 
PERCIVAL CARAVAN 





It is coming your way... 





* 


A new method of presenting our complete 


lines of holiday merchandise. 


* 


DIAMONDS - WATCHES 


SILVERWARE .- 


CLOCKS 


JEWELRY - APPLIANCES 


The Percival Caravan will visit the following cities on these dates: 


BOSTON Mouse 6©SEPT. 13-16 
ALBANY ty SEPT. 19-22 


UTICA inca SEPT. 23-25 
SYRACUSE = cvercuss SEPT. 26-29 


NEWBURGH 


* 

ROCHESTER ‘ore, «© SEPT. 30-OCT. 2 
BUFFALO starter SEPT. 3-6 
JAMESTOWN ssancsrown OCT. 7-9 
ELMIRA com» »=—ees 149 


Newsurcy OCT. 14-16 


* 


Back in °64, founder David C. Percival, travelling by horse and buggy, sold 
his trade from a sample trunk carried behind the seat. Today, in keeping with the 
modern thinking which pervades this lng established firm, Percival’s embarks 
on an innovation in merchandising which is sure to make history. 

To better enable you to select your holiday requirements, we will display, in 
comfortable hotel rooms, the same complete lines we will show at the Boston 
Gift Show. In attendance will be five of our seasoned representatives— Norman 
Hayes, Lorenz Ernst, Chet Wiggins, Elmer Vassar and Hiarry Sederquest. They 


will help you select wisely. 


Our wholesale stocks are complete, and suppliers are giving excellent coop- 
eration. Every precaution has been taken to assure prompt delivery of each item 


in the Caravan. 


For A Successful FALL SEASON VISIT THE PERCIVAL CARAVAN 
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D.C. PERCIVAL & COMPANY, Ine. 
373-387 WASHINGTON STREET» 


BOSTON 6, MASS. 
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Almost every conceivable home appliance is shown in 
Perel & Lowenstein's large basement display area. 


Major Appliances 
Are A ‘NaturaF 


In Jewelry Store 


by ROBERT LATIMER 


ROPERLY displayed and merchandised, major ap- 
pliances are a “natural” in the jewelry store—but 
unless the jeweler takes into cognizance all of the pit- 
falls characteristic of the field, he will find appliances far 
more trouble than the profit derived, according to L. L. 
Sweeney, manager of the major appliance department 
at Perel & Lowenstein, jewelers, Memphis, Tennessee. 
Perel & Lowenstein, unlike many other jewelers, ex- 
perienced no hesitation whatsoever in going into major 
appliance merchandising as soon as sufficient quantities 
of stock became available to make it possible 18 months 
ago. “We have always been the family-type of jewelry 
store, and our slogan has always been that we carry the 
finest in merchandise for any and all,” Mr. Sweeney said. 
“Therefore, since most major appliance lines, all the way 
from radios to home freezers, fall in this classification, 
we felt that it was more than logical to carry them.” 
“We already were carrying one of the most ex- 
tensive newspaper and radio advertising campaigns in 
the south, we have a high degree of public acceptance, 
credit payment plans which have proven their worth 
over the years, and plenty of display space available 
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However, Perel & Lowenstein, 
Memphis, Tenn., have put 
them in a separate display 
area so they will not 
compete with jewelry items. 





Another view of P&L's appliance showroom, located in 
store basement. Note the large selection of radio sets. 


through remodeling a basement,’ Mr. Sweeney con- 
tinued. “Before we contracted for the delivery of the 
first major appliance, however, we made so thorough a 
study that we were able to build up an appliance mer- 
chandising program which is closer akin to standard 
jewelry store practice than to ordinary appliance selling 
policies.” 

Perel & Lowenstein’s first step was to remodel a large 
basement on the right side of the store into a handsome 
appliance showroom. “Complete separation” was the 
theme here, inasmuch as Perel & Lowenstein felt that no 
housewife should be expected to concentrate her atten- 
tion upon a refrigerator, a range, washing -machine, etc., 
with displays of glittering diamonds, watches, costume 
jewelry pieces, etc., to distract her. Moreover, the quiet, 
comfortable atmosphere of the basement showroom puts 
the customer in a far more receptive mood than com- 
peting with trafic moving around the upstairs first floor. 
Therefore a 60x20 foot showroom, large enough to 
accommodate around 25 major appliances simultane- 
ously, was constructed. Clever architectural details in- 


a 4 


(Please turn to page 309) 
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Above: Centerlabra with round plate. 
Right: Centerlabra with cups clustered in 
center flanked with utility glass trays. 





Centerlabra folded back to 
form straight line of candles. 





Centerlabra showing space 
for oval glass bowl. 


ASSOCIATED 


SILVERSMITHS, rnc. 
40 East 40th St., New York 16 
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LENTERLABRA 


Centerpiece and candelabra 
all in one—with arms and 
candlecups adjustable for an 
endless variety of decora- 
tive and practical uses. 


Designed and created by master silver- 
smiths in heavily silverplated brass 


The Gift of a Lifetime 





NEW 
EXCITING 

















Holds bowls, trays, 
or plates up to 
104%” in diameter. 


RETAIL: $35.00 












Protecting a jewelry design by copyright 
is a simple process compared to the long. 


involved patent. Here’s how to do it. 


by SAM B. WARNER 
Re-i-'ar of Copyrights 
Library of Congress 


““Wy™ should a manufacturer of jewelry want to 
copyright his products? Is he not much better 
off to patent them?” I have often been asked. Certainly. 
he is. Patent protection is much broader than copyright 
protection. If the design for a piece of jewelry is paten- 
ted, nobody in the United States can make jewelry 
according to that design for the life of the patent, even 
if he also originates a similar design in entire ignor- 
ance of the patented design. On the other hand, copy- 
right gives protection only against copying. Nevertheless, 
protection against copying may be of great value. If 
one manufacturer puts an original artistic piece of jew- 
elry on the market and shortly afterwards his com- 
petitor comes out with a piece that is a duplicate of it. 
a court is not likely to believe that the competitor did 
not know of the original product and copied it. 


MOST JEWELRY NOT PATENTABLE 


Patent if you can, but as you all know, most jewelry 
cannot be patented. Its design may be original and new. 
but still it may not be patentable. Nothing can be paten- 
ted which is not the product of invention and invention 
requires a manifestation of genius, that is, of something 
beyond the power of the ordinary craftsman with knowl- 
edge of the prior art. Courts can very seldom be per- 
suaded that new designs for jewelry contain the mani- 
festation of genius necessary for an invention. But | 
need not tell you manufacturers why very little of your 
jewelry is patentable. You all have attorneys and doubt- 
less all have tried to patent some of your best designs. 


For copyright, invention is not necessary. I can walk 
up to the favorite spot for photographing the Washington 
Monument and snap my Brewnie camera. I am the author 
of the resulting photograph. It is my product and | 
can copyright it even though thousands of people before 
me have snapped their cameras from exactly the same 
spot. Mv copyright will doubtles: be valueless, at least 
in the United States, because it will not prevent anybody 
else from also photographing the Washington Monu- 
ment and from making a photograph of it as much like 
mine as two peas in a pod. Similarly, if a manufacturer 
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Copyrighting Jewelry 













SAM B. WARNER 


designs a piece of artistic jewelry that is just like other 
jewelry available in the United States, it will do him 
no good to copyright it. His copvright will prevent a 
competitor from copying his jewelry, but it will not 
prevent the competitor from copying other pieces of 
jewelry just like the copyrighted piece. Therefore, never 
try to copyright a piece of jewelry that you do not be- 
lieve to be original. 


“If it is worthwhile to copyright artistic jewelry, why 
is it not the practice of the trade to copyright such jew- 
elry just as motion picture companies copyright their 
products and as cartoonists copyright the ‘funnies’?” 
you are doubtless asking. There are two reasons. One 
reason is that ideas of what can be copyrighted and 
what constitutes a work of art have gradually widened 
with the years. The other is that previous Registers of 
Copyrights have not been willing to accept artistic jew- 
elry for copyright registration and no manufacturer has 
thought copyright of sufficient value to make it worth 
his while to spend the thous-nds of dollars necessary to 
go to court and force the Register of Copyright to ac- 
cept his products. 


WORK OF ART? 


it is, of course, entirely possible that I may be wrong 
in thinking that artistic jewelry is copyrightable. The 
Constitution of the United States authorizes Congress 
to grant copyright protection to writings of authors. The 
early copyright acts covered only books and things akin 
to books. The present statute, however, also covers mo- 
tion pictures, music, photographs, prints and labels, and 
in Class G “Works of art; models or designs for works 
of art.” Former registers always accepted paintings and 
statues as works of art regardless of how poor these 
works were. For the most part they also accepted book- 
ends and ashtrays that were more or less artistic. | 
cannot see why if a book-end or an ashtray can be a 
work of art, it is impossible for a piece of jewelry to 
be a work of art. In fact, I cannot see why a piece of 
jewelry may not be just as much a work of art as many 


(Please turn to page 312) 
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Vimed foo 
EXTRA SALES / 


The Watchmakers of Switzerland are running full- 
= | page, full-color ads in THIS WEEK Magazine... 

: m | to help you during The 1948 Watch Parade and 
| 2 NRT) . the Christmas season. Here’s what they say about 
fe | \ THIS WEEK’s part in their big national campaign. 




















‘We selected THIS WEEK to play an important 
role in our Fall watch promotion because of its 
local selling power. It can make our advertising 
pay off for jewelers in local sales. 


“THIS WEEK reaches 19% million readers in 
nearly 9 million homes. That means wide no- 
_ tional coverage. But, more important than that, 
— THIS WEEK does a local selling job for the jew- 


is 


 eler—which makes it a logical medium for our 









"paper ads do, because it's a part of leading 
Sunday newspapers. 
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Shirk's has a steady traffic among 
young newly-engaged women from the 
communities surrounding Springfield. 
James, co-partner with his father in 
business, waits on a young customer. 


Pete 


Sales accent at the store is on serving 
better class citizens of outlying com- 
munities within 50-mile radius of store. 
Windows such as this one have clicked 
with the out-of-town shoppers and help- 
ed in stimulating interest in jewelry. 


OUGHLY, sixty percent of the total jewelry sales 

at the Shirk Jewelry Co., Springfield, Mo., (pop. 
70,000) are made to residents of small communities 
surrounding the Southwest Missouri city. 

Why? 

The answer is a simple, one-word statement—adver- 
tising. Or, more specifically, direct-mail advertising. For 
although the firm engages in just about every possible 
type of advertising, their direct-mail program leads all 
other forms in achieving results. 

Springfield is a shopping center for a trade territory 
of 250,000 persons who live within a 50-mile radius 
and a neat portion of the Shirk patronage stems from 
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Consistent Direct Mail Campaign 


Develops Out-of-Town Customers 


While many jewelers place their sale, 
accent on serving their communities, 
L, P. Shirk and his son have reached 
out by means of a steady direct mai] 

campaign for patronage in all parts of 


their county. And it has paid off. 






































See 






the vast army of out-of-towners who filter through the 
gates of Springfield every week to make purchases Yang: 
ing from groceries to tractors. 

There is no gainsaying that Shirk’s has the confidence 
of the small-town trade. Sales at the jewelry store have 
tripled since 1930, the year the business was established, 
and much of this substantial gain is attributed to the 
concentrated endeavors to develop this out-of-town 
market. 

While other firms have been content with walk-in 
traffic among the crowds that flock to the city on Mon- 
days and Saturdays (congested shopping days), Shirk’s 


has issued a more specific bid for “visiting firemen” 
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Sterling Silver Spurclip with plain 
sides. available with full choice of 
centers. Three - letter monogram 


shown $6.00 
Spurclip $5.00; Fed. Tax $1.00 


Sterling Silver Spurclip with hand- 
engraved sides available with full 
“noice of centers. Cattle brand 


5 a $12.00 
Spurclip $10.00; Fed. Tax $2.00 
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ON THE TIE 


Silver Spurclip with I4K gold over- 
lay and hand-carved sides, avail- 
able with full choice of centers. 
Horse head shown in center. 


$18.00 
Spurclip $15.00; Fed. Tax $3.00 


Solid 14K Gold Spurclip with hand- 
carved sides. available with full 
choice of I4K gold centers. Saddle 


shown $60.00 
Spurclip $50.00; Fed. Tax $10.00 


Round Up— 
MORE GIFT SALES 


with a 


Jouch 0 the West ! 


AUTHENTIC WESTERN JEWELRY 
FROM THE HOUSE OF HOLLAND! 


CAREFUL CRAFTSMANSHIP 
TO CORRAL YOUR CUSTOMERS! 


V GET THE DEALERSHIP FOR THIS 
DISTINCTIVE, FAST-MOVING LINE! 


A Touch o’ the West, caught in sterling silver, to 
clip a tie . . . to cinch a belt . . . furnish the 
outdoor appeal that means sure-fire sales for 
town and country alike. Everyone loves the West- 
ern out of doors, and they BUY this skillfully 
crafted silver jewelry on sight because it's dis- 
tinctive . . . because they like its friendly Western 
accent. 


As Western as Leather 


As genuine as a silver dollar... even the 
small rowel actually turns 
in the SPURCLIP,* calcula- 
tingly fashioned to satisfy 
the universal love for tiny 
replicas of familiar things. 
And the entire Holland line 
caters to the fundamental 
desire to own something 
beautiful which was fash- 
ioned by hand. Four price 
ranges. 


For men who insist on something different 
Hand-Carved Western 4 Piece Buckle Sets 


These beautifully hand-carved belt buckle sets catch the eye 
and sell themselves. Each set consists of buckle, two keepers, 
and tip, all with sterling silver shield on back to prevent 
cutting belt. Some models overlaid with 14K gold, set with 
synthetic rubies for real Western dress-up occasions. Wide 
choice of styles and prices, all with Holland's inimitable 
Touch O' The West. 

SPURPINS (the ultimate in dainty replicas, in a variety of 


styles for milady’s lapel or to hold her scarf.) 
*(Tie Clasps for men) 


SEND THIS COUPON FOR CATALOG 
AND FULL DETAILS ON DEALERSHIPS 


HOUSE OF HOLLAND, 
San Angelo, Texas, Dept. K-17. 


Please send me full information about your line of authentic 
Western jewelry. 


ae 
Company 
Address 


eee ee veins SON Geetesaee 
All prices are retail, subject to Keystone discount. 
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patronage by consistently circularizing this group with 
a vast assortment of hand-tailored material. 

Newspaper advertising is an important requisite, in 
the store’s program to cultivate the better-class of small- 
town jewelry buyers, according to James Shirk. The 
Springfield daily blankets the outlying areas, and the 
store’s twice-weekly display insertions have produced 
trade from small communities. Response to copy appear- 
ing in advertising columns of small community week- 
lies, with small display spots, indicates this medium is 
doing a major job in the rural promotion program. 

Then too, three Springfield radio stations have poteni 
ear-appeal among residents of outlying communities. 
and Shirk’s daily “spots” and month-long pre-holiday 
programs of recorded music tied in with seasonal com- 
mercials, have produced county-wide results. 

But the paramount tip on how this firm has been able 
to make small-towners “Shirk-conscious” can be laid 
at the door of direct mail. 

Maybe it is because the small-town tempo isn’t so 
swift, but surveys indicate that most residents of com- 
munities of small populations give bill-stuffers, etc.. 
more consideration than do their city cousins. 

Every month, Shirk’s dispatches around 200 letters 
to newly-engaged young ladies living in small com- 
munities. This collection of names is gleaned from so- 
ciety columns of weekly newspapers. One sales clerk 
has been charged with the job of checking the dozen 
or so weeklies to which the firm subscribes for announce- 
ments of engagements. 

These letters inform recipients that by coming in 
person to the store they may receive a_ paper-bound 
Bride’s book containing points of etiquette for brides- 
to-be, plus space for describing events leading up to 
their weddings, and a little booklet, “How to Select 
Diamonds.” Both are offered free. 

Response to this two-fold offer has been around thirty 
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Established in 1930 in Springfield, Mo 
Shirk's, a father and son partnership, 
is one of most modern in the trade area, 


by G. R. LOWRY 


percent—easily enough to warrant its continuance, ac- 
cording to James Shirk. Delegated to receive these young 
women is a young married saleswoman, who was select- 
ed for the duty because she has recently passed through 
a similar stage and has a fellow-feeling of considera- 
tion for the problems confronting the brides-to-be. 

In addition to playing “Mr. Anthony” to these visitors, 
the store hostess tactfully points out merchandise re- 
quired for future homes. 


(Please turn to page 313) 





The store carries a wide selection of 
hollowware items. This open-style dis- 
play of tea sets, trays, etc., is set 
in center of 20-foot long display case. 
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All this Luxurious Beauty 








OW your customers can buy all the 

beauty of Tory’s aluminum body 
jewel boxes with brass end caps — for as 
low as $3.95! The light-weight aluminum 
frame is covered in beautiful lizagator- 
grained simulated leather. Elaborately 
tooled designs in 24-karat gold leaf on the 
cover and tray enhance the beauty and 
increase the sales of these attractive boxes. 
The rigid solid brass end caps are tooled 
in historic Gothic design. 

No. 5 and No. 16 have the new eye- 
catching earring mirror that makes cus- 
tomers stop, look and buy. Up-swing tray, 
with all wooden frame, has earring bars, 
ring bed, pin sections. Crush-resistant 
velvet lining gives greater interior appeal. 
Solid brass set-in lock with key. 

Order now for your quick profits from 
these greater-value, lower-priced jewel 
boxes. They come in baby blue, medium 
blue, navy, black, rose, red, wine, ivory, 
green, brown. 








Priced for Volume Sales 


joins TORY’S line of Aluminum Body Jewel Boxes 
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e ? ‘ No. 16 
Se : 7% x 5%. x 3” 
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10% x7% x3%" 
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We Moved! 

Visit us at our new showroom and sales 7 
office where our complete line is on display: 

389 Fifth Avenue = 

New York 16, N. Y. 4 

New telephone number: MUrray Hill 6-3350 . 


Write for latest Catalog D describing all other fast-selling 
jewel boxes, popular sewing boxes, attractive overnight cases. 


cw 


ween. 


eR 


TORY MANUFACTURING COMPANY, INC. 


JEWEL BOXES e SEWING BOXES * OVERNIGHT CASES 
389 Fifth Avenue, New York 16, N. Y. 


WORLD'S LARGEST MANUFACTURER AND DESIGNER OF GENUINE AND SIMULATED LEATHER JEWEL BOXES 
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|. This new "Classic" sea-shell motif case of plastic in 
mother-of-pearl effect and tinted in pastel shades, is a 
featured theme of the fall presentation of Velva Simu- 
lated Pearls by American Pearl Company, Providence, R. I. 


2. The "Soiree," a delicate mesh choker is of 1/20 12K 
gold fill, $19.50 retail; with stone, $31.50. Matching 
earrings $8 and $13.50. Louis Stern Co., Providence, R. |. 


3. “Tosca” ring watch, rhodium finished with a 17-jewel 
Swiss movement; set with rhinestones and simulated stones 
in Jt different styles. Retail $45 with tax. Made by 
Ring Watch Co. of America, Inc., 22 Fifth Ave., N. Y. C. 


4. A _ new idea in children's gifts is this "Step-Up Silver- 
ware Set'' with table silverware for the three stages 
from babyhood through school days. From the 1847 Rogers 
Bros. line of International Silver Co. Retails at $6.75. 


5. One of the new line of Saga watches from U. S. Time 
Corp. This model has gold etched numerals, a 10K rolled 
gold plate case, stainless steel back. $18.75 with tax. 


6. Alarm clock for table, desk, or mantel, has yellow 
metal spiral columns and black trim, luminous dial. One 
key winds both time and alarm. Retails for $32.50, tax 
included. From Cyma Watch Co., 608 Fifth Ave., New York. 
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Fein brosWATeues ARE PRICED TO ALLOW 


YOU AN EXTRA MARGIN OF PROFIT! 





A500—8* Yel. Top, S.S. Back $15.75 
A501—8*% Yel. Top, $.S. Back 15.75 
A502—8*%, Yel. Top, $.S. Back 15.75 
A503—8*% Yel. Top, S.S. Back, 


Rhinestone Dial 16.95 
A504—Swp. Sec. Rad. Dial 16.50 
A505—Chronograph 26.95 


A510—6x8, Yel. Top, S.S. Back 15.75 
A511—6x8, Yel. Top, S.S. Back 15.75 
A512/6—6x8, 6 Rubies, Yel. 

or White R.G.P. 17.95 


All Above Contain 17 Jewel Movements 
A.S. or F.F. Movements. Cases or move- 
ments can be obtained separately. 


A513—S5L, 14K Yel. or White $19.75 
A514/6—5L, 14K, 6 Rubies 24.95 
A515—6x8, 14K White or Yel. 18.75 
A516—6x8, Yel. Top R.G.P. 15.75 
A517—6x8, Yel. Top R.G.P. 15.75 
A518—8°%, R.G.P. Top 


Swp. Sec. 16.95 
A519—S5L Rhinestone Bracelet 
Watch Case 26.95 


A520—6x8 Rhinestone Case 20.75 
A521—6x8 Rhinestone, Yel. Top 20.75 
DOME CRYSTALS $ .50 EXTRA 


STRAP OR CORD IN BOX._..$1.00 EXTRA 
Complete selections of 





WATCH MATERIALS, TOOLS AND JEWELER’S SUPPPLIES 








5 South Wabash Ave., 220 West Fifth St., 


WHOLESALE JEWELERS Chicago 3, Ill. Los Angeles 13, Cal. 
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Hayes. Neu 


!. “Golden Chord’ women's expansion watchband by Spei- 
del Corp., Providence, R. |., has easy-attaching feature. It 
retails for $9.95, tax included, in yellow, pink or white. 


2. Latest creation of Lady Alice Pearls, 55 W. 47th St., 
New York, is this “Companions” mother-and-daughter set in 
which two necklaces are packaged in alligator leatherette 
covered jewel case with space for more jewelry in bottom. 





3. Briggs, Bates and Bacon Co., of Attleboro, Mass., have 
just introduced this ‘Tubular Claspet'' bracelet of light- 
weight, flexible construction in red velvet and gilt case. 


4. Arms and candlecups of silverplated “Centerlabra” are 
adjustable to many arrangements. Open wide it holds up 
to 10!/," plate; upside down, it is hot meat stand. $35 
retail. Associated Silversmiths, 40 E. 40th St., N. Y. C. 


5. Rolex Jubilee Oyster perpetual chronometer is self- 
winding, has 18K gold water-resistant case. Available in 
limited quantities with I8K gold bracelet at $1,090 with 
tax. American Rolex Watch Corp., 580 Fifth Ave., N. Y. C. 


6. This Windsor model barometer by Fee and Stemwedel, 
Inc., 2210 Wabansia Ave., Chicago, is 434'' square, has 
saddle stitched cowhide case and figures of raised pol- 
ished brass against white background. It retails for $12. 
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- THE WORLD'S MOST 
POPULAR WATCH STRAP 
IN A BEAUTIFUL 

NEW STYLING. . 





To the steady demand you enjoy for Singa- 
pore Koroseal Molded Watch Straps, add 
a new group of buyers for this latest 
Singapore molded styling—pinseal leather 
in four beautiful colors — buff, reddish- 
brown, navy and natural... This new 
finish looks like leather but has many 
times its strength. It will outwear any 
other plastic or leather strap 2 to 1 or 
replacement without charge. It is 
odorless. It is resistant to prolonged 
flexing, sunlight, acids, corrosives, 
water, perspiration and oxidation. 

It will not irritate the skin... Get 

a display card of these smart, new 


SINGAPORE 


OCO 


MOLDED WATCH STRAPS 
WITH THE NEW 
PINSEAL FINISH 


straps from your wholesaler now 
for fast, profitable sales. 


SELL FAST i Be ‘ eae [a i * 
ON DISPLAY wh es RR i 





‘ , ‘ $ 
: sepenareed “7% 
$3 , 
er 


More people wear Singapore 
Koroseal Watch Straps than 
any other kind. They sell 
quickly on display. Singa- 
pore Koroseal Molded Straps 
ate exclusive jewelry items 
— jewelry store quality — 
sold only by jewelers. 


STRAPS FOR WRIST WATCHES 


Made only by 


AKRON LINEN PRODUCTS CO. 
AKRON 4, OHIO 


* 4 trademark of The B. I. Goodrich Co., Akron, Ohie 
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(from page 186) 


their vocation to improve themselves in 
order to meet the standards. 

“This should be done on a voluntary 
basis—no one should be compelled to 
do it. 

“But a drive of this kind, spearheaded 
by the jewelers of this country, would 
do more to raise the standards of watch- 
making in far less time than restrictive 
legislation through the licensing of watch- 
makers in the hands of bureaucracy.” 


OPTICAL LAWS CONSIDERED 

The second speaker at the Monday 
afternoon NACJ convention session was 
George R. Metzinger, president of the 
National Retail Optical Association. 

Mr. Metzinger considered, at some 
length, the recent tendency toward legis- 
lation which would consider optometry 
as a learned profession rather than a 
mechanical art or craft. As an opponent 
of such legislation, he pointed out how 
it would remove optical practice from any 
commercial environment, including jewelry 
stores. 

Citing the state of Maine as the most 
recent scene of such legislation, Mr. 
Metzinger urged his hearers to join the 
National Retail Optical Association and, 
thereby, combat future efforts in this 
direction. 


CREDIT SELLING STATISTICS 

The Tuesday afternoon session of the 
NACJ Convention was devoted to two 
speakers who considered various aspects 
of the retail credit jewelry business. 

The first speaker, F. Beaman Todd, 
president of F. B. Todd & Co., New York 
consultants in sales and marketing, con- 
sidered the subject: “Statistics on the 
Installment Jewelry Business and How 
to Use Them.” 

Mr. Todd, explaining the nature of the 
monthly percentage sales surveys spon- 


F. BEAMAN TODD 


‘*Credit jewelers are 
edging closer to pre-war 
instalment practices but 
have not yet lifted credit 
sales to the 80 or 90 
per cent level.’’ 





sored by the NACJ and analyzed by his 
firm, pointed out the confidential nature 
of the data submitted and emphasized 
the fact that “only by keeping accounts 
can any business know where it stands.” 

After a brief discussion of just how 
retailers can gain the greatest possible 
value from a study of the NACJ monthly 
percentage reports, Mr. Todd released 


some statistics newly-revealed as a result 
of the survey. 

Comparing the second quarter of 1948, 
with the first quarter of the year, the 
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Over 5.000 Retailers Attend NACJ Convention 


speaker announced that many retailers 
had actually operated in the red. “Net 
profit averaged about zero for the second 
quarter,” he said, “in contrast with 
about 3.6 per cent of sales in the first 


quarter of the year.” 


Volume in the first five months was 
off an average 4.9 per cent from the 
similar 1947 period, Mr. Todd _ stated, 
but preliminary June figures indicated 
only a 1.04 per cent decline. 


Mr. Todd stated that the NACJ monthly 
survey indicates that credit jewelers are 
edging closer to prewar installment prac- 
tices but have not yet lifted their credit 
sales to the 80 to 90 per cent of prewar 
years. In the first five months, inde- 
pendent chain credit jewelers sold 69.03 
per cent on credit, in contrast to 62.80 
per cent in the similar 1947 months. 


Considering the types of merchandise 
sold, Mr. Todd said that about 53 per 
cent of May sales were in jewelry items 
and 47 per cent in non-taxable_ mer- 
chandise. He pointed out that one of the 
causes of this trend toward non-jewelry 
merchandise, which some jewelry leaders 
have said does not make for a “financially 
healthy industry”, is the 20 per cent excise 
tax. 

Mr. Todd estimated that, figured on the 
normal relationship of jewelers sales to 
total consumer spending, the excise tax 
cost the industry—cash and credit—about 
$280,000,000 in 1946 sales and more than 
$500,000,000 in 1947. 


It was pointed out, in connection with 
Mr. Todd’s speech, that one NACJ mem- 
ber had managed to save almost $10,000 
in taxes as a result of the NACJ monthly 
surveys. Representatives of the Treasury 
Department had challenged the amount 
of retail excise tax paid by the firm, 
compared with the total sales volume. 
Through citing the NACJ monthly figures, 
however, the jeweler was able to prove 
that non-jewelry (therefore non-taxable) 
volume was considerably higher for credit 
jewelry stores than for those in the cash 
bracket. 


CREDIT-SELLING ETHICS 

The second speaker at the Tuesday 
afternoon NACJ session was A. B. 
Buckeridge, manager of the Retail Credit 
Bureau of New York. 


Taking as his subject “Instalment Sell- 
iny Practices and Ethics,” Mr. Buckeridge 
considered the local retail credit bureau 
and how it could best be used by the 
retail jeweler. 

“My contention.is that there is plenty 
of room for expansion by using sound 
credit terms,” Mr. Buckeridge _ said. 
“Looking ahead to the near future when 
every credit grantor has to go out after 
business, firms are planning an increased 
promotion by letters to inactive customers, 
by more reference to charge accounts and 
instalment or other types of accounts 
in their advertising, by solicitation of 
accounts at the counters when customers 
make cash purchases, and by other means 
of enticing people to take advantage of 
their credit facilities. 












“The big majority of credit s 
do not want to and will not 
beyond their ability to pay,” the speak 
continued. “Your job is to tm: i 
advise those who do not have the ability 
to budget their income and expenses ” 

“If you find your applicant is dread 
heavily involved, you must show him rs 
necessity for his getting out from alt 
before taking on additional obligations 
or in getting him to cut down on his 
purchases to the point of assimilation 
A sale isn’t completed until the Gna) 
payment is made.” 

The credit bureau’s role was then 


eekers today 
£0 in debt 


A. B. BUCKERIDGE 
““In the long history of 
credit reporting we can 
find no word of any firm 
that failed because jt 
obtained too many credit 

reports."’ 





explained by Mr. Buckeridge. “Get credit 
reports on every applicant,” he advised. 
“In the long history of credit we can 
find no record of any firm that ever failed 
because it obtained too many credit re. 
ports. But the bankruptcy courts are full 
of examples of firms which went out 
of business because they extended credit 
too freely without using the services of 
a credit bureau.” 

Considering the retailer’s relations with 
the credit bureau, Mr. Buckeridge said 
“It is a case of give and take. You take 
out what others and. the bureau employees 
have contributed. But you have an obliga- 
tion to give. 

“The first essential of cooperation with 
the bureau is to report every unsatisfac- 
tory account promptly. During the war 
many members became careless in this 
regard because of lack of personnel. 
Today, that function is a must. Your 


~ headaches are the life blood of the credit 


bureau system. Their specialty is col- 
lecting bad news and they turn it into 
a profit for other members. 

“You have other obligations to the 
credit bureau, also,” Mr. Buckeridge 
pointed out. “Next in importance to re- 
porting derogatory items is clearing refer- 
ences promptly. Equally necessary is 
getting complete and correct identification 
on every applicant so the bureau can 
quickly and accurately check its records. 
Regard the bureau as a branch of your 
credit department. Visit it regularly. Meet 
the people who are on the other end of 
the telephone. Learn the bureau’s prob- 
lems and tell them your own. I'll guarantee 
it will benefit both parties.” 

In concluding, Mr. Buckeridge pointed 
out that credit, today, is liberal, and it 
is the responsibility of the merchant to 
be constantly aware of every trend. “You 
must strive,” he said, “to be nothing short 
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LIGHTER BY EVANS — “The Light That Never Fails’ — BODY DESIGN BY CHAMPION 


Manufactured by the originators of the Western 
Boot Lighter. Cast metal, jewelers’ finish; Bronze, 


Silver or 24 Karat Gold Plated. Height 51/2”. 


J-1 SERIES—WESTERN BOOT LIGHTER Only 


—Each in Clear Plastic Display box and packaged 
in a beautiful gift box. 

J-1-B . . . Bronze Plate ........ $10.00 each retail 
Rot-B . « « Slwer Plabe ..ccccccs 10.00 each retail 
J-1-G . . . 24 Karat Gold Plate.. 12.50 each retail 


J-3 SERIES—MODERN LIGHTER Only 

—Each in Clear Plastic Display box and packaged 
in a beautiful gift box. 

J-3-B . . . Bronze Plate ........ $10.00 each retail 
J-3-S ... Silver Plate ......... 10.00 each retail 
J-3-G ... 24 Karat Gold Plate.. 12.50 each retail 


Some territories available to qualified, rated jobbers. 


See your local jobber or write direct to factory, 


CHAMPION PRODUCTS INC. 


DEPT. J e 305 E. 4th STREET e LOS ANGELES 13, CALIF. 


FOR SEPTEMBER, 1948 


* 
MATS 


AVAILABLE 


J-2 SERIES—WESTERN BOOT COMBINATION SET 


—1 Lighter and 1 Cigarette Tray, right and left boots. Attrac- 
tively gift packaged in a combination Display and Gift Box. 


a: oo Se IA 8 Kn aware $15.00 per set retail 
es 6 2 Ge I bn bs 40 card anbedi 15.00 per set retail 
J-2-G ... 24 Karat Gold Plate ........ 17.50 per set retail 


J-4—SERIES—MODERN COMBINATION SET 


—1 Lighter and 1 Cigarette Container. Attractively gift pack- 
aged in a combination Display and Gift Box. 


Dae So RD hans asccdédccvcar $15.00 per set retail 
Da x ot « TR en bho hn deedectenn’ 15.00 per set retail 
J-4-G ... 24 Karat Gold Plate ........ 17.50 per set retail 








of a genius because in your hands rest 
the reins controlling the buying and pay- 
ing habits of the people of this country. 
Carefully administered, they will buy in 
a volume that will assure full production 
and a high standard of living and they 
will pay in a manner that will assure 
profitable operation.” 


CREDIT ARRANGEMENTS 

Following his talk, Mr. Buckeridge in- 
troduced Wayne Stokes, credit manager 
for Marshall Field & Co., who outlined 
the credit set-up employed by his firm. 

“Credit,” Mr. Stokes said, “is presented 
as a service to the customer—not as a 
money-making propostion. !t is used to 
increase sales and our terms are made 
sufficiently liberal to meet the customer’s 
requirements. ” 

Installment sales, Mr. Stokes explained, 
are made on the basis of a minimum $25 
sale, with 33 1/3 per cent down. Mini- 
mum monthly payments of $5 are re- 
quired and the maximum maturity date 
of the sale is limited to 12 months. 

No service or carrying charge is made 
on installment sales which are paid in 
full before 60 days have elapsed, the 
speaker said, and from 60 to 90 days 
the charge is 42 of 1 per cent. For longer 
periods of time, the service charge is 
% of 1 per cent for each month over 
and above the 90 day period. 

Three different types of contracts are 
used by the Field firm, Mr. Stokes said. 
All are kept as simple as possible. For 
small purchase, an extremely simple form 
is used. For purchases under $500 a 
somewhat more elaborate form is _ used, 
stating payment terms and the fact that 
the merchandise belongs to Marshall 
Field & Co. until finally paid for. More 
expensive installment purchases, naturally, 
are covered by a somewhat more com- 
plicated form. 

Following Mr. Stokes’ remarks, the 
meeting was thrown open to questions 
from the floor. A number of NACJ mem- 
bers presented problems in connection with 
the granting of over-liberal credit terms, 
too-stiff requirements, etc. Both Mr. Buck- 
eridge and Mr. Stokes collaborated in 
framing answers and, in a number of 
instances, suggestions, born of practical 
experience in the retail credit jewelry 
business, were offered from the floor. 


TRADE DIVERSION STUDIED 

The Wednesday afternoon session of the 
NACJ meeting was devoted primarily to a 
consideration of the problem of trade 
diversion. Two speakers—Arthur G. War- 
ner, attorney, and Joseph Aaronson, New- 
port, R. L., retail jeweler—were featured. 

The first speaker was Mr. Warner who, 
for many years, has been vitally interested 
in the problem of trade diversion. His 
address, entitled “Trade Diversion from 
Every Angle and In Every Direction” was 
precisely that. Considering such trade di- 
version problems as post exchanges, loss- 
leaders, catalog houses, etc., he outlined 
legislation which has, to date, been en- 
acted. Particular attention was paid to 
such measures as local “loss-leader” acts 
and state and Federal fair trade laws. 

Outlining a five point program for the 
protection of small business and _ the 
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elimination of trade diversion, Mr. Warner 
made the following suggestions: 

“1. Limit post exchanges and_ ship’s 
service stores to their proper function— 
supplying service personnel with necessary 
items, at existing prices, when they are 
not otherwise available. 

“2. Amend the anti-trust laws to enable 
small businessmen to protect themselves 


ARTHUR G. WARNER 


Offers five-point program 

to protect small busi- 

nessmen and _ eliminate 

the evil of trade diver- 
sion. 





azainst trade diversionists, monopolies, in- 
dustrial jobbers and d.scount houses. 

“3. Strengthen the fair trade laws, draft- 
ing and pressing for the adoption of a 
uniform fair trade law, permitting or- 
ganizations of retailers with a common 
interest to prosecute eniorcement pro- 
ceedings, increase penalties and enable 
complying retailers to require manufac- 
turers to enforce their own fair trade 
agreements. 

“4. Attack the 
discount houses and catalog jewelers by 
enforcing the Federal Trade Commission 
rules. 

“5. Draft and press for the adoption of 
a model trade diversion act and secure 
the enforcement by state and local au- 
thorities of those laws now on the books.” 

To attain these five objectives, Mr. 
Warner suggested four primary avenues 
of approach open to the National Asso- 
ciation of Credit Jewelers: 

“1. Investigate and get the facts; 

“2. Educate the public; 

“3. In conjunction with other trade as- 
sociations, have the proposed legislation 
drafted, avoiding the vicious and ‘crack- 
pot’ types sometimes proposed, and 

“4. Press for adoption by placing the 
matter’ squarely before candidates, mem- 
bers of the legislatures, etc.” 


unfair competition § of 





TURN ABOUT IS FAIR PLAY 





Usually the mayor gives the key to the 
city to visitors but in Chicago it was 


different. Hometowner Clarence Olsen, 
NACJ convention chairman, presented 
Mayor Kennelley with 24-K gold _ key. 























PROBLEM OF PX’s 

Mr. Warner’s address on trade divers'on 
in general led, quite naturally, to his 
introduction of the second speaker of the 
day, Joseph Aaronson of Newport, R. L. 
a retail jewelers who has been described 
as “waging a single-handed fight against 
the United States Navy” in connection 
with sales to civilians through Ship’s 
Service Stores. 

Reviewing the history of Post Exchanges 
and Ship’s Service Stores from the be. 
ginning to the present day, Mr. Aaronson 
pointed out that the service to. sailors 
has grown from providing necessary day- 
to-day needs in battle areas to an organi. 
zation which can procure “jewelry, furs, 
luggage, cameras, diamonds, 
automobiles, baby clothes, ete.” 

“In 1895,” Mr. Aaronson said, “Daniel 
S. Lamont, Secretary of War, authorized 
the creation of Post Exchanges. His 
thought was to provide troops at ‘reason- 
able prices’ with articles of ordinary use, 
wear and consumption not otherwise sup- 
plied by the government, the profits to 
be used to afford troops means of reason- 
able recreation and amusement!” 

“It seems fair to assume that the 


furniture, 


JOSEPH lL. 
AARONSON 


‘*A system which under- 
mines retail distribution 
. « . and escapes a war- 
time excise tax which 
has to be paid by all 
others."’ 





‘reasonable prices’ stipulated were the 
prices then charged by retail merchants— 
and that he had no thought of inaugurat- 
ing a system that would undermine retail 
distribution and arrogate unto itself the 
un-American advantage of escaping a 
wartime excise tax which has to be 
paid by all others.” 

Arguing that Post Exchanges and Ship’s 
Service Stores should, most certainly, 
charge the retail excise tax on all taxable 
merchandise sold (since he maintained 
that they were selling at retail simply 
because the merchandise was _ purchased 
by the ultimate consumer), Mr. Aaronson 
contended that in his home city of New- 
port, there had been cases where private 
individuals had been permitted to enter 
military or naval areas for the sole pur- 
pose of making purchases at PX’s and 
Ship’s Service Stores. 

Outlining his one-man campaign against 
such practices, conducted with the aid of 
Senator Theodore Green of Rhode Island, 
Mr. Aaronson said that he had noticed a 
perceptible “tightening up” of indiscrimi- 
nate selling by Ship’s Service Stores in 
the area. Also, he added, newspapers 
devoted a considerable amount of space 
to his efforts. As a result of such pub- 
licity, he said, interest was aroused in 
other sections of the country, notably 
in Annapolis, Md., where retailers are 
particularly affected by the Ship’s Service 


(Please turn to page 364) 
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House & Garden 


Scores of distinctive creations fashioned from 
fine, heavy silver with exquisite grace and 
simplicity, have won for Sterling by Randahl 
the approving acceptance of jewelers through- 
out the country. ... Their enthusiasm and the 
stimulation of national advertising during the 
gift buying season is creating a demand 
among discriminating purchasers every jew- 
eler will find gratifyingly profitable. 





Write for our catalog of exclusive Randahl pat- 
terns with prices and other profitable information. 


RANUAHL 


910 W. Jackson Blvd. e Chicago 7, Illinois 


FOR SEPTEMBER, 1948 





Pat. Pending 


Original design with flutings and cabochon motif typical of Queen 


Anne period — this graceful, hand-fitting design is made in a variety 


Sntroducing 


The New (Queen Anne* Pattern 
in Sterling Silver 


by Hallmarh 


of the following serving pieces: 





Right: Retail 
A. Cheese slicer. .$8.00 
B. Cake breaker... 8.00 
C. 2-pe. salad set. 13.50 
D 


. Fish, ice cream 
or cake knife.. 5.50 


Salad fork and spoon in 
Santo Domingo mahog- 
any. 











All 





Left: Retail 
A. 3 pce. roast set. .$13.50 
Forged stainless steel knife 
and fork, mirror finished. 
B. 2 pc. steak set. . .$29.00 
Without sharpener. 21.50 
Forged stainless SWEDISH 
steel blade; forged stainless 
steel fork magnetic. steel 


sharpener. 

Below: 

A. Ice pick ..... $5.50 
B. Beef holder ... 9.50 


Stainless steel tines. 





Left: Retail 
A. Bottle opener ....$5.50 
S. Wie server ....... 5.50 
€. Pe nen wees 5.50 
D. Coke server ...... 5.50 
E. Cheese server .... 5.50 


blades stainless steel. 


S 2 a er : 


Manufacturers of Sterling Hollow Ware 
Office and Showroom 


362 F.FTH AVENUE 


*Trademark 


NEW YORK 1, 
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Diamonds 


WASHINGTON, 


by Schwartz & Sons, jewelers, 
in Washington, D. C. Special 


infant merchandise is shown 
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As soon as the Schwartz 
firm hears of the arrival Cordiainy 
of a new citizen, a card ; 
promising a free ring is 
sent to parents. If they 
fail to respond to card, 
this letter is sent them. 


‘Baby Bazaar’ Caters to 


Family's Most Important Member 


by A. S. KESHEN 
ABY giftware and jewelry for the most important 
member of the American household occupies a pre- 
dominating place in the merchandising policy of Charles 
Schwartz & Son who maintain two jewelry stores in 
Washington, D. C. This establishment departmentalizes 
such merchandise in a “Baby Bazaar,” consisting of a 
sidewall showcase in the center of the main selling floor, 
a special niche in its front window display, lavish adver- 
tising space in the city’s weekly shopping newspaper and 
pointed direct mail campaign. 
Getting ’em at birth is a practice that has been profit- 
ably carried out by the store for years. For ‘Blessed 
Events’ are eagerly anticipated by these enterprising 
operators, although in a different spirit than Walter 
Winchell’s. When their bawling future customers make 
their appearance, the proud parents receive a natal gift 
from the store in the form of a gold ring and the names 
of the offspring and their parents are duly recorded on 
a large figure of a stork dominates the store’s mailing lists. 
the ‘Baby Bazaar’ display at the ; , , 
Schwartz & Son store, Washington. These rings are of a size which usually fit the middle 
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THE AMERICAN PLATINUM WORKS 
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woscad Ceding Sti feature 


The 1948 JOY CATALOG features 
complete line of distinguished manicure set 


Available on request 


REX CUTLERY CORPORATION 
IRVINGTON II, NEW JERSEY 


FOR SEPTEMBER, 1948 


When in New York, 
visit our Show Room 
in the Empire 
State Building 


NAIL CARE IMPLEMENTS 
IN FINE LEATHER CASES 

















ANOTHER scHwarrz S. hopper L4 topper 


YELLOow SOLD-FILLED 


BABY BRACELET 


SPECIALL Y 
PRICED 
WEDNESDay and THURSDaAy 


$2.95 


Tax Included 
















A beautify little 
It's gold-filled 
design all éround. G 


bracelet fo, the "Pin-up" Set 
end « delightfully etched 


SG ; N . j . . ‘ . 


ACCOUNTS INVITED 


ihuatt | 1305 F st, py 


HOME OF 
.@) FLAWLESS DIAMONDS FOR 59 YEARS 


1305 
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finger of the infant. But as he or she grows they are 
transferred to the second or fourth finger, then the little 
finger and ultimately retained as a treasured heirloom. 

Through the assistance of a specialized service, the 
names are obtained from hospitals or doctors. Then a 
greeting card is sent to the parents advising them that a 
gift will be presented them if they come to the store an | 
hand in the card. If there is no response, a personal letter 
follows signed by the store owner, Samuel T. Schwartz. 
He advises the recipients that there is a present awaiting 
them, ‘“‘a delicately designed little ring of gold waiting 
for baby and no one has bothered to pick it up. We 
know how it is with all the excitement . . . if you’ve lost 
the card just bring this letter. There’s nothing to pay. 
nothing to buy, no obligation. We just want to make the 
happy event a bit happier.” 

An average of 15 to 20 persons so addressed come in 
daily. Usually some member of the family will stop in. 
in most cases the mother. She may appear hesitant or 
curious or perhaps a bit puzzled suspecting that the store 
is about to high-pressure her into making a purchase. 
But when the clerk merely hands her a 10-karat gold 
ring, especially prepared by Ostby & Barton, and makes 
no pointed suggestion on a sale, she usually appears mor : 
at ease, looks around the counters, especially the Baby 
Bazaar showcase and if she does not dally long enough 
to pick up something which may have struck her fan-y. 
may stop in at some future occasion. But at least the 
store’s objective has been accomplished—customer traf- 
fic has been stimulated and a possible new patron at- 
tracted. 

Sometimes it is necessary to hand out two rings in 
the case of twins. Triplets are so rare, however, that the 
management readily recalls the names of the parents and 
offspring on these auspicious occasions. 

The Baby Bazaar, the side-showcase which has a gaily 
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The Schwartz firm features: 

jewelry in about half of re 
weekly insertions on the fron 
page of the local shopping paper 
Advertisement at left features 
specific merchandise while one 
below mentions the free gift 










We've 2 


gift for YOU 
new Baby 


decorated name-plate poster, carries a well-assorted va- 
riety of stock at prices ranging from one to five hundred 
dollars. The most effective prop used is a replica of a 
stork. Centered around it is an assortment of jewelry 
and giftware, especially designed for the cradle set, and 
which appeal to any parent’s taste. There are gold diaper 
pins, pearls, silverware, porridge jars, 14-karat gold baby 
cups and rattles and picture frames. 


The back niche of the front window is wholly devoted 
to baby goods about 45 weeks out of the year, the ex- 
terior displays being usually changed about once every 
two weeks. Baby ware is only supplanted by other dis- 
plays at specialized occasions like commencement sea- 
sons, Mother’s Day or Christmas. This exterior promotion 
has helped draw in parents who may not have received 
the natal gift cards or heard of the Baby Bazaar through 
other means. 

Another effective promotion mans has been front page 
advertising in the Washington Shopping News, a throw- 
away published cooperatively by the city’s merchants. 
This front page is used by an advertiser who wishes to 
emphasize a leader and Schwartz’s plays up their baby 
stock in this valuable space in about 26 of the 52 weekly 
issues. But the leader item is not a discarded or slow- 
moving piece of merchandise, as if often the case, but a 
valuable and popular item which has been considerably 
marked down. It may be gold-filled baby bracelets which 
have proven a good seller, thimbles or any other useful 
type of goods. 

As with other specialized types of merchandise, it is 
essential for the sales personnel to be thoroughly familiar 
with the stock carried and to have a strong psychological 
insight into the needs of customers. At the Schwartz store 
on F Street, the city’s most crowded shopping thorough- 


(Please turn to page 314) 
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We 
Wondered 


Why... 


.. « Now 
We 


Know 


When a jeweler keeps sending us substantial 
scrap shipments consistently, we’re just curious 
enough to ask questions. 


One jeweler operates along what he calls “the 
old trading post” idea. We quote: 


“When a customer is undecided be- 
tween buying a lower and a higher 
priced article, we suggest that maybe 
they have some old out of date jewelry 
around the house that could make up 
the difference in cost. They usually 
do and the higher sale goes over.” 


‘**What we take in trade is as good as 
cash on the counter for we just ship 
it to you folks and have our money 
in a day or two.” 


Like our “fold trading post” friend, you will 
find the mailman bringing you promptly 


A CHECK THAT SATISFIES 


when you ship us your 


OLD GOLD 








REFINERS & MANUFACTURERS 
.. CHICAGO, 22,/LLINOIS 


GENERAL OFFICES AND PLANT 


900 WEST KINZIE STREET.. 
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KEYSTONE 
SILVER INC. 

903 WEST 34th ST., NEW YORK 1, NY. 


SHOWROOMS 
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Dales Jewelers, in 
Shreveport, La., use 
unusual radio show 


to promote traffic. 


Entry blanks, “try 
again" cards for 
unsuccessful con- 
testants, member 
order blanks and 
anniversary greet- 
ings are all part 
of the Dale plan. 

























ee USINESS is here today. And it’s going to be 





here tomorrow for every jeweler who goes after 
it. That’s clear from the success of our ‘Wishing Well’.” 
So speaks Max Morris, vice president and general mana- 
ger of Dales Jewelers, Shreveport, La. 

The “Wishing Well” is a giveaway stunt, put on in 
connection with Dales store promotion and radio adver- 
tising. “It is,” declares Mr. Morris, “the best stunt we 
have ever used. The last check we made showed that it 
has increased our business 30 per cent over that of 
last year.” 

The stunt began in January of this year with a thrice 
weekly radio program over a local radio station with 
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Persons participating in Dales “Wishing Well’ 
contest may send entries to radio station or 
drop them, personally, in "Well" at the store. 


"Wishing Well 


Boosts Sales 








By 30 Per Cent 


an estimated trade territory of a million people. It was 
so successful that it has been upped to five times per 
week, Monday through Friday, at 9 a.m. 

On the air, the “Lady of the Wishing Well” explains 
that one wish is granted daily to someone among the 
persons securing a “Wishing Well” entry blank at Dales 
store. This calls for name, address, name and address of 
a relative, item “wished” for and a 40-word explanation 
of the reason for the wish. The blank points out that 
the wish must be “for yourself only.” 

This card is then sent in to the radio station or dropped 
into the “Wishing Well” set up in Dales store (as shown 
in the accompanying photograph.) Contest judges then 
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Metals of Guaranteed Purity 


GOLD « SILVER +« PLATINUM « PALLADIUM 
IRIDIUM «+ RUTHENIUM « RHODIUM + OSMIUM 


We solicit your Sweeps .. 
Filings— Scrap Gold and 


Platinum — Metals 
Your Old Gold Shipments 
N WILL RECEIVE 
Special. Attention 
Kastenhuber & Lehrfeld, Inc. 


21 West 46th Street Tel. LUxemburg 2-2320 New York 19, N. Y. 





Strictly Refiners 
Not Manufacturers 
of Jewelry 







































Sonel und OY eo 
» ‘ / | 3 
Son silllaoes Vow 


No matter how old the watch, we can give 
it that New Look... with our THREE SERVICES 


DIAL REFINISHING e CRYSTAL FITTING 
EXPANSION BAND REPAIR 


You Can't Go Astray... 
Sending Your Work Our Way 


Finest Workmanship and Service — Since 1926 


hirk-Hich QZ 3 





220 W. 5TH ST. SEABOARD BLDG. 1103 GRAND AVE. KIRK DIAL CO. 
LOS ANGELES, CALIF. SEATTLE, WASH. KANSAS CITY, MO. DALLAS, TEXAS 
657 MISSION ST. UNIVERSITY BLDG. 717 LIBERTY AVE. ALAKEA & HOTEL ST. 
SAN FRANCISCO, CALIF. DENVER, COLO. PITTSBURGH, PA. HONOLULU, T. H. 
15¥Y% HOUSTON ST. N. E. VANCOUVER, B. C. 


1440 BROADWAY 29 E. MADISON 
OAKLAND, CALIF. CHICAGO, ILL. ATLANTA, GA. TORONTO, CANADA 
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Right—View of the hollowware section 
of Dales store. Note rounded display 
cases with ample “toe room" for cus- 
tomers, and well-lighted wall cabinets 
containing a wide variety of hollowware. 


select the most interesting or deserving entry each day 
and an award is made. 


Currently, the stunt brings in some 5,000 answers per 


month and this has enabled the firm to compile a mailing 
list of over 20,000 people. One girl does nothing but 
take care of the “Wishing Well” and every entry is 
answered personally from the store. A standard card 
enclosure. is used to answer entries, copy card reading: 

Wishing Well Club Member 

I’m sorry your wish didn’t win, but here’s what 
your wish did do .. . it made you a member of the 
“Wishing Well” Club. And you may now wish again. 

I am sending you “Wishing Well” entry blanks to 
give to your friends to make their wishes. Dales is 
now granting 5 wishes a week, Winners are announced 
every day, Monday through Friday, at 9 a.m. over 
Station KWKH. Be sure to listen. 

And here’s something else exclusively for “Wishing 
Well” Club members. Dales’ buyers are searching the 
markets for unusual items and outstanding values. 
which we'll tell you about from time to time. For 
instance . . . look at the enclosed advertising. 

Should you desire to buy, or open a charge account, 
just fill out the enclosed order blank and return it to 
us today. __ 

On your first opportunity, be sure to visit Dales 
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by ERNEST W. 


Left—Dales “Wishing Well" idea 
has been successful in attracting 
traffic to virtually all of the 
store's departments. During a re- 
cent |0-day program the firm 
sold 400 sets of plated flatware. 


Jewelers’ beautiful store and see the “Wishing Well.” 
Sincerely yours, The Lady of the “Wishing Well.” 
Each enclosure contains the blanks, order form and 
credit application together with a copy of the current 
promotional ad or mailing piece. A postage-paid mail 
order blank is also sent the club member. In addition, 
club members receive a birthday and anniversary card, 
on the appropriate date. 

Mr. Morris believes that while all of these efforts may 
have attained some degree of success on their own, the 
display and store decorations their new building possesses 
have also been a contributing factor. 

The window display, changed every two weeks, is a 
sectional affair containing three units for separate dis- 
plays in the conventional spot, and three units below 
where such displays are not ordinarily presented. The 
latter consists of one large and two small units flanking it. 

Interior store display units are very modern and em- 
phasis is placed on division of stock by class and type. 
All mass displays are avoided and simplification is sought 
throughout the store. Half-circular cases are used to se- 
cure individualized display and obtain maximum amount 
of coverage from a given amount of floor space. 

What about the future? Mr. Morris reiterates his 
point that promctional effort will be the key to a stores 


(Please turn to page 315) 
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a. compote 
b. candy dish 


Krome -Kra 


smart table accessories 
in chrome and fine glass — 
nationally advertised 





When gift-seekers shop for something really 
different, they naturally turn to Krome-Kraft. 
Why? Because Krome-Kraft does not dupli- 
cate anything in your store! Quality chrome 
and fine hand-made glass are ingeniously 
combined in modern table accessories of 
sparkling beauty and utmost utility. Patented 
holders protect the glass, snap off-on for easy 
cleaning. Get descriptions and prices of com- 
plete line, including beverage sets, today. 


FARBER BROTHERS 


15 Crosby St., New York City 


“Distinguished for Quality” 


Krome Kraft 
(¥ iY Jobe 


FARBER BROTHERS | 


condiment set 
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NEST OF 4 TRAYS 
. 30514 in. 50612 in. 


50/10 in. 508==38 in. 





oud of 
and toward 


the Fulwmre . 


Faithful reproductions of 
authentic Sheffield patterns 
distinguished by superior 
design and workmanship. 


Masterpieces, backed by a repu- 
tation for quality maintained for 
more than half a century. Ask 
for information on the SILVER 
Bi SAGmO LAN. «ces 


All Items are silver on copper. 


H. SACKS & SONS | 
BROOKLINE, MASS. - = 


712 So. Olive St. 56 W. 47th St. 1355 Market St. 
LOS ANGELES NEW YORK SAN FRANCISCO 
1516 Merchandise Mart Santa Fe Bldg. - 2nd Unit 
CHICAGO DALLAS, TEXAS 
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by EVERETT M. SMITH 


Customers at Bigelow- 
Kennard, Boston, stop 
to admire display of 
playing cards in the 
stationery department. 
More expensive cards 
are shown in the gift 
and clock department. 





























Playing Cards Make A “Good Deal” 


At Bigelow-Kennard Company, Boston, Mass., playing cards are 


held in such high esteem that the firm features them, in 


RUMPING each other in a bid for ace business, 
two departments of the Bigelow-Kennard Company’s 
jewelry store in Boston, Mass., are dealing winning 
hands with playing cards these days. 

Such “deals” run into substantial unit volume. For, 
in addition to the quick shuffles in $5 and $10 sales, 
there are numerous dollar-volume sales which run as 
high as $40 to $75—which isn’t exactly penny ante. 

Bigelow-Kennard’s complete stationery department 
carries playing cards as an additional item to its bridge 
scores, high-quality die-stamped stationery, and foun- 
tain pens and pencil sets. 

Then, in its gift and clock department, at the other 
end of the store, there are the higher-grade sets of 
playing cards, ranging from an attractive double deck 
in book-shaped containers in attractive tooled-leather 
bookends to much larger bridge and whist party sets. 
Sales “trumping” comes when customers, looking over 
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various price ranges, in two separate departments of the store. 


items in one department, and chancing on playing cards, 
get the “bid” to try their hand in the other department. 
So it is that a chance customer for a pack or two of 
inexpensive playing cards, finds that, after all, what he 
really desires is something “a bit different and of a 
little better quality.” 

So—the “double deals.” 

Bigelow-Kennard has carried playing cards as a regu- 
lar part of its stationery business for years. Here, cus- 
tomers may find the well-known makes of cards in the 
latest designs and patterns. Each year, the firm—knowing 
how most customers like something new, something 
different—brings out new backs, ranging from conven- 
tional designs, landscapes, and snow scenes to dogs, 
cats, and birds. 

In addition, the store has carried for a number of 
years, the better-quality plastic playing cards packed 


(Please turn to page 316) 
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FOR MOST SATISFACTION 


SEND US YOUR SWEEPS 
FILINGS, SCRAP GOLD AND PLATINUM METALS 


WE SUPPLY TO MANUFACTURERS 
A-FULL- LINE - OF - SETTINGS - AND - SHANKS - IN - ALL- METALS 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON we. 


26 John Street — Phone COrtlandt 7-0360 — NEW YORK, N. Y. 




















———_$_— 





HANDY REFERENCE BOOKS 
FOR 
THE WATCHMAKER 


* 


RULES & PRACTICE FOR ADJUSTING WATCHES 
ee ER, By I ei ctissnsscionesinnisiieniamasintnteienneniiia $3.50 Postpaid 


PRACTICAL BALANCE & HAIRSPRING WORK 
eT rN eT $3.50 Postpaid 
THE JEWELERS CIRCULAR-KEYSTONE 
100 E. 42nd St., New York 17, N. Y. 


* 


Check or money-order must accompany all orders. Do not send cash. 
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Bookkeeping Simplitied 






A practical system of record-keeping is an important requisite 


to the profitable operation of a business. This is the first in 


a series of articles on simple bookeeping for the retail jeweler. 


N A recent study of business failures in St. Louis. 


made by the U. S. Department of Commerce, the 
reasons behind the failures of thirty small companies 


were thoroughly analyzed. Of the thirty firms that failed, 


it was found that only two had kept accurate books to 
tell them whether they were making or losing money, 


and which operations were profitable. 

Until bankruptcy was upon them, many of these firms 
did not know that they were losing money. Had they 
kept simple but accurate books, they would have known 
in advance that business was not good. Knowing this. 


PURCHASES (Less discounts) 


Departments 
4 B 


Total 





they could have sought the factors that made it bad and, 
perhaps, corrected them. 

To be sure, each of the firms that failed kept records 
of a sort. Often, they were no more than notebook en- 
tries of cash pay-outs and receipts. Such records indicate 
nothing. A simple system of true bookeeping, which is 
only a little more trouble to keep, could have warned the 
bankrupt businessmen of approaching failure in time. 
perhaps, to do something about it. 

While bookkeeping is no guarantee of certain business 
success, in every study made of business failure its lack 
glares like a neon sign. 

Does a jeweler need training as an accountant to keep 
his own books accurately? Not at all. Beginning with 
this issue, THE JEWELERS’ CIRCULAR-KEYSTONE will run 
a series of articles detailing a system of simple book- 
keeping that the average jeweler can keep up with a few 
minutes’ work every day. 

In addition to telling when and where the company is 
making money, and warning of unprofitable operations, 
bookkeeping is a must for income tax purposes. Section 
54 (a) of the Internal Revenue Code provides that 
“Every persons liable to . . . tax . . . shall keep such 
records . . . as the commissioner, with the approval of 
the Secretary of the Treasury, may from time to time 
prescribe.” The commissioner’s ruling in turn calls for 
business men to “keep such permanent books of accounts 
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by BETTY LEE GOUGH 


or records, including inventories, as are sufficient to 
establish the amount of the gross income and the de. 
ductions, credits and other matters required to be 
shown. The books of record shall be kept at all times 
available for inspection by internal revenue officers,” 

Hundreds of jewelers miss out on legal deductions 
because they do not know the expenses that can be taken 
off their returns, nor how to deduct them. 


An example of the one-book system in which all transactions 
for a month are entered. Designed by Department of Commerce. 


CASH EXPENSES ALL OTHER 


¥: uri. | Store at 
& | Rent ities sup- | 3& | Advt. | Deliv. | Cash 
z plies | w & ery | short 


Explanation 


Basically, there are four kinds of records necessary to 
the successful operation of a jewelry store: sales records, 
showing what is selling, how quickly it is selling and how 
profitably; records of credit operations and cash sales 
controls; expense and inventory records; and special 
sales, income, social security and withholding tax records. 

Sales records are not merely figures showing how 
much business was done today and how much yesterday; 
they are a tool with which to estimate how much will be 
rung up tomorrow. They show when volume is slipping. 
They show where it is slipping. They also show when 
and where volume is gaining. By a study of the sales 
figures, the jeweler can tell which lines to drop, which 
lines to carry in heavier stock; which lines to push; 
which lines to clear out. 

And it can all be kept simply in one book—along with 
the other records necessary to the operation of a jewelry 
store. Only a few minutes’ work is needed each day. 
Let’s look at the book in which all of the records can 
be kept. 

Illustrated is a good example of a one-book system. 
This one was devised by the U. S. Department of Com- 
merce to fit every business. In its thirty-two columns 
is space for entering every transaction for one month. 


(Please turn to page 320) 
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EUREKA SILVER CON- 
TAINERS are lined with 
Pacific Silver Cloth, fa- 
mous because “it prevents 
tarnish.’’ No. 92 Chest 
(shown here) illustrates 
the quality of this com- 
plete, popularly-priced, 
best-selling line. 


Send for illustrated cata- 
logue and price list. 





EUREKA ROLLS AND 
BAGS for Anti-Tarnish 
Protection—in sizes to hold 
every flat and holloware 
item —a wider range of 
attractive colors, smarter 
styles. But no higher- 
priced! 


Choose EUREKA ROLLS, 
in either Taunton or 
Standard styles, in your 
own colors. Use flannels in 
colors you select, as your 
store trademark for the 
silver you sell. 


Ask for samples, includ- 
ing Eureka Rolls of Pacific 
Silver Cloth in beaver 
brown. 
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EUREKA MANUFACTURING CO. 


Taunton, Massachusetts 


akeus of slvouware proteclon 
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Sugar and Cream, Stock #111 2%” high, 3'/,” 
diameter (exclusive of spout and handles), mirror 
finish outside, brush finish inside. Excellent value. 
Individually packed in tarnish-resisting boxes. 


From the heart of the 


NEW ENGLAND 


SILVER INDUSTRY 





Here is an offering in fine plated holloware which 
expresses the best in silver craftsmanship traditions 
— one of the fifty-one items in the 


Gregg line. Reasonably prompt 


delivery assured. 


Say pileorbagfne® 


MANUFACTURERS OF SILVERWARE 








TAUNTON, MASSACHUSETTS 


ANOTHER BEAUTIFUL 


 edaworth 


(seren by leading fashion and beauty editors 


from the new powder case collection. 


POWDER CASE 











WADSWORTH WATCH CASE CO., DAYTON, KY. 
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WATCH PARADE PROMOTION 
(From page 257) 


D. Kaufman, Chairman of the Council, in a report at 
the last meeting of the Council’s Board of Directors 
said that there is every indication that “The 1948 Watch 
Parade” will be as effective as “The 1948 Silver Parade” 
which achieved exceptional increases in sales for retail 
jewelers as well as increases in the number of new cus- 
tomers and store traffic and in the number of persons 
“looking over” flatware patterns. “Our first promotion,” 
Mr. Kaufman said, “was in the nature of a ‘trial run.’ 
This second promotion—on watches—will benefit great- 
ly from what we learned the hard way during the Silver 
Drive.” 

Mr. Kaufman also brought out in his statement the 
fact that active work on a nation-wide promotion for 
Diamonds has been under-way for the past month. “No 
date,”’ he stated, “has been fixed for this promotion as 
yet. The answer to that question is one of many being 
sought in the research work on this proposed promo- 
tion from retailers and from diamond interests.” 


“STERLING FOR ALL" PROMOTION THEME 
(From page 262) 


a general lowering of terms. Wherever it has been used 
there has been a brief flurry which quickly reverted back 
to normal. Folks cannot afford to offer merchandise at 
these terms and pay a 20 per cent excise tax on the sale 
almost immediately, for a very long period of time. Es- 
pecially when they offer the merchandise, as we have, at 
no down payment.” 

Since the sale was designed to make silver available 
to the wage earner, not only the terms but the qualifica- 
tions for credit were greatly lowered during the period 
of the sale. Evidence of steady employment and residence 
in the community were the main requirements. 


CONCENTRATED ALL-OUT EFFORT 


When the Michaels stores engage in a big promotion 
they go “all out for it.” “We concentrate our efforts in 
as short a period as possible—all-out effort in whatever 
we do—and find that is the best way to promote.” For 
the entire month of the silverware sale every display 
window was devoted exclusively to advertising the sale. 
One window was devoted to the products of each of six 
silver houses. Several showed fancy and novelty sterling 
pieces, coffee and tea service, sterling silver trays, and 
serving dishes. The “parade of silver” idea was com- 
bined with the place setting theme. A striking drum 
majorette gaily dressed in bright red and blue and 
framed in an antique cream picture frame pointed the 
way to a sign titling the display “The 1948 Silver 
Parade.” The same sign explained, “These are the (trade 
name) sterling patterns.” Down a ramp at better than a 
45 degree angle a double column of knives, forks and 
spoons were fastened almost upright giving the illusion 
that they were marching forward from the sign to the 
front, center of the window. They exhibited each of the 
designs offered by the company to whom that window 
was devoted. To balance this at the right of the on- 
looker was a complete place setting showing how one 
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of the most popular designs would look on a Customer’s 
table. 

The large white broadside dominating the windoy 
from the center behind the merchandise featured the 
33¢ a week which was the keynote of the sale. Each 
of six windows were laid out this way, with slight varia. 
tions in the wording of the broadside surrounding the 
33¢ focal point. This variation broke the monotony of 
repetition and gave details of alternate terms and add}. 
tional credit plans. To the “33¢ per place setting” wags 


added: 


“2 place settings 66¢ a week 

3 place settings $1 a week”; on one. 
On another 

“6 place settings $2 per week”’; 
To another: 

“Join Michael’s Club Plan Sterling Sale-Buy one 
(place setting) or more—All of America’s leading 
patterns included.” 

To another: 

‘““Michael’s Stages a spectacular sterling silver club 

plan sale.” 
To a fifth: 

“(Trade Name) Place Settings average $23 each— 

no down payment.” 
To a sixth: 

“No down payment. 

Use your silver right away.” 

Two windows each contained a chest of silver which 
bore the sign “36 piece service for six. Special Club Plan 
Payments only $2 a week.” Another was devoted to tea 
and coffee servers; serving and novelty dishes in sterling. 
To the permanent sign advertising, “Time payments at 
no added cost’’, were added individual price tags stating 
terms. For instance, one on a silver fruit dish read: “$75 
pay only $1.00 a week.” A sterling pitcher was labeled 
“$70, pay only $1.00 a week.” The 33¢ theme was car- 
ried out here too with the words, “Pay only 33¢ a week 
on each $25. amount of purchase. No down payment.” 

Extra inducements to buy were added on a small place 
tag near the front of each window such as: 


“Limited Time Only”; 

“Immediate Delivery” ; 

“Michael’s prices include federal tax”; 
“Free engraving service” ’; 

“No carrying charge”; 

“Absolutely no added charges”; 
“Nationally advertised prices.” 

One window was devoted to a 48 piece service for 
eight labelled with a sign in a picture frame reading 
“special club plan payments—only $2.67 a week—no 
down payment—take the silver with you.” “Everyone 
can own sterling silver now,” stressed a small white 
cardboard “note” stuck casually under the framed sign 
and pointed toward the chest of merchandise.” 

Special care was taken to give the whole display an 
attractive and high class appearance. Harmoniously com- 
bining the force of a “sale window” with the prestige of 
a “class window” was a problem Harry F. Lasher, dis- 
play manager, solved quite effectively by artistic arrange- 
ment of a limited amount of guality merchandise around 
the parade theme. 

“We are quite proud of our being able to make all 
our own displays,” Mr. Lasher said. “We have stocks 
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The 1948 
Watch (Parade 


The Jewelry Industry Council has announced plans 
for an industry-wide “1948 Watch Parade’. Be ready 
for these additional profits! Head the Parade with 
Hamilton and Calvert Watches. Although the supply 
of Hamilton Watches is still very limited, send us your 





orders and we will do our best to fill them. 


The Gorwe-Brown Company 


W/ TEMPLE BAR BLDG. 
WV CINCINNATI 2, OHIO 


























Cash In Now — 





Highest prices for all kinds of sterling silverware — flatware and 
hollowware — active and obsolete patterns — sample lines — odds 
and ends — new and used. 


Cash in your leftover stocks of silverware now regardless of manu- 
facture or quantity. These are frozen assets which you can readily 


and quickly convert into cash. 


We will pay the expressage, and if our offer is not acceptable, the 


merchandise will be returned promptly, express paid. 


JULIUS GOODMAN & SON 


77 MADISON AVENUE 


MEMPHIS 1 TENNESSEE 
Reference: THE JEWELERS’ BOARD OF TRADE 
DUN & BRADSTREET 
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with 
the dependable 
e ladies 


e nurses 
e sport 





AMIDAIs1795 


WATCH 


FACTORY GUARANTEED! 


KEYSTONE 





@ luminous hands and @ attractively gift boxed 
numerals 

sweep-second 

7 jewels—ROSKOPF 

934, LIGNE 


chrome case : 


@ genuine calf and pigskin 
strap 


@ complete repair facilities 
and parts available 


MAXIMO BLUM & BRO. watch importers 


55 WEST 42nd STREET, NEW YORK CITY 18, N. Y. 


MAXIMO BLUM & BRO. 
55 W. 42nd St. 
New York City 18, N. Y. 


Gentlemen: 


Please send dozen AMIDA WATCHES gift boxed, factory 


| 
| 
| 
| 
Check or Money Order Enclosed | 
| 
| 
| 
| 


guaranteed. 
(pre-paid postage) 
RES Ee ae Aa a ee EE ee ee ee =a 
AdSrkESss_.._..___. 
CITY STATE 








MAKE CHECKS PAYABLE TO MAXIMO BLUM & BRO. 





of lumber, etc., and all the necessary machinery for 
turning out our own platforms, and we cover them 
pretty well. We plan on making four complete sets of 
blocks and platforms a year, these being changed jy 
color and rotated as often as possible.” | 


NEWSPAPER ADVERTISING FOLLOWS THEME 


The same principles used in the window displays were 
used in newspaper advertising. Efforts were concentrated 
—ads were devoted exclusively to the sale and the force 
of a “sale ad” was combined with the prestige and 
quality type of ad suitable to sterling. Full page spreads 
illustrating the sterling appeared weekly in the New 
Haven Register, the local evening newspaper. The “quality 
appearance” was retained by use of lots of white space 
surrounding the simple illustrations of flatware. The 
selling force was added with a 33¢ “bulls eye” in simple, 
heavy black letters in the exact center of the page. In a 
square block fencing it in, further details “told the 
whole story without pulling punches.” “Many jewelers 
hide the price and terms—they are afraid to show it for 
fear of losing the quality appearance of the ad,” ex. 
plained Mr. Michael. “But there’s nothing to equal the 
selling force of an economical price or convenient terms,” 
Careful attention to artistic layout to “keep it clear” will 
give it a quality appearance and keep it out of the 
“budget class” with which many people associate sale ads, 


The displays and newspaper ads carried the sole an- 
nouncement of the sale. No direct mail, radio or other 
forms of advertising were used. 


Everyone who bought sterling under this plan was 
registered in the cardex file system already used by 
Michaels and most jewelers as a permanent recording 
system to keep track of silver customers and their pat- 
terns. The blank cards contain places for recording each 
piece purchased, the date, and the pattern. When a 
customer returns to add more pieces, it is a simple 
matter to refer to her card under name or cross-filed 
under account number, and assure matching. During 
the recent shortage, which has not quite disappeared as 
yet, it was often necessary to turn down interested pur- 
chasers because the pieces they wanted were not then 
available. As these pieces come in, the customer is noti- 
fied by letter, or more often, by telephone and the de- 
layed sale is made. When new customers are introduced 
to sterling through this sale, they will also be followed 
up with telephone calls as new merchandise arrives within 
a reasonable period of time. No high pressure sales talk 
will be used, merely a polite notice that matching pieces 
are in, and if they desire, available on credit terms. 

The terms in the future, of course, will go back to 
normal, which means they will depend to a great extent 
on the financial status of the customer. 

William Steacy, manager of the Michaels New Haven 
Store at the corner of Chapel and Temple Streets, stated 
that about one half the usual business of his store is 
credit business. This amount rose substantially during 
the sale, but returned to normal soon afterward. “Offer- 
ing rings, watches, or other types of merchandise at 
33¢ a week in this manner might easily lower the stand- 
ards of the store and reduce prestige,” explained Mr. 
Steacy. “But offering sterling in this manner raises the 
buying habits of the customers instead.” 

Mr. Michaels pointed out that their stores sold an 
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of one hundred place settings per day during 
the sale. The average sale was for four place settings at 
$1.33 per week; and the average customer requested his 
terms budgeted monthly. But he feels there is greater 
significance to the sale. He is glad to see other jewelers 
holding similar sales, for he feels that now is the time 
to “give a little push” to this trend from plated ware to 
sterling which was caused by war conditions, but will 
continue in peace time if jewelers help it. He believes 
this trend may change the whole aspect of the silver 
business for years to come. This formerly relatively small 
industry has now come into its own and will continue to 
grow into a large industry to the benefit of the jeweler 


who promotes sterling merchandise wisely. 


average 


APPLIANCES A NATURAL FOR JEWELRY STORE 
(From page 278) 


clude such ideas as an elevated platform covered with 
carpet for radio-phonograph combinations and _ radios, 
another platform covered with kitchen tile for ranges 
and refrigerators, and still a third platform, with a 
linoleum-top for automatic washing machines, driers, 
ironers, etc. As closely as possible, Perel & Lowenstein 
has faithfully reproduced the atmosphere in which the 
major appliance will be used in every section of their 
basement appliance showroom. 

Next, Perel & Lowenstein went carefully into the job 
of selecting the lines to be handled. “We had to do an 
intelligent job of selling ourselves to manufacturers and 
distributors,’ Mr. Sweeney said, “most of whom were 
loth to grant franchises on demanded nationally-adver- 
tised lines in the light of established dealerships in the 
same area. However, by pointing out the tri-state terri- 
tory of Arkansas, Tennessee, and Mississippi, in which 
we center, our long-established reputation, excellent sell- 
ing facilities, etc., we were able to obtain each franchise. 
We carry absolutely no borax or off-brand, lesser-known 
appliances, because we know for a certainty that such 
lines would be almost suicidal in the forthcoming com- 
petitive period. Therefore, our refrigerators, ranges, au- 
tomatic laundry equipment, radios, etc., are all the best- 
known possible lines, and those which any jewelry store 
customer would unhesitatingly purchase.” 

Mr. Sweeney paused to emphasize the fact that nothing 
is more important than to show absolutely the most 
handsome, best-priced and_best-established model of 
every appliance. “Otherwise, we are selling the same 
merchandise as do competing electrical dealerships, de- 
partment stores, auto supply stores, etc.,” he pointed 
out. “As in all jewelry lines, we recognize the necessity 
of having something a little better to offer. For example, 
we are the only store in the city which shows a $1275 
radio-phonograph combination. While there are ex- 
pensive radio-phonograph combinations available else- 
where in the city, there are none in this class—and while 
we may not sell this particular model rapidly, it is a 
foregone conclusion that many of our other radio-phono- 
graph combination sales have been stimulated by the 
display. 

In each display of varying types of appliances there 
is a “place of honor” reserved for the outstanding 
model of the line. Thus, one popular-brand of refrigera- 
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tor section shows a 12-cu. ft. box, which is the “last 
word” in home refrigeration. The same is true of all 
sections from the radio department in the right front 
through refrigerators, ranges, washing machines. 
to smz!' appliances at the rear. | 
| The same type of buying attitude holds true with 
small appliances and “sidelines” as with major appli. 
ances, In the basement department are shown a dozen 
nationally-advertised lines of small traflic appliances 
water heaters, package air conditioning units, small 
radios and phonographs. Each is a leader in its line 
and has had to be publicly recognized as such before 
Perel & Lowenstein would add it. 


down 


ALWAYS SOMETHING NEW 





Next, Perel & Lowenstein have steadily capitalized op 


GIFT-WORTHY SERVING PLATES | the “something new at all times” theory to make certain 


: : : : , that new people are constantly attracted. While Memph; 
Big, Bright Monograms in Sterling Silver dil ' 4 mphis 

: wot as yet has no certified television station, Perel & Lowen. 
Another Sterling Silver Deposit triumph from National! We've 


taken our handsomest crystal plates, banded them with thick stein arranged to set up a complete television display in 
silver borders, and monogrammed them with luxurious, prideful + the basement showroom, at the base of the steps, which, 
silver block letters. And protected their brilliant lustre with a to date, has attracted thousands of people who have 
Rhodiant Finish that never tarnishes. on ; 
You've never seen serving plates as stunning as these—they'll never seen a television set before, and who are anxious 
sell abundantly for weekend gifts, anniversaries, weddings and . to be “among the first to own one’ when the television 
every other gift occasion. . . . . : , 
station is put in. Such presentations, combined with 


NATIONAL SILVER DEPOSIT | $1275 radio-phonograph mention above, have enough 
WARE CO., Ine. “curiosity value” that there are always new faces coming 


~ 


Executive Offices and Showrooms into the department. 
44 WEST 18th ST. NEW YORK 11, N. Y. Jewelers who are flirting with the idea of. utilizing 
BRANCH SHOWROOMS 


Chicago: 1555 Merchandise Mart Los Angeles: 527 W. Seventh St. “outside salesmen” to follow ae leads, eae homes, 
Boston: Parker House, 44 School St. Portland, Ore.: 401 Guardian Bldg. and sel] in competition with utility companies, etc., 
should think twice, according to Mr. Sweeney. “Our 
- | experience with outside selling has proven that it is 
Be far better for the customer to come into the jewelry 
Die store of his own volition,” he said. ‘““We experimented 
) THE HIT with outside men, hiring two men, of sufficient dignity 
OF THE YEAR!” and appearance to be a credit to the store, as outside 
representatives. We are sorry to say, however, that the 
Tosca outside selling program did not work out—simply be- 
=] cause the average homeowner, we have discovered, will 
| RING WATCH ' no longer buy from merely looking at photographs of 
7 appliances, and getting a thorough-going description of 
its operating points from the salesmen. The American 
public has become extremely demonstration-conscious, 
and will have to. be shown, before they will sign on the 
dotted line. We arranged to pay our salesmen a $50 salary 
a week, plus a ten per cent commission against their 
sales, and expended long hours in ferreting out worth- 
while leads, scheduling the city into sections to which 
any sale could be credited, and in other words, gave 
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Derived ’ ; 
Rhodium - each salesman the best possible opportunity. Nevertheless, 
Finish customers insisted on coming in, demanded demonstra- 


tions before they would buy. Therefore, we intend to let 
advertising, store reputation, and our lines to do the 
‘outside selling’ in the future.” 


Price to Retailer 


$23.00 


plus 75¢ for beautiful — 
velvet gift box. 4 


WRITE FOR SAMPLES TODAY! ‘he ability to maintain the warranties on all appliances 
Sent C.O.D., check or money order sold, and to service them afterwards, cannot be heavily 

Money back guarantee enough emphasized, according to Mr. Sweeney. The 
Perel & Lowenstein store is one of the first jewelry stores 


RING WATCH C0. of AMERICA, Inc. in the country to set up a complete radio and appliance 


220 FIFTH AVENUE e NEW YORK 1, N. Y. repair department, so well equipped that it can over- 
haul refrigerators (except for the sealed-unit variety, 





SERVICE AN IMPORTANT FEATURE 
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ch must be returned to the factory). The service de- 
partment 1s large enough to completely rebuild any 
appliance sold, and to accept trade-ins, rebuild them, 
and resell them profitably. “Trade-ins have not proven 
to be the bugaboo in appliance merchandising which we 
considered it might become,” Mr. Sweeney said. “‘After 
18 months of operation, we have only had 3: refrigerators 
traded in. However, we're building up a list of customers 
who want first-class rebuilt machines, and will sell to 
them, or pass the reconditioned and refrigerators off to 
other dealers. Naturally, reconditioned appliances are 
not going to add much luster to the store name, and we 
feel that it would be better to distribute our trade-ins 
among other appliance dealers, rather than presenting 
them in the store.” The store has trained a staff of ex- 
pert mechanics in each line, and is promoting especially 
radio repair, which is without a peer in trafhic-building. 


whi 


CREDIT ARRANGEMENTS NO PROBLEM 


Surprisingly, Perel & Lowenstein has found that it is 
not necessary to offer such enticements as “no carrying 
charge”—‘liberal credit arrangements’—in order to 
make a real success of appliance merchandising. Approxi- 
mately 20 per cent of the sales volume of the new ap- 
pliance showroom to date has been cash, the remaining 
80 per cent entirely credit, and the bulk of this concen- 
trated in 18-months contracts with a carrying charge. 
“We have to ask a carrying charge in order to pay the 
high overhead of the department, high operating cost 
during the period when needed appliances are still 
short, etc.,” Mr, Sweeney said. “But have experienced no 
difficulty in justifying this, because actually, the 
customer wants to pay the carrying charge. My state- 
ment is based on the fact that during the first six months, 
we offered appliances without a carrying charge, and 6 
months to pay—and immediately found that the accounts 
which did carry an interest charge were paid up more 
quickly.” 

With these methods, handsome window display, plenty 
of newspaper advertising, and a “jewelry store atmos- 
phere,” the Perel & Lowenstein appliance department did 
a sales volume of $200,000 for its first year—potent 
enough volume to be worth the consideration of any 
progressive, modern jeweler. 


WORLD'S LARGEST SILVER TROPHY 
(From page 276) 
of the Rhine, and the shells bursting all around the 
members of the 504th Regiment, are clearly shown as 
a result of the expert chasing. 


Around the sides of the plateau there are the 37 
shoulder patches of the units to which the 504th was 
attached during its remarkable record of 371 days of 
actual combat. The patches are in sterling silver and 
gold, with full color being brought out in each of the 
panels through special enamels. On the top rim of the 
plateau below the base of the cup are four combat in- 
signia and four overseas stripe insignia. 

The cost of the trophy was sustained by individual 
contributions in the regiment. The 18-inch high silver 
cup atop the huge plateau, was given by Colonel Reuben 
H. Tucker, wartime commander of the unit. Colonel 
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From the day it was announced the Marsh Duo-Temp 
stole the show in the big, growing indoor-outdoor ther- 
mometer field. Now it has been completely restyled as 
one glance at the illustration will tell you. But no camera 
could do it justice: The dial is rich dubonnet with gold 
letters and pointers; the case a contrasting beige gray in 
modern styling and gleaming plastics that will grace 
any interior. 

Yes, in its new dress all the features that have distin- 
guished the Marsh Duo-Temp take on added sales appeal. 
It is the only fully mechanical indoor-outdoor thermome- 
ter. It has no hard-to-read, easily broken glass tubes. 
Instead it shows outdoor temperature on the top scale and 
indoor temperature on the bottom scale as clearly as a 
clock tells time. 


¥* Supported by national advertising! 


The story of Duo-Temp is being told in House & Garden, 
House Beautiful, Field & Stream, Science Illustrated and 
similar magazines. Larger advertising is under way this 
year. Duo-Temp has a quality package to match the instru- 
ment and excellent point-of-sale circulars are available. 


% Value far beyond its price! 


No one who Iooks at Duo-Temp guesses its remarkably 
low price made possible only by large-scale production 
through mass-precision methods developed in the new, 
ultra modern Marsh plant. 


s 352” square. Retail price 
e bulb and tubing. 
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eve Steady Regens advertising 


appears in all these leading 
national magazines. It tells the 
Regens story of top quality and 
low price, time and again, to 96 
million selected readers. Stock, 
recommend, and display Regens in 
your store and share in the profits. 


@ Works in any weather 


@ Slide-out tank lights 
pipes, too 

@ Guocranteed against 
mechanical defects 


@ In nickel, chrome, enomel 
or etched finish 





$1.50 to $2.50 
RETAIL 


For extra profits sell 
Regens Yellow Flints and 
Regens Lighter Fluid 


SOLD THROUGH 
WHOLESALERS ONLY 
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REGENS LIGHTER CORPORATION °¢ 2 East 46th Street, New York 17 








| SALES REPRESENTATIVES WANTED 
for SILVER PLATED HOLLOWWARE 
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More Satisfied Customers — 
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Means More Earnings For You! 


| A well rated progressive nationally adver- 
| tised manufacturer of a fast selling quality 
line of silver plated hollowware offers excep- 
tional opportunity to aggressive sales organi- 
zations having own show rooms and thorough 


field coverage. 


Many Lucrative Territories Still Available 
Liberal Commission — Write Fully 
Box No. "*M-1591"' Care 
JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St. New York 17, N. Y. 























Tucker ordered the cup while the men were resting in 
England after their encounter with the Nazi on the Anzio 
beachhead. Before it could be delivered, the unit swung 
into action again—this time in France shortly after the 
Normandy invasion. 

This cup is affectionately known to the men as the 
“Tucker Tumbler.” It is a ceremonial cup used each 
time a man qualifies as a paratrooper and officially jg 
assigned to the outfit. It is filled with a special concoe. 
tion that is generally referred to as “dynamite.” The 
recipe is closely guarded by the officers, but is known 
to consist of champagne, vodka, cognac, and a few other 
such “refreshments.” There are some who wonder wheth. 
er successfully jumping from a plane or remaining up. 
right after such a drink qualifies a man for membership, 

The trophy followed a decision by the officers of the 
204th that a suitable sterling silver plateau should be 
created as a pedestal for the “Tucker Tumbler” cup. 


When the officers had finished collecting funds for the 


_ pedestal, the total exceeded $20,000. It was decided that 
_ the money should be used for a trophy that would be 
_ large enough to tell the fighting deeds of the unit. 


The trophy will be sent to Fort Bragg—the present 
headquarters of the 504th. 


COPYRIGHTING JEWELRY 
(From page 280) 


of the paintings and statues that everybody will admii 
_to be works of art. Certainly the fact that jewelry has 


utility, if it has, is not the deciding factor, because no- 


_body from his day to this has doubted that Benevento 
_ Cellini’s saltcellar was both a work of art and a dis- 


penser of salt. 

Even if I am wrong in believing that artistic jewelry 
is copyrightable, jewelry manufacturers have little to 
lose by trying to copyright it. The fee for copyright 
registration is very low, only $4.00, and ordinarily, it 


' is not a complicated process. A competitor is likely to 








| feel that it is better not to copy a piece of artistic jewelry 


that bears a copyright notice, than to take the risk of 
having to pay the heavy statutory damages which would 
be imposed if he were wrong. 

Note that I have referred throughout to artistic jew- 
elry. Since the Copyright Act does not refer to jewelry 
as copyrightable, but only to works of art, jewelry that 
does not constitute a work of art cannot be copyrighted. 
Congress has not given the Copyright Office any criteria 
for determining when a piece of jewelry constitutes a 
work of art and the Office has not been able to devise 
any. But since Congress has ordered the Copyright 
Office to give copyright registration to works of art, the 
Office will «bey and do its best to determine whether 
any piece of jewelry that you send to it for copyright 
registration is in fact a work of art. If it turns you 
down, it will return to you the money you have paid 
and the jewelry or photograph of the jewelry you have 
sent it. 

Note also that I have referred to the manufacturer 
of a piece of artistic jewelry as its author. The Copy- 
right Act speaks only of authors; the author of a mu- 
sical composition, the author of a photograph, the 
author of a statue, and so forth. By the author of a piece 
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of artistic jewelry is meant of course the man who de- 
signed the jewelry or the person or corporation that 
employed him to design it. . 7 

Suppose now that we have decided that it is worth- 
while to try to copyright a new piece of artistic jewelry, 
the next question is how to do it. As you are manu- 
facturers and only interested in jewelry that is manu- 
factured for sale, we need not consider how to copy- 
right designs for jewelry. You first must place the 
copyright notice, that is the letter C in a circle followed 
by the name of the copyright owner, that is the origi- 
nator of the piece or his assignee, on every piece of 
jewelry that is to be protected by copyright. This should 
not be difficult. Silver manufacturers customarily place 
the word “Sterling” on their products. A “C” in a 
circle followed by the name of the manufacturer takes 
only a little more space. Even the back of an earring 
should be large enough to hold such a notice. 

The next thing to do is to publish the jewelry, that 
is to place it on sale, sell it or publicly distribute it. 
When this has been done, an application for copyright 
registration on Form GG, $4.00 and whatever number 
of photographs are necessary to identify the jewelry 
must be sent to the Copyright Office. Form GG explains 
the advantages and disadvantages of sending also two 
pieces of the jewelry. The Copyright Office will record 
the receipt of your application and send you a certifi- 
cate of copyright registration. If your piece of jewelry 
is really a work of art, this certificate will prove of 
ereat value to you should you ever have occasion to 
prove your copyright in a court. If your piece of jew- 
elry turns out not to be a work of art, the fact that you 
registered it in the Copyright Office will at least furnish 
you a permanent record of what you manufactured and 


when. 


DIRECT MAIL DEVELOPS CUSTOMERS 


(From page 284) 

A hub of the activity during these visits is an alcove 
at the back of the store, lined with wallcases of silver. 
holloware, flatware, crystal and china patterns. The 
focus of attention in this room is a table adorned with 
place settings of four different styles of chinaware and 
silverware. Brides-to-be are presented the opportunity 
to inspect these various patterns of china and silver- 
ware as they appear on a decorated table, with all of 
the trimmings—flowers, etc. 

“The table setting never fails to strike a responsive 
chord among young ladies who arrive to receive the 
free bride’s book,” said James Shirk. “With the pros- 
pects of a home of their own near at hand, and most 
of the young married couples in smaller towns do plan 
cottages of their own, the sight of a table composed of 
four patterns of place settings, kindles instantaneous 
interest.” 

The seriousness that punctuates discussions in the 
silver and china room is emphasized by the questions 
these young women ask about products. Typical of their 
poser in regard to silverware alone: “What is the brand 
name?” (Not an embarrassing question since Shirk’s 
stocks a number of well known brands). “How long 
will it wear?” “What is the guarantee?” “How many 
overlays of silver in vital spots?” The store’s brides’ 
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MOUNTED INTO OUR OWN 
DISTINCT STYLING OF JEWELRY 


In 14 Kt Gold 
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Also a complete line of 
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i ¥ Sell and Resell with it! 
‘ ¥ Show it! 
1 ¥Y Refer to it! 
¥Y Mail it! 
¥ Quate it! 
The GRAPHIC GUILD, Inc. 
333 Hudson Street 


New York 13, N. Y. 
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Jop -Notch 
SALESMAN WANTED 


MID - WESTERN 
Territory 


NATIONALLY KNOWN 
CLOCK MANUFACTURER 


Offers excellent opportunity to hard-hitting ag- 
gressive salesman, acquainted with the Jewelry — 


Electric — Hardware — Appliance — General 
Merchandise Jobbing Trade. 


Must come well recommended and capable of 
taking over active well developed territory. Ex- 
tensive travelling necessary. 

In replying, state age, experience, education and 
references. 
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hostess is trained to deal effectively with such questions 

The time-tested baby book promotion, supplied by g 
national service, is a vital ingredient of the campaign 
of a jeweler with aspirations in the small-town market 
The organization providing the service presents baby 
books, with the compliments of the Shirk Jewelry, to 
new parents in nearby communities. Postal cards are 
furnished the parents for acknowledging the gift to the 
jewelry firm. From names and addresses on these cards, 
the jewelry is compiling an extensive mailing list. 

James Shirk supplements this promotion by advising 
parents who acknowledge receipt of the baby books 
that by coming to the store they will receive free gold 
baby rings. Result: Additional traffic from outlying 
towns. 

Springfield is not too big to preclude the possibility 
of window-shopping all downtown stores in one evening 
of leisurely strolling. A popular pastime among local 
residents, as well as out-of-towners, are these tours of 
inspection of window offerings. 

The immaculate, good-looking Shirk windows, com. 
posed of well-spaced, sparkling, well-arranged displays 
of merchandise, are high spots on the menu of those 
who pursue this pastime. 

Simplicity is the keynote of the window displays at 
the store. This involves small selections of the finest 
lines. Generous use of mirroring in a panel arrange- 
ment is a mechanism sparking extra interest. Women, 
according to James Shirk, use the mirror in making up 
their faces—since they usually find some item on dis- 
play which engages their interest, the mirrors serve a 
useful function. 

“As the twig is bent, so is the tree inclined,” said 
Alexander Pope. L. P. Shirk, who founded the business, 
was an apprentice watchmaker, then went on to become 
a jewelry store owner. 

His business philosophy includes a sale every five 
years in which all dead merchandise is systematically 
moved off the shelves at drastic discounts (ranging from 
25 to 40 percent) to make room for fresh, newly-style 
merchandise. 

A jewelry store cannot profit by sponsoring monthly 
sales in department store fashion, but a sale every five 
years serves a useful purpose, says the veteran jeweler. 

“A sale every five years revitalizes a business,” he 
says, “by promoting a complete stock turnover and in- 
troducing a store to new traffic composed of economy- 
minded individuals.” 


BAZAAR CATERS TO BABY GIFT CUSTOMERS 


(From page 296) 

fare and where the baby goods are more heavily em- 
phasized than in the Seventh Street store, this department 
is under the guidance of the Misses Marie Simpson and 
Ruth Hershman. Experience has shown that it is advis- 
able to have women sell to women—and while these two 
clerks are also adaptable toward handling other depart- 
ments, they are especially trained in baby wear. 

The fastest selling item is the baby sterling silverware 
set which is available in the lower price brackets. But 
even here they must be pointed up by advertising or 
other means. The store’s experience has been that more 
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than 100 sets a day have been disposed of after such a 
ial sale. 
— “liffcult for the management to give specific fig- 
ures on the percentage of baby giftware carried in pro- 
ortion to the total stock since these goods are listed in 
‘aventory along with other similar types of merchandise. 
For instance, the baby silverware may be itemized in the 
silverware ledgers, baby rings with other rings and so 
on. But it is noticeable that the Baby Bazaar has indi- 
rectly contributed toward sales of silverware stock which 
have their own sales salon on the second floor of the 
F Street unit where 70 patterns are on display. 


BUILDS GOOD WILL 


Besides the satisfaction of increasing volume, an ob- 
jective of all retailers, the efforts involved in segregating 
and emphasizing baby wares have brought in an equally 
satisfactory amount of good-will and increased prestige 
from the public, intangible factors which also reap divi- 
dends. Parents have reacted to the store’s foresight by 
writing in their appreciation of the courtesies extended. 

One man wrote: “I am writing this letter for my wife 
who is still in the hospital. I took the fine little gold ring 
which you gave me for Bobby, Jr., to them today and 
both of them were ‘tickled pink’ with it. She asked me 
to be sure and write you at once to express my thanks. 
I can assure you all three of us will always remember 
you and your store and will be in to see you very soon.” 


The store’s generosity gets around by word of mouth 
for another woman who hadn’t received a ring wrote: 
“My sister’s baby is just five weeks younger than mine 
and she was given a lovely baby ring as a gift. My baby 
didn’t receive such a gift and she feels very neglected. 
Wouldn’t you?” 

Needless to say a ring was presented her and she was 
assured that the oversight was not the store’s fault as 
somehow or other they had received no notification that 
she had become a mother. 

Even the babies remember their gift from the Schwarz 
store when they grow up and it comes time to choose 
their own jewelry needs. It is not unusual for the store 
to place an order for engagement rings or other jewelry 
with a customer who as an infant received a free natal 
gift which in many cases he or she has retained. 

It is this type of alert merchandising which has been 
responsible for the growth of the Schwartz stores since 
their establishment 60 years ago by the late Charles 
Schwartz. Today the business is ably carried on by his 
son, Samuel Schwartz and the founder’s grandson, 
Charles Schwartz II who assists the manager of the 
F Street unit, Horace Pack. 


“WISHING WELL" BOOSTS SALES 
(From page 300) 
success or failure in the future but he also adds that 
more training of store salespeople is another absolute 
essential. 

“We are all going to have to watch exchanges and 
credits with our customers more closely too,” he states, 
“and I believe a policy of never quibbling on any ex- 
change matter will pay off in the long run. 

“Insofar as credit is concerned, the exercise of a little 
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KINGSLEY 


WORLD'S FINEST MONOGRAMMING MACHINE 





STAMPS EVERYTHING 
Including 
Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 


Right in your 
own store 









WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine 
and a reliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. & 
Write for Catalog and Ideas | ay 5 
on Monogrammed Promotions "< 


Kingsleg 
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STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 











Sell Locking Ring Sets 
by Using 
C.&G. Dual Ring Clasps 


You can apply the C, & G. 
Dual Ring Clasp to any 
wedding and engagement 
rings, locking them to- 
gether. 
Easily Applied 
Just Clamps On 
No Soldering 


@® Holds Engagement and 
Wedding Rings Side by 
Side in Upright Position 

@ Comfortable — No 
Rough Edges 

@® Prevents Rings From 
Turning on Finger 

® Prevents Wear Be- 
tween Rings 

Guaranteed against 
Breaking or Cracking 
RETAIL PRICE $2.75 


(Attractive Dealer 
Discounts) 
Order Through Your 
Material House 








Patent No. 2281231 


Newspaper mat of the C. & G. 
Dual Ring Clasp (as shown) 
finished free. 


Manufactured by . 


CAMPANA & GOETZ 


704 Market Street San Francisco 2, Calif. 
Wholesale Distributor: 
M. J. LAMPERT & SONS, INC. 37 Maiden Lane, New York 7, N.Y. 
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USEFUL AND HANDY 
FOR THE WATCHMAKER 


Keystone Watch Repair 
Record Book $2.75 


Postpaid 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., New York 17, N. Y. 


Check or money orders must accompany all 
orders. Do not send cash. 
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EXCEL THE COLORS OF THE RAINBOW 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 
































Sizes from 1-64 
always in stock. In 
half sizes from 1-10. 
None genuine unless 
stamped JE VIN on 
face. Stocked by lead- 


ing material dealers. 








































| more common sense and more genuine investigation of 
_ applications can save us a lot of trouble in the future 


_ “We all know there’s going to be some price Cuttin 
_ problems ahead also but I believe we should accept them 
_ as a part of our business and use it ourselves on special 
_ sales. We are going to have to give customers extra Values 
_ or just sit and wait for them to come into our stores . 
| Tve never heard of that last method building a soda 
_ business! 

“Our store was established in May of 1946,” y, 
_ Morris points out, “and that makes us still a young Cael 
_ The young and new stores in any city must spend more 
_money for advertising and do more promotional work 

than an old established firm. 


“That was our original reason for spending so much 
on advertising. Recently, we’ve come to the conclusion 
that it might be wise to spend this much—if not more— 

_ constantly, since it is paying us off so handsomely, | 
certainly advise any other jeweler to do the same thing 

' in today’s market.” ; 


_ Dale’s advertising and promotion methods recently 

sold over 600 $9.95 radios in one two-months period, 

_ Additional promotional effort was extended each time 
100 sets were sold and the ball was kept rolling to set 
some kind of a radio sales record in Shreveport. 


In another one-week promotion effort the store sold 
350 sets of $16.88 aluminum ware by running four col. 
ored advertisements in the local newspaper. The adver. 
tising carried mail order blanks, an almost constant 

_ practice with the firm since they have found such copy 
can always bring in a nice group of rural orders. 


In other recent promotions the store sold 256 sets of 
105 piece dinnerware at $24.88 by the same advertising 
methods in a one-week promotional campaign. In still 
another recent ten day program, the store sold 400 sets 
of 30 piece silver plate at $5.95. 

One such new promotion event is on the program 
schedule for every month of the year, not only to make 
profitable sales but, also, to promote new store trafhic 
and secure more customers. 


The basis of all of these promotional programs has 
been newspaper advertising such as the samples shown 
herewith, radio spot announcements and store and win- 
dow displays. Seven percent of the firm’s gross sales is 

_ spent on advertising because A. M. Rosen who is presi- 
_ dent, Mr. Rosen who is secretary and Mr. Morris are 
_ all convinced that when a store wants volume it must 
advertise strongly. 














PLAYING CARDS MAKE A "GOOD DEAL" 
(From page 302) 


_ two decks in a special mahogany-shade plastic box to 


match, and selling at $7.50 a set. These also are brought 
out in several different designs. 

The stationery department carries an extensive line 
of Crane and Hurlburt stationery, die-stamped and en- 
graved, and sold through sample books. They offer spe- 
cial monogrammed playing cards, too, as well as match- 
book covers, printed identification stickers and _person- 
alized paper napkins, coasters, and doilies. 

One particularly good line is the bridge and gin 
(Please turn to page 320) 
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43rd Edition .. . 

comprising 50 years of directory 
experience in the jewelry trade... 
entirely revised and brought up-to- 
date . . . in one handy, pocket-sized 
volume. 

The original, authentic directory 
of jewelry items, related products, 
and services entering into the jewelry 
industry . . . completely catalogued 


and indexed for your convenience. 


PUBLISHED BY 


the Jewelers’ 
Circular- 
heystone 


100 East 42nd Street, New York 17, N.Y. 
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1948-19498 


Jewelers 
Buyers 
Directory 


ANUFACTURERS, 


of the M LERS 


in the 
ELRY and KINDRED LINES 


JEW 





A Handy Classified List 
for Desk and Pocket 


Price o 


The Jewelers Circular-heystone 


A Chilton © Publication 


2 We 
100 East 42nd Street, New York vi 
Copyrighted 1948 by Chilton Co., 








ORDER YOURS NOW! 


JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd St. 
New York 17, N.Y. 


Attached is my $2.00. Please send me my copy of the new, 
revised Jewelers Buyers Directory. 


NAME 





STREET 





CITY ZONE STATE 


























‘Price Appeal 
Build Volume 


Promotions 


and Store Traftie 


Charles Krasnoff, here 

a boudoir lamp, next a ha 
of “price appeal" Promotions ba 
phasizes that his sales are ' 
cut-rate but special Purchases ps 
closeouts, priced for wide appeal 


by WALTER RUDOLPH 





A regular program of offering the public merchandise priced 


to stimulate interest has built up Sterling Jewelers, Conneaut, 


Ohio, to one of the leaders in local jewelry merchandising. 


ESS than a year after becoming established in the 
comparatively small community of Conneaut, Ohio, 
Sterling Jewelers is up among the pace-setters in local 
jewelry merchandising. Charles Krasnoff points to “price 
appeal” promotions (not “cut-rate”, he maintains), for 
swelling sales volume. 

“My partner, Jack Myers, and I opened this store as 
a branch outlet of our larger store in Ashtabula, Ohio, 
a short distance away,” he said, “and besides giving 
the community one of the most modern retail outlets, 
we've stressed quality, nationally-known merchandise at 
the lowest possible prices. 

“We try to make special purchases, or be in on jobber 
close-outs, and then we offer our savings to the public in 
the form of lowered prices. We advertise a sale, fix up 
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a nice window display, an interior display, and then tak 
the item up at every opportunity. Consequently we get 
good store traffic, meet new potential long-term custon- 
ers and make an appreciable profit on our turn-over. 
That’s what we want.” 

Mr. Krasnoff pays the most attention to “price-appeal’ 
items that will attract feminine customers. For instance, 
one of his first promotions was that of a small boudoir 
set. He followed the pattern given above: advertising, 
displays, and suggestive selling to every woman customer, 
and as a result moved a tremendous amount of the 
merchandise. 

One of the most recent successes along this line was 
a watch-band promotion that appealed to men and 
women customers alike, about 50-50, he reported. The 
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ple, straightforward advertising used to launch this 
ion is typical of the others of this series. It went: 
Sterling J ewelers—Sensational Watch Band Sale. 
Dress Up Your Watch With A Regular $7.95 Ladies’ 
or Gents’ Expansion Band in Yellow, Pink or White, 
Gold-filled. At the Remarkably Low Price of $3.95. 
Friday and Saturday Only. No Phone or Mail Orders 
Accepted. Sterling Jewelers, “Your Friendly Jewelry 
Stores,” Corner Main & Center Sts., Ashtabula, 
Ohio. 264 Main St., Conneaut, Ohio. 
“We did so well on this promotion,” said Krasnoff, 
“that the next week a competitor launched a similar sale.” 
This promotion brought people into Sterling’s who had 
never been in the store before. In addition to purchasing 
watch bands, some of them established regular credit 
standing and made additional purchases. A considerable 


sim 
promot 





number of watch bands in higher price brackets were 
also sold, once the buyers were in the store where they 
could see the entire line and compare values under the 
guidance of sales personnel. 

A major talking point for Sterling sales personnel on 
the watch band promotion, aside from the fact that the 
merchandise was offered at greatly reduced prices, was 
the desirability of obtaining a new watch band to re- 
place an old, unreliable one that could mean more 
expense than just replacement later on. 

“We had potential buyers come in,” explained Kras- 
noff, “who wanted to look over our displays and handle 
the bands, but who expressed satisfaction with their old 
bands as long as they might last. Under these circum- 
stances we would point out that they couldn't be certain 
when the old band would break, or wear out. Should 
the watch be thrown off or dropped during some activity 
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on the part of the user, we explained, the hazard of in- 
juring the delicate watch was present, all because the 
band was not new and strong. Besides repair expenses 
for the watch, if the band itself was thought worth 
fixing, that would amount to several dollars more, at 
least. 

“Figure the cost of repairing the band alone,’ we 
would say, ‘and add just a little more, and a new watch 
band can be had during our sale.’ This closed the sale 
for us more times than not.” 

The window display consisted of massed bands, on 
top of which was placed an attractive placard, about 
6 x 8”, announcing the sale. 

In a natural niche between show cases along one wall 
of the store interior was placed another display. This is 
a display space of about 3 x 3 x 4’, at a convenient 


A recent successful promotion was 
that of watchbands that appealed 
to men and women alike. This pro- 
motion brought many new faces to 
the store and resulted in the sale 
of many higher priced watchbands. 


height above floor level. It is enhanced, and flattering 
to customers, by a two-foot circular mirror upon the 
wall at its rear. The base of the display—a cabinet top— 
was covered with a bright red plush, perfect for high- 
lighting the bands and arresting the attention of viewers. 
In addition to single, cellophane-wrapped bands on dis- 
play, manufacturers’ cards were included to build up 
the entire effect. 

The next piece of merchandise slated for a “push” at 
the Sterling store is an eye-arresting and practical 
boudoir lamp. It will be offered complete at $3.95, and 
Krasnoff expects to realize a substantial profit on the 
promotion because of the “price appeal”, especially 
among women. 

For the record, we might note some features of this 
new store that have aided the favorable impression it 


(Please turn to page 321) 
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MERTON’S _ Write ‘ 
SILVER POLISH 


Used, Sold, and Recommended 
by 1100 of America's 
finest stores 


Established 1931 
. . - Bullard Brothers Co., St. Paul, Minnesota 


“We use and sell MERTON’S TREASURE BRITE SILVER POLISH 
and consider it the most excellent silver polish we know of. 
The demand for it grows each year. It is very satisfactory." 
. . » H. Post ¢ Sons, Decatur, 
Hlinois 

‘We have had good success in 
introducing MERTON’S TREASURE 
BRITE SILVER POLISH. We use 
this polish exclusively on aii our 
stock of sterling silver and plated 
ware. We think it the best polish 
on the market.” 


DEALER’S PRICE LIST 


Large Economical (8 oz.) size, 


62 c6 sltkwe6 boee & .50 
ON SE OS rer rr er eer e $37.50 
errr re rrr. Tee $19.00 
CN, ob bie eee cows aden $ 3.25 


Packed 2 dozen to _ carton, prices 
F.O.B. Peoria 4, IIl., Y2 the freight 
paid on orders for 1/2 gross or more: ” 
Labels imprinted with your store name 
on orders for 2 gross or more — 
no charge. 

WRITE AT ONCE FOR ADDRESS OF 
WHOLESALE DISTRIBUTOR IN YOUR 
TERRITORY AND FOR FREE SAMPLE 
OF THIS REVOLUTIONARY POLISH. 


R. M. NEVINS CO. 


209 Central Av., Peoria 4, Ill. 
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PLAYING CARDS MAKE A "GOOD DEAL" 
(From page 316) 


rummy score cards, some of these bearing etchings of 
Old Boston scenes. 

But, since most people can use plenty of playing 
cards, they constitute a volume line, and there igs eop. 
siderable repeat business. When customers seek wedding 
invitations or announcements, the question of playing 
cards generally comes up—as a possible gift item, 

In this case, the customer is referred to the Gift 
Department, where he may find boxed sets of playing 
cards containing from four to 12 packs, and ranging in 
price from $15 to $39.50. There’s also a complete line 
of game and poker sets with chips, selling at from $28 


to $75. 


Here again, in the gift department, many customers, 
especially among the younger set, are looking for some. 
thing inexpensive for a wedding gift. 


An attractive double deck, enclosed in tooled leather 
book covers, and boxed in similar matching book ends, 


retails for $5.50. 


But—and here’s where the trumping of sales comes 
in— a customer frequently seeks something a little more 
expensive. 


It’s a simple matter to refer such a customer back 
to the stationery department and the plastic cards. The 
$7.50 double deck is substituted for the Congress cards 
in the book covers and book ends—and the sale jumps to 
$11.50! A dollar discount is made as the cards are 


*‘shuffled.” 


The Bigelow-Kennard Company finds that playing 
cards sell particularly well during the early fall. They 
make exceptionally fine Christmas gifts, too, and even 
in the summer time, the playing cards are featured as 
travel and vacation items. 

There’s always a winning “deal” on as this jewelry 
store’s two departments cooperate in the sale of play- 
ing cards. 


BOOKKEEPING SIMPLIFIED 
(From page 304) 


Let’s look, first, at sales records and how they can help 
the jeweler. 


There are two principal sources of the information 
that is entered on this main control sheet: cash register 
records and sales slips. 


If the store’s cash register can mark on the tapes and 
tickets department names (or code numbers), sales 
clerk names or numbers, and non-cash purchases, then 
the charge as well as the cash sales should be rung up. 
At the end of the day, reading the register tape discloses 
total sales rung up, who rang them up, and for what 
merchandise, as indicated by the department number. 
Entering this information on the control sheet at the 
end of the day is simple. 

Not all cash registers can ring up so much informa- 
tion, however. In that case, a simple sales slip can be 
devised. It should show whether the purchase was for 
cash or credit, who made the sale, from which depart- 
ment of the jewelry store it come, and should indicate, 
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separately, the amount of the tax collected when a tax 


lies. 
sa" “ee e end of the day, the merchant collects these slips 


and separates them into stacks representing departments. 
Then the departmental figures, the total sales, the cash 
and credit transactions, and the amount rung up by 
individual salespersons can be tabulated and transferred 
to the main control sheet. 

At the end of the month, the columns are added and 
a total sales figure for the month as well as department 
sales, clerk sales and charge and credit figures, are 
brought out. Besides showing how much business was 
done, these indicators tell the jeweler where it was done. 

Is business as good as last year? Better? A com- 
parison of the figures for two months a year apart tells 
this. lf sales have fallen off, it’s a good indication that 
some sort of merchandising tools must be put to use. 
Perhaps there was too much of one kind of merchandise, 
not enough of another and faster seller. Comparing the 
department sales figures for the two months tells whether 
sales of one kind of merchandise have fallen off. If that 
happens, the obvious course is to carry smaller inven- 
tories of the slower-moving line, and heavier inventories 
of volume sellers. 

Knowing where sales are falling off and where they 
are gaining allows the jeweler to stock according to what 
his customers want. His accurate sales records tell 
him this. 

Sales records, however, are only a part of the picture. 
There are other things the jeweler should know about 
his business. Next month, this series will show how to 
find the answers to credit selling question that must be 
answered if charge account and term merchandising is 
to be profitable. 


PRICE APPEAL ADS BUILD TRAFFIC 
(From page 319) 


has made locally as a modern, quality merchandise store: 

Charles Goldberg, deceased, formerly managed a 
jewelry store at same location now occupied by the 
Sterling firm. Following his death, the present owners 
touk over an empty storeroom and thoroughly renovated 
the premises. 


I'he store front was done over with black vitrolite 
paneling below wide show windows. An attractive sign 
(not shown in the exterior view accompanying this 
article), was erected. The interior was painted in light 
colors and durable, easily maintained linoleum was laid 
over the old wood floor. 


Powerful, commercial fluorescent lighting fixtures were 
suspended a short distance from the ceiling, which is 
fairly high. Blond, plywood paneling backs up the show 
windows, for interior viewing. Showcases, entirely new, 
are also harmonious with the light interior decorating 
motif. The store office occupies one corner of the sales- 
room as a whole, and a stockroom of comfortable pro- 
portions occupies the rear of the building, partitioned 
from the store proper. 

“In keeping with the modern trend,” said Krasnoff, 
“we have made the store pleasant to be in, well-lighted, 
and easy to work in, too. This has contributed substan- 
tially to our comparatively rapid rise to a place among 
the leading jewelry retailers of this area.” 
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SILVER POLISH 


for restoring Brilliance 
to SILVERWARE 


Kantor’s is made of soft, smooth sub- 
stances and requires a minimum of 
rubbing for lustrous, like-new finish. 
Packaged in 4, 8, 16 & 32 oz. bottles. 
Gross—$37.50 ly Gross—$19.00 
Dozen—$3.25 
Order through your favorite whole- 
saler or direct. 






Manufactured by 


ANTORS inc 


MONTGOMERY, ALA. 











EXPERIENCED 


‘Salesmen 


Wanted 


To call on well established clientele in 





Michigan and Ohio with complete line of 
DIAMONDS * WATCHES « JEWELRY 
CLOCKS +¢ SILVERWARE * Ete. 


Wonderful opportunity for 


live, ambitious men. 


HART JEWELRY CO. 


27 East Minroe Street ¢ Chicago 3, Ill. 
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ABC 


of 


Modern Engraving 





by 
WILLIAM KASSEL 


An instructional book for the student 
and expert written by a well known 


authority. Contains 78 pages of text 


and interesting illustrations. 






Price $1.00 a Copy 


Postpaid 


Check or money order must accom- 


pany all orders. Do not send cash. 


The Jewelers‘ Circular — Keystone 
100 East 42nd Street 


New York 17, N. Y. 









THE JEWELRY 
REPAIRERS 
HANDBOOK 


by J. G. KEPLINGER 





Written mainly for that large class of 
workmen who have learned their trade 
in stores and who desire to know the 
best as well as the latest methods em- 


ployed in large jewelry repair shops. 


PRICE $ ]-29 POSTPAID 






THE JEWELERS CIRCULAR-KEYSTONE 
100 E. 42nd St. New York 17, N. Y. 


Remittance must accompany all orders. 



















WANTED 
WATCH SALESMAN 


PACIFIC COAST 


For old established nationally advertised Swiss watch line. 
Watch experience desirable, but not absolutely necessary 
provided you are now calling on key jewelers in principal 
Coast cities. Unique opportunity for substantial earnings 
in a lifetime position. Write in strict confidence, giving 
complete details as to experience, age, background, and 
mention several jewelers to whom we may refer. 









BOX NO. “S 1593” CARE OF 
THE JEWELERS’ CIRCULAR-KEYSTONE | 
100 EAST 42nd STREET * NEW YORK CITY, NEW YORK 
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Sreriine PLATWARI 
PATTERN INDEX 


“~ 





In use daily 


Here Are All the by leading 
All Books are sold ANSWE RS | : passione : 


Remittance With Order 


An absolute necessity in tracing patterns to be matched. An excellent means of 

suggesting pattern names to customers. 

The illustrations are printed exact size on fine coated paper. The pattern names, 0 d ef 
printed on ledger paper, are arranged alphabetically under one combined index— y ours 
and again according to companies using them. It is arranged im loose leaf form 

with a durable cowhide leather ring binder. To day 














THE JEWELERS’ CIRCULAR-KEYSTONE ; 
100 East 42nd St., New York 17, N. Y. RN Pee es eo, 
Chestnut and 5éth Sts., Philadelphia 39, Pa. 


Send THE STERLING FLATWARE PATTERN INDEX. Remittance $..0.00000000000..0.ccccccccccccceecee, is enclosed. 


We want the complete set with binder CO 
We want the complete set without binder [] 


Without binder, $15.00 
PRICE < With binder, $20.00 
Binder only, $6.00 INI itssttcansatanvsenchesbshtanie lla cdueacc tan eee 
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|. Among recent additions to the “American” line of glass- 
ware is this "American Lady" group of items including gob- 
let, sherbet, footed tumbler, with crystal stem and foot and 
amethyst bowl. From Fostoria Glass Co., Moundsville, W. Va. 


2. Included among sterling silver-handled serving pieces 
in "Queen Anne" design are this bottle opener, pie server, 
pie lifter, cake server, and cheese server; retail, $5.50 
each. By Hallmark Silversmiths, Inc., 362 5th Ave., N. Y. C. 


3. This electrified, 21" hurricane lamp has hand-cut crys- 
tal glass globes and imported prisms, and may be retailed 
for $150. From Bibi & Co., 253 Fifth Avenue, New York 16. 


4. Group of accessories from extensive new leather line in 
calfskin, pigskin, water seal, morocco — including wallets, 
secretaries, utility cases, etc.; also ecrasse lamb jewelry 
box, cowhide cases. From Barbara Bates, 366 5th Ave., N. Y. 


5. One of 20 numbers in "Dinanderie" ware (brass and cop- 
per lacquer-baked) this 6!/2"" pitcher is priced at $10 Key- 
stone. There are larger sizes in the line, too. Sold by 
Kleinberg Bros., 513 N. La Cienega Blvd., Los Angeles, Cal. 


6. Style coordination in white satin and gold evening bag 
and suede belt with gold kid insert and rhinestone ornament. 
Handbag available in black; belt in all colors or silver or 
gold suede. From Film Star Creations, 742 S. Hill St., L. A. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














ers 



















_ pattern with the sales appeal of a centuri 
—and you have another “Best seller” 


The appeal shows itself on the sales curve—cli 
ing steadily for weeks. Order now, get ready for 
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1. This gleaming 12" candelabrum is made of all brass or 
combination brass and copper with baked enamel finish; re 
tail $10. From the Pryor Co., 527 W. 7th St., Los Angeles. 


2. Handcast and finished in bronze with copper highlights, 
these miniatures includes bear, burro, bulldog, horse, bull, 
elephant; retail $1 to $125. Can be used as paperweights. 
From Presidential Co., 223 W. Florence Ave., Inglewood, Cal. 


3. The misty-effect decorations in Vontury Art china have 
now been done in more vivid colors—shown here, "Pink Flora” 
hand-painted under eggshell glaze; 8"' vase $8.50 retail; 8" 
tray $2.40. From Herman C., Kupper, Inc., 39 W. 23 St., N. Y. 


4. Simplicity of line keynotes this wide, round bowl on its 
round foot (No. 6066) in Tiffin Crystal glass. The bowl is 12" 
in diameter. From the United States Glass Co., Tiffin, O. 


5. "Picket Flute" is the name of this distinctive cutting 
in crystal glass from Sweden. The decanter may be retailed 
for $17.50; highballs for $30 a dozen; double oldfashioneds, 
$30. From Enright-LeCarboulec, Inc., 160 5th Ave., New York. 


6. A patented device locks the teeth of this comb after it 
is in place, making it easy to insert but slip-proof. Teeth 
are plastic, metal bar finished in gold or silver; retail, 
$1.50. By the Tar-Lon Co., 834 S. Broadway, Los Angeles, Cal. 


we $ . ncaa 
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Related selling is profitable merchandising. For 
instance, hats, handbags and gloves are all 
equally important for ensemble selling. This 
co-ordinated merchandising can also be pro- 
moted in your glassware department by dis- 
playing stemware selections adjacent to match- 
ing flatware. Proximity in displaying these 
related items is thus important. 

Fostoria, in consultation with many store 
specialists, has developed a related-selling idea 
which is another of the many display sugges- 





LLLP L OL RLL ORANG BRR EA A 


1567 Merchandise Mart. . . Chicago, Illinois 
Designed by Harper Richards 





tions at the new Chicago Service Showroom. 

As illustrated above, a series of bays—using 
open cases in combination with wall cases— 
can be an ideal arrangement . . . stemware 
displayed in the open cases and your table- 
ware along the wall cases. By showing these 
matching pieces with, or adjacent to, the 
stemware, your possibilities for extra sales are 
multiplied. 

Proximity for Profits is only one of many 
ideas at the Chicago Service Showroom. 


FOR MORE DETAILS COVERING THIS AND OTHER 
DISPLAY SUGGESTIONS, WRITE TO DEPT. C... 





(-ostoria 
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FOSTORIA GLASS COMPANY - MOUNDSVILLE, WEST VA. 
Chicago—1567 Merchandise Mart : 


New York, 200 Fifth Avenue 
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|. Printed in pink on Spode bone china, the "Primrose" de- 
sign shows the garden flower done in the style of an Eastern 
mosaic. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


2. Made to hold flowers in her open-crowned hat is “Mary 
Lou,” newest addition to Mary Lou Nichol's Gay Nineties fig- 
urines Sold by Ruth Sloan, 527 W. 7th St., Los Angeles, Cal. 


3. Made by the Karhula factory in Finland is this footed 
bowl, 4!" tall; done in crystal or seagreen; retail $7.50. 
From Finland Ceramics & Glass Corp., 225 5th Ave., N. Y. 


4. Reproduced from fine old English silver is this beau- 
tifully detailed Royal Candlelite epergne in _ silverplate 
and glass; retail $100 tax inc.; and mirror plateau, retail 
$65. By Olde Silver Classics, 62 W. 56th St., New York City. 


5. New 2-tone cuttings on Candlewick stemware are Fantasy, 
Du Barry, and Princess; retail about $30 a dozen. Matching 
salad plates. From Imperial Glass Corp., Bellaire, Ohio. 


6. Mounted in gold-plated, hand-made filigree shovel-type 
frame, cigarette box and two ash trays have center floral 
panel on ivory, framed in rose or turquoise and touched in 


coin gold. From Beth Weissman, Inc., 49 W. 23rd St., N. Y. 
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ail Billfolds and Pocket Secretaries. 
Retail $7.50* to $17.50* 


NEW: ANDSOME GIFTS 
IN LEATHER BY 
BARBARA BATES... =—_ 


Millions of customers and thousands of jewelers know Barbara 


Bates for beautiful Manicure Gift Kits. 











NOW—in addition—a line of fine gifts in leather, made by 
Barbara Bates’ own skilled craftsmen. udouiibeecdmentin anette 


ADVERTISED NATIONALLY —in Good Housekeeping, Esquire and 
other important magazines, always with the Barbara Bates 


slogan... 





Traveling Flasks with case, gold-plated 
jigger top. Retail $4* and $4.75* 








“Midas Mesh” is 
back again! 


Thousands of jewelers welcome 
this tremendous pre-war seller 
—now more beautiful than 
ever. Manicure Kit in golden 
mesh covering with fine gold- 
plated implements. Retail 


— , Ls fea : ¥ $ sae 


Utility Kits, gold-plated manicure 
implements. Retail $7* to $10* 





“Treasure Trove” Jewel Box. Retail $10 Pigskin Gifts for Men. Retail $1* to $10* Tie Cases keep ties smooth. 
Retail $6* and $7* 


*Plus 20% Fed. Tax 


C. J. BATES & SON 
366 Fifth Ave., New York 1, N.Y. 
Factory at Chester, Conn. 
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Wnitz hor complalt dasoriphive, 


Bath Weissman, Inc, 44 West 23nd Street Yow You 
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by MADELINE LOVE 


F we'd had any doubt about it before, this summer's 

gift shows are proving that on all levels of buying, 
from the consumer up and/or down, there is a strong 
tendency toward conservatism. The jeweler, like every 
other retailer, is finding his customer inclined to be 
choosy these days—choosy about style and quality and, 
most definitely, about price. And because his customer 
is being so particular, the retailer is making sure that 
his own selections are made with care and prudence, 

Such an attitude doesn’t create one of those riotously 
successful shows that were staged during the war years 
and during the first wave of post-war buying. It doesn’t 
make the gimcrack manufacturer happy and it doesn’t 
help the high-pressure salesman to make a living. But 
to take the long view, it does tend toward a saner and 
sounder market. After all, it is neither normal nor 
wholesome for people to be as frantically eager as they 
were to spend their money on anything that was put on 
sale. And just among us—it doesn’t encourage either 
careful production or the development of good new 
designs. 

“Wary,” “cautious,” “selective’—these are some of 
the adjectives which have been applied to the type of 
buying being done at the shows held so far this summer. 
Whether or not the pace will pick up later, it is hard to 
say. But even though the buying is conservative, orders 
are definitely being placed, many of them with requests 
for immediate delivery. This request encourages many 
an exhibitor to believe that the present buying does not 
represent retail requirements for the remainder of the 
year, and that the real orders for fall and holiday busi- 
ness will be placed later. 





D. Knight Mirrieles, who resigned recently as vice 
president and sales manager of Theodore Haviland & 
Co., Inc., has joined Gladding, McBean & Co., manu- 
facturers of Franciscan china and pottery, as Eastern 
sales representative. Frederic V. Grant, vice president 
in charge of china and pottery division of the company, 
has announced that Miss Helen Alexander, whom Mr. 
Mirrielees succeeds, will remain with the concern, doing 
sales promotion and merchandising in the Eastern ter- 
ritory. 


William P. Graham, president of the recently-formed 
importing firm of Royal York China, Inc., returns 
shortly from Europe with new dinnerware patterns in 
the china, and also with a new line of stemware which 
the company plans to import. Mr. Graham was head of 
the former import house of Black Knight China Co. 

Vincent S. Lippe is vice president of the new com- 
pany, with Ruth D. Lynch as secretary and Edward S. 
Lynch, treasurer. Sun Glo Studios, New York, are the 
exclusive selling agents. 
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PLOWER-of-the-MONTH S88,craue: 
AFTER DINNER COFFEE SPOONS 


Perfect for 
BRIDAL GIFTS 
WEDDING ANNIVERSARIES 
BIRTHDAY 
2 O44: “ and 
Ms ew s w ~ | ell HOSTESS 
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FLOWER LIS 


JANUARY... .... . . SNOWOROP 


FEBRUARY. . « . «es Ae 


MARCH... 6k ee ee eee 






MUM. coc ee month appear on 


May. . ..0 3) So ee back of each spoon. 
@ Available in patterns of = 
JUNE ee ee ee months of your choice : | 


or in 12 assorted flowers. 


ROBBINS STERLING by 


RAY. 60 ie ws ew ee 
eee 
SEPTEMBER... . . . GOLDENROD 
GOPGGEE . ne we 6a ee eee 
NOVEMBER .. . . CHRYSANTHEMUM 


DECEMBER... .« « < e e  ee 225 FIFTH AVENUE, NEW YORK 10,.N. Y. 
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PROVINCIAL—Lovely rural scenes reflecting rhythm 
and humor ... handpainted under a delicately shaded 
soft celadon tone glaze... the ultimate in charm 
ap peal. 


From left: Round Bowl — 634” high — $4.75 ca. Vase 15” 
high — $12.50 ea. and Square Bowl — 434” high— $3.00 ea. 


VONTURY ART PORCELAIN 


Masterpieces of the Ceramic Art are presented in 
a new technique .. handcrafted and handpainted, 
their distinguished appearance will blend most har- 
moniously with early 19th century period or present 
day modern decorative trends. 






















PINK FLORA—Simple lines form impressive designs 
enhanced by vivid multi-color decorations hand painted 
under an eggshell glaze, to exemplify brilliance and 
de pth. 

















From left: Ashtray 714” x 514” — $1.40 ea. Plate 16” x 11” 
— $6.25 ea. and Vase 15” high — $11.25 ea. 


HERMAN ©. KUPPER, Inc. 


39-41 West 23rd Street, New York 10, N. Y. 
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Travelers returning from Europe continue to give 
dim-view reports on the prospects of any early return 
to the lush markets of pre-war days. Production troubles 
persist, and the shortage of labor is a problem no one 
seems able to solve. This is quite understandable, since 
the “laborer” in a china or a glass factory is a highly 
skilled artisan with years of practice in the difficult art 
of making a plate or a goblet. No matter how willing 
he is to learn, no casual man-out-of-a-job can wander 
into such a factory and go to work at anything more 
complicated than shoveling coal or raw materials, [jf 
he is to become a more important cog in the production 
wheel, he must go through a long apprenticeshop in g 
process where the slightest error is ruinous. 

Before the war there were thousands of these artist. 
workers in the factories of Europe, and new apprentices 
were constantly coming along to learn the trade. Some 
are still there, of course, and others are returning. But 
many, many more have been lost to the industry, either 
temporary or permanently, through the effects of the 
war and the vast displacement of populations. 

Food shortages are slowing up the rehabilitation effort. 
too, since they both dull the creative instinct and impair 
the ability to work. And political upheavals have done 
nothing to make matters easier! 

In the light of these difficulties, it is considered likely 
that many years will pass before imports of china and 
glass from Europe will be arriving here in quantities 
approaching those of pre-war years. 


New West Coast showrooms have been taken over by 
the Geo. Borgfeldt Corp., New York firm of importers 
and manufacturers’ representatives in the dinnerware, 
olassware, and gift fields. The company, which has been 
occupying space at 718 Mission St., San Francisco, is 
moving the showrooms to the ninth floor of the Western 
Merchandise Mart, in the same city, with Maurice Caro 
in charge. 


The rise in the price of zinc and copper was followed 
inevitably by an advance in the price of brass—an alloy 
of the two metals—and as a result we will be paying 
more for lamps and many gift items in the near future. 
At the moment, there is no definite word as to when the 
price increase will take effect or how much it is likely 
to be. 

It has been observed that the impending increase has, 
so far, had little effect on the market. There seems to 
have been no sign of a rush to buy, many of the retail- 
ers saying that they prefer to pay a little more later on 
than to carry a too-heavy stock right now. 





A dinnerware brochure showing a number of designs 
from various California potteries has been issued by 
Registered California, Inc., of Los Angeles. Its pages 
present an interesting survey of the different shapes, 
decorations and glazes which have been developed by 
Pacific Coast manufacturers. 


The William H. Fenton Co. showrooms in the Brack 
Shops, Los Angeles, have been enlarged to make room 
for the display of several new lines of giftware. The 
showrooms are L-shaped and decorated in soft pastel 
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Bott. plastic package .. 


CTT Co Ml lols ifomm Golo h (-to Ml alo halale im Geico lL Me] o) ol-te] (ool Mol Mee Clue 


... the designs from Guild’s gallery of distinguished art sell the 
discriminate choosers . . . the plastic coating sells the practical users... 
the incomparable crystal-clear plastic package sells the gift buyers. 


Write us for catalog of complete line of Western Playing Cards. 


BEerteEnnw PIAYING CARD CO...» (PAGERE, -tae. 


DIVISION OF WESTERN PRINTING AND LITHOGRAPHING COMPANY, WORLD'S LARGEST COLOR LITHOGRAPHERS 
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For You With Silver City 
Stetling-on-Crystal 


If you haven't already received a copy of Silver City's 
new 1948 Sterling-on-Crystal and Cut Crystal Catalog, 
be sure to send for one today. You'll find hundreds of 
exquisitely decorated items you'll proudly show to your 
best customers. They're modestly priced too. 


SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 






generations of discriminating people. 
COPE!.AND 
Nou ‘Fine English Earthenware 
(nie | 
ENGLAND 





C2PrLANCs Coina English Bone Chins 






Lowestoft Stone Chins 





Made by 
W.T. COPELAND & SONS, LTD. 
England 








Sole agents and wholesale distributors” 


COPELAND & THOMPSON, INC 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 































colors. One feature is the construction of display fix. 
tures which can be used in a variety of arrangements 
not only changing the appearance of the rooms by 
lending themselves to the display of different types of 
merchandise. 





“Know Your Money” Display Builds Traffic 


The old adage that “money is the No. 1 interest with 
almost everybody,” has been proven all over again oy 
in Denver, Colorado, where several retailers have buik 
up store traffic with a “Know Your Money” display, 

Because of the increased number of counterfeit bills 
reported in circulation, the government has made it pos. 
sible to obtain a neatly-framed display of sixteen bills 
including eight spurious models, ranging from $1 certi. 
ficates to $100 bills. An enterprising Denver photographic 
retailer started the program off whenhe set up the display 
on the wall of the store, and was almost immediately 
swamped with intensely interested visitors, including not 
only shoppers, but other retailers, businessmen, profes. 
sional men and even bank clerks. 

The display is in the form of a picture frame with 
side-by-side display of bad bills and genuine currency in 
all denominations. Captions beneath describe the defec. 
tions which identified the “queer money” as counterfeit 
and instructs the visitor what to look for in accepting 
various denominations of bills. In the lower right corner, 
the display urges “Compare any suspicious note with a 
genuine of the same denomination.” At another point, it 
urges the reader to “Examine saw tooth points around 
the outside of the treasury seal, which are generally un- 
even on counterfeits.” 

Other readily recognizable differences are demonstrated, 
such as poor engraving, weak color, misspellings or mis- 
placements, lack of colored threads, etc. 

Several retailers who have used the display reported 
the traffic increase so heavy that it was necessary to show 
the frame in the window to accommodate the number 
who wanted to see it. 


Huge Lighter Case Draws Men Customers 


Masculine appeal has been considerably stepped up at 
Perel & Lowenstein, Inc., jewelers of Memphis, Tennessee, 
since the management devoted one large 12-foot display 
case entirely to men’s cigarette lighters and cigarette 
cases. 

Laid out in neat tiered rows along the case are 2/ 
brands of nationally-advertised, standard and _ novelty 
lighters, with a dozen choices of lighter and cigarette case 
combinations, or plain cigarette cases. In order to make 
the case attractive to men in all income brackets, the case 
displays cigarette lighters all the way from the prosaic 
military-model wheel-and-flint variety up to $250 rolled 
gold cigarette cases with automatic, spring-actuated 
lighters. 

The case has proven to have equal appeal to both men 
and women, according to Philip Perel of the management, 
but due to its large variety of lines, has the faculty of 
bringing in many regular men customers. 

Behind the lighter case, Perel & Lowenstein has a 
“service kit” for changing wicks, flints, making minor 
repairs and adjustments, all of which are carried out 
free “on the spot.” 
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YOU DONT NEED a bamera Department 


to Sell These fine Cameras / 


HERE ARE 10 REASONS WHY YOU SHOULD FEATURE 


HOLYWOOD REFLEX 
OWO 


© Your sales staff does not have © No service problem—service 




















em ore 














to be expert on photography. direct from manufacturer. 
3 Simplest cameras on the @ No inventory required. 
market. €} These all-metal cameras are 
&) No big investment needed. easy to sell. 
Only small space needed for © Effective new account builders — 
display. open a better type of account. 
You needn’t carry film and ® Specially prepared and pre- 


accessories. tested advertisements. 


/ TO HELP YOU 
: ADVERTISE! 




























; bos a 
SIGHTSEER IT = WE'LL MATCH YOU DOLLAR FOR DOLLAR LB 9 wap! 
A great new all-metal camera for the snap-shot IN THE COST OF YOUR FIRST ADVERTISE- — r i 
photographer. Simple. Fool-proof. Pre-focused MENT. With your sedecet ae more, we'll “ HOLLYWOOD aS 5 iz, ree 
furnish you with the powerful ad shown A 


at the right in either 3 col.or 2 col. size... a itn R 
and WE WILL PAY ‘2 THE SPACE COST 
THE FIRST TIME YOU RUN THE MAT, our 
share not to exceed $100.00. Join the 
Jewelers who are now making extra 
sales — extra profits. Remember — from 
now ‘til Xmas is one continuous, terrific 
camera season! — 





SPORTSMAN II MODEL E 


For beginners who want A better camera. Synchro- 
big camera performance nized focusing. All models 
Three speeds. Focusing have built-in flash syn- 
barrel mount. chronization. 








EVER-READY COWHIDE CASE.. $5.50 — FLASH GUN. . $5.25 (plus tax) 


SIGHTSEER II Retail Price $1395 
SPORTSMAN II Retail Price $1995 
MODEL E Retail Price * 2095 
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LES AY G ORDER DIRECT FROM YOUR WHOLESALE JEWELER 


MANUFACTURED BY 


CRAFTEX PRODUCTS CORPORATION 


IN QUANTITIES OF 6 OR MORE, PLUS FEDERAL TAX 1307 N. La Brea * Hollywood 28, California 
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YOUR FUTURE 
DIAMOND CUSTOMERS a. 


N Also your potential custom- 


AN 


DE 5 IGN ¥ y school rings and _ classpins } 

























ers for watches. Sell them 





now. Send for our complete 
. catalog. Samples sent op 
memo. 


- ARTS CO., Inc. 


Dept. 40 Rochester, N. Y. 











REAL SNAKE CHAIN 


Brass and Gold-filled Qualities 





This engraved shield available in complete line 


Retail $18.00 per doz. (Keystone) Prompt Delivery 
BROCHURE ON REQUEST 


—__ Hope lass Works—— INTERNATIONAL MANUFACTURING CO. 


ESTABLISHED 1872 P. O. Box 559, Providence 1, R. I. 





Fine Cut and Engraved Crystal 
East Providence e Rhode Island 








Twenty Years Established 


JEWELRY STORE-LEASE 


Top Location, Center Bus. District 


Verlys pieces, hand-moulded, hand-signed are avoil- = ' CITY 75,000 POPULATION 
able in a wide range of designs and prices. Advertised: Lata ; 
in national publications the year-round . . . Featured 20'x80' + 20’ Mezz — Available 10/1/48 


|» by leading jewelers . . . Write for latest cotalog. In The 
Wiis . CENTRAL TOWER BUILDING 


1424 Fourth St. Phone S. M. 52475 
SANTA MONICA, CALIF. 





















DIAMONDS for EXPORT 
BARBER wo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


RO) 1D O@) \ fase 


CABLES: SLUBAR - LONDON 


* sti ainiats k 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


 Veriys of America, Inc.+ 41 Hote tenes, tee rt D LONDON. ANTWERP. ano AMSTERDAM 
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BUSY CROWDS MARK ANRJA SHOW 


Tax Committee Appoints 
18 Retailers to Board 


An important meeting of the Jewelry 
Industry Tax Committee was held during 
the week of August 9th. Walter N. Kahn, 
chairman, recounted the various steps 
taken and the progress made up to the 
present time in laying the groundwork to 
secure relief from the jewelry excise tax. 


Mr. Kahn stated that when this com- 
mittee came into existence about three 
vears ago, he had reluctantly accepted the 
chairmanship with the understanding that 
the committee would have the support of 
the entire industry. He had always thought, 
however, that a retailer should head the 
committee and, now that it had been 
suggested that the committee be increased 
by an additional number of retailers, he 
no longer felt called upon to continue as 
chairman and therefore tendered his resig- 
nation, which was regretfully accepted. 
G. H. Niemeyer was then elected tempo- 
rary chairman to serve until a permanent 
chairman was selected. He expressed the 
thanks and appreciation of the committee 
to Mr. Kahn for his loyal and his untiring 
efforts in behalf of the industry. 


Maurice Adelsheim, president of the 
American National Retail Jewelers Associ- 
ation, and H. A. Goldberg, president of 
the National Association of Credit Jewel- 
ers, jointly proposed that the number of 
retailers on the committee be increased to 
nine representatives from each of their 
organizations, which would make a total 
of 30 on the tax committee; 18 retailers 
and 12 from the other segments of the 
industry. This suggestion was adopted and 
the presidents of the two organizations 
will select their additional representatives. 
A National Cooperating Group will be 
formed by the appointment of two repre- 
sentatives in every state, one retailer each 


from ANRJA and NACJ. 


Statements made at the meeting by 
Raymond L. Wells, president of the New 
England Manufacturing Jewelers’ & Sil- 
versmiths’ Association, indicate that the 
New England group will again become 
active members of the tax committee. This 
would restore a united effort in the at- 

(Please turn to page 348) 
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Attendance Exceeds Record Set in 1946; Crowds 
Jam Exhibit Areas During 43rd Annual Meeting 


Record-breaking attendance. with all available booth space occupied by 
nearly 170 exhibitors, were features of the 43rd annual convention and 
trade show of the American National Retail Jewelers Association, held 
at New York’s Waldorf-Astoria Hotel August 9th through 12th. 

According to Charles T. Evans, ANRJA executive secretary, a total of 
13,020 individuals were registered for the convention. This represents an in- 
crease of 6 per cent above attendance figures for 1946, the previous all-time 


high. 


All available booth space in the Wal- 
dorf’s fourteen exhibit halls and suites 
was occupied by 168 exhibitors, with an 
additional 110 firms participating with 
suites in either the Waldorf or adjoining 
hotels. An assortment of jewelry, said 
to be valued at over $10,000,000, was on 
display. 

Opinions differed on buying, with 
some exhibitors terming retailer response 





RE-ELECTED 


MAURICE 
ADELSHEIM 


who, together with all 
but one at the ANRJA 
officers, was re-elected 
to serve the organiza- 
tion for another year. 
Arnold Schiffman, vice- 
president for the South- 
eastern region, resigned 
and was replaced by 
Leo Henebry. 








“excellent” and others stating that it fell 
below levels established in other years. 
It was generally conceded, however, that 
although buying may have lagged during 
the first two days, it spurted upwards as 
the trade show drew to a close. 

From the very outset, crowds thronged 
the Waldorf’s Silver Corridor on the ball- 
room floor, registering and entering the 
exhibit areas. Registration commenced at 
1:00 p.m. on Sunday and, as a result, 
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by the time the exhibit areas were thrown 
open at 9:00 on Monday morning, a sub- 
stantial number of jewelers—enough to 
crowd the premises immediately——were 
provided with badges and enabled to en- 
ter the various exhibition areas. 


In addition to the trade show, which 
occupied much of the time of the visiting 
jewelers, and ANRJA convention sessions 
which were held daily and are described 
in detail below, several “extra-curricular” 
events and services were scheduled for the 
social side of the program. 


An innovation this year, described by 
ANRJA officials as a special service for 
those attending the convention, was a 
booth in the Silver Corridor where regis- 
tered visitors could obtain tickets for 
theatres, radio broadcasts, etc.; informa- 
tion about restaurants and night clubs; 
shopping information and _ transportation 
advice and tickets. 


On Monday evening, 
opening convention 
ings of the Life magazine “Picturama” 
were presented in the Sert Room. Re- 
freshments were provided in the Wedge- 
wood Room for those waiting’ for the 
11:00 p.m. showing and, somewhat later, 
for those who had already seen the 10 
v clock presentation. 


the 


show- 


following 


session, two 


On Wednesday evening, the Longines- 
Wittnauer Watch Co. presented a_ pro- 
gram by its famed Longines “Symphon- 
ette.” In previous years these concerts 
had been held in Carnegie Hall but, in 
view of the fact that the famous hall 
was being redecorated this year, the pro- 
gram was offered, instead, in the main 
ballroom of the Hotel Astor. Refresh-. 
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ments were served to those attending. 

On Thursday afternoon, at 3:30, the 
Jewelry Industry Council presented a 
prevue of the jewelry collection to be 
exhibited later in August at Grand Cen- 
tral Palace, New York, in conjunction 
with the observance of New York’s Gold- 
en Anniversary celebration. ANRJ A mem- 
bers and their families were invited to be 
present at this event, held in the Sert 
Room of the Waldorf. 


PENING SESSION 
ae the opening session of the ANRJA 


Convention, held on Monday evening in 
the Wedgewood Room, Maurice Adel- 
sheim, president of the organization, in- 
troduced the prominent trade figures 
present on the rostrum and then an- 
nounced that New York’s Mayor William 
O’Dwyer, originally scheduled to speak, 
would not be present because of unfor- 
seen complications. He then delivered the 
annual ANRJA President’s Address, 

Opening on a note of optimism, Mr. 
Adelsheim observed that experts have 
written off their fears about the imme- 
diate future of American business—bar- 
ring the possibility of war. “While the 
leap-frog game of wages and prices has 
not affected jewelers’ merchandise ex- 
cessively,” he said, “it has severely af- 
fected the pocketbook of our customers 
and is one reason for declining jewelry 
sales. However,” he added, “it must be 
remembered that even with a moderate 
decline of business, we are still enjoying 
a jewelry volume which we would have 
considered impossible before 1940. The 
jewelry business is good and I believe 
that it will stay zvod for the immediate 
future.” 

Reporting on the activities of ANRJA 
during the past year, the organization’s 
president reviewed, briefly, the import- 
ant projects which had been begun since 
the last convention. These included the 
annual jewelry store survey, being con- 
ducted by a well-known research firm, 
and the engraving survey. The results of 
both studies, he indicated, would be con- 
sidered at subsequent sessions. 

Considering the retail excise tax on 
jewelry, Mr. Adelsheim asserted “our 
businesses must continue to suffer from 
the public’s resistance to this tax, which 
is not only punitive, but which discrim- 
inates against the jeweler in his compe- 
tition with other merchandise which is 
often as much of a luxury and which is 
tax-free. The Jewelry Industry Tax Com- 
mittee,” he said, “aided by expert coun- 
sel, has worked long and arduously and 
is continuing its all-out efforts for relief. 
Pressure will be renewed when the Gen- 
eral Revenue Bill is considered at the 
next session of Congress.” 





NEW YORK’S ‘JUBILEE JEWELS’ SHOWN AT ANRJA PREVIEW’ 


This jewelry, to be 
displayed at Grand 
Central Palace in 
connection with the 
Golden Jubilee of 
the City of New 
York, was shown in 
a special preview 
for ANRJA members 
and guests on the 
last day of the con- 
vention, Aug. /!2th. 





Stating that ANRJA considered excise 
tax relief fundamentally a retail problem, 
Mr. Adelsheim urged that retailers as- 
sume their rightful responsibility and 
“take immediate and aggressive leader- 
ship in our fight for tax relief. We will 
not compromise,’ he added, “for any- 
thing less than 10 per cent tax reduc- 
tion.” 

Considering other matters, Mr. Adel- 
sheim, in his keynote address, paid a 
glowing tribute to the Jewelry Industry 
Council and its executive director, A. E. 
Haase. Recalling the organization’s four 
major achievements in the past year (the 
wedding anniversary booklet, the silver 
parade, national advertising and _ the 
birthday gift booklet), he outlined the 
Council’s plans for still another nation- 
wide event, the “1948 Watch Parade,” 
scheduled for October. 

Two other topics of importance to the 
retail jeweler were also covered in the 
ANRJA president’s address: the problem 
of PX’s and Ship’s Service Stores, and 
the restoration of full cash discounts by 
silverware manufacturers. 

The Trade Diversion Committee of 
ANRJA has been working vigorously on 
the PX-Ship’s Store problem, Mr. Adel- 
sheim reported, and has been _ increas- 
ingly active in collaborating with other 
retail trade organizations. 

The ANRJA president strongly urged, 
also, that the convention bring in a resolu- 
tion urging silver manufacturers to re- 
store the full cash discount. 

The second speaker at the opening 
convention session was the Hon. Harold 
C. Kessinger, judge, philosopher and 
lawyer. 

Speaking on the subject “What Road 
Are We On,?” Mr. Kessinger cited his- 





IF YOU WERE THERE— 





— 


YOU MAY BE HERE 
JC-K's roving cameraman, armed with dozens of flashbulbs and a carry- 
all bulging with film, was a familiar sight to most ANRJA Convention- 
goers at New York's Waldorf-Astoria August 9th-12th. The photographs 
on this and the following page give some indication of what the show 
was like, and if you are pictured, this evidence should settle once and 
for all the doubts of any skeptics who wonder where you disappeared to 
during the second week in August. 
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torical statistics to bear out his conten- 
tion that wars, in the U. S., are invari- 
ably followed by periods of “boom and 
bust” at relatively predictable intervals. 

“Depressions,” he asserted, “have fol- 
lowed wars at periods of seven, nine or 
eleven years. And nine years is the com- 
monest interval of all. Does this mean 
that we will have a depression in 1954?” 
Answering his own question, Mr. Kes- 
singer admitted that no one can tell, 
but that the weight of historical  evi- 
dence indicates that unless something is 
done, some sort of depression or reces- 
sion appears almost inevitable. 

Concluding, Mr. Kessinger pointed out 
that although he had made many dire 
predictions in his talk he did not wish 
to be considered a pessimist. “On the 
contrary,’ he said, “I’m merely a _ dis- 
contented optimist.” 


MERCHANDISING SESSION 

The Tuesday morning session of the 
ANRJA convention was entitled “Mer- 
chandising for Profit” and featured two 
prominent speakers: Richard A. Bloom, 
director of sales of the sterling and 
Oneida-Rogers Divisions of Oneida, Ltd., 
and David M. Freudenthal, business con- 
sultant and former Columbia University 
lecturer of “Control Methods.” 

Mr. Bloom’s address, entitled “Modern 
Merchandising” was, except for certain 
sections reflecting somewhat changed 
conditions, substantially the same as that 
given before the annual convention of the 
Canadian Jewelers’ Association at Van- 
couver, B. C., early in the summer. This 
speech was published as a feature article 
on page 188 of the August, 1948, issues 
of THE JEWELERS’ CIRCULAR-KEY- 
STONE. 

The problem of retaining the surplus 
of income over expenditures has a greater 
uncertainty today than it has had since 
the elimination of the corporate excess 
profits tax,” said David M. Freudenthal, 
financial consultant and former  vice- 
president and treasurer of Bloomingdales, 
New York City, second speaker at the 
Tuesday morning session in the Wedge- 
wood Room. He pointed out that it was 
within the realm of possibility that cor- 
porate taxes might be increased and if 
so, management will certainly become of 
even greater importance. But even more 
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important will be the question of cash 

sition. , 

In order to merchandise for profit, he 
continued, the retailer must have suf- 
ficient working capital and, if it is neces- 

to borrow from banks, his problem 
will be a tougher one in the future. A 
well thought out and sound financial 
plan is of paramount importance. 

Pointing out the elements that are 
hoth favorable and unfavorable to the 
production of jewelry sales, Mr. Freu- 
denthal cited the all-time high peak of 
employment and personal incomes. On 
the other hand, consumption expenditures 
are also up and net personal savings 
have declined. While some of this de- 
cline in savings has gone into consump- 
tion, he went on, there is a relation be- 
tween this decline and the large increase 
in private residential construction and 
this latter presents a formidable competi- 
tion for the jeweler that is not likely to 
decline for the next year and a half. 
The jeweler competing for his share 


OR THEN AGAIN— 
YOU MIGHT BE HERE 





More pictures taken by 

JC-K's roving photographer 

during the height of the 

ANRJA Convention and 

Trade Show at the Waldorf- 

Astoria, New York, August 
9th-1 2th. 


of the consumer dollar cannot escape the 
consideration of credit selling, he pointed 
out, which again calls for working cap- 
ital, This must be faced despite the fact 
that consumer credit is likewise at a 
peak today. Nor can the retailer over- 
look the fact that credit regulations may 
again be imposed. 

Credit should be extended on the basis 
of reasonable credit standards and with 
an awareness of the headaches that 
come with too great a_ liberality, he 
warned. The public relations effect on 
the retail jeweler of careless extension of 
credit and overharsh prosecution of de- 
linquents must not be overlooked. 

“To get my share of the consumer 
dollar,” he summed up, “I’d be alert in 
the extension of credit within the limits 
of sound credit judgment. 

“ld be extremely price conscious and 
try to measure the point at which buying 
resistance enters into the picture of my 
community and in my store. 

“I'd do everything in my power to 
watch my costs and improve operating 
techniques, and these include selling 
methods and advertising costs. 

“And in order to assure the continuity 
of my business, I would most carefully 
and as objectively as possible forecast 
my working capital requirements in the 
light of pressures that exist today.” 
ENGRAVING SURVEY 

“Jewelers are giving away approxi- 
mately one million dollars a year by do- 
ing free engraving for their customers,” 
said Edward Krehbiel at the Tuesday 
afternoon session and clinic. Mr. Kreh- 
biel’s talk followed an address by Oscar 
Kind, Jr., S. Kind & Sons, Inc., who an- 


alyzed the replies of an engraving sur- 
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vey undertaken by ANRJA. Out of 6,000 
questionnaires sent to retail jewelers, 
600 were filled out and_ returned. 


Commenting on a _ sound engraving 
practice for jewelers, Mr. Krehbiel 
stated, “Jewelers should maintain a very 
high quality of engraving in order to 
meet and beat the competition of the de- 
partment stores and other people. Pro- 
vide certain free styles of engraving for 
the purpose of warding off returns or ex- 
changes and limit these free styles to 
those that can be done for a specified 
percentage of the sales price of the ar- 
ticle.” 

In his address Mr. Krehbiel urged 
ANRJA to consider the distribution of a 
standard rate card based on a fair con- 
sideration of the time consumed in en- 
graving. He recommended that the card 
should show the differential it takes to 
make one letter, two letters, etc., and 
stated that jewelers should base the price 
in terms of dollars with each type of 
letter having its base price. “From these 
figures,” he stated, “any jeweler can fig- 
ure his engraving costs. He could figure 
the cost of a job and the appropriate 
mark-up.” 

Further considering the advantages of 
a standard rate card, Mr. Krehbiel told 
those in attendance, “It would show the 
approximate proper labor costs, what you 
could do free, and what jobs are taking 
a loss. It would tell when to charge and 
how much. The card would give the trade 
a uniform cost figure and might cause 
dealers to be more uniform in their prac- 
tices and to do so without entering any 
legal agreements. Looking at the card 
they would be moved by self-interest. The 
card would lessen unfair competition and 
would increase the profits of a great many 
dealers.” 

After listing all the advantages of a 
standard rate card, Mr. Krehbiel asked 
the audience why the trade did not have 
one and then proceeded to answer the 
query. “Each jeweler is a law unto him- 
self,” he stated. “He’s usually satisfied 
and resents criticism. Secondly, he is 
usually complacent and is_ willing to 
continue his present practices if they 
prove satisfactory to him.” 

“The trade is facing an increasingly 
difficult problem with engraving,” Mr. 











lowing suggestions to cope with the 
situation: 

1. Rigidly limit the free engraving that 
jewelers give to definite styles and charge 
for all others. 

2. Decline to engrave single place 
settings. He told jewelers to wait until 
they have all the pieces to engrave. 

3. Have a minimum charge for ll 
single pieces selling below five or ten 
dollars because engraving a single piece 
is considerably more expensive. 

4. Limit free engraving to 
classes of goods. 

5. Decline to engrave plated ware al- 
together. He told jewelers if they accep- 
ted plated ware for engraving, that they 
should limit it to one low priced letter 
because it takes 20 per cent longer to 
engrave plated ware than sterling. 

In concluding, Mr. Krehbiel pointed 
out that ANRJA should get behind the 
job of educating engravers by joining 
up with manufacturers and trade schools 
to insure a supply of skilled, competent 
engravers. 

ADVERTISING CLINIC 

Keen interest in the problems of re- 
tail advertising was evidenced by the 
large attendance at the Clinic held on 
Wednesday morning in the Wedgewood 
Room. Cecil D. Kaufmann, director of 
the Retail Credit Institute, Chairman of 
the Jewelry Industry Council and _ presi- 
dent of Kay Associated Jewelry Stores, 
delivered an interesting address that was 
well received by those attending. 

“Advertising, as_I look at it, is funda- 
mentally the lifeblood of business,” Mr. 
Kaufman stated. “It is the manner and 
media that we use to convey to the read- 
ing public that which we have to say 
either about our business, or that which 
we sell. Advertising is the medium of 
passing from one to another certain in- 
formation and I think in our business, 
the jewelry industry, collectively speak- 
ing, we do a pretty bad job. [’m very 
critical of our work and [’m just as 
critical of yours.” 

He went on to list five fundamental 
steps in the creation of advertising. “Now, 
no advertising is fundamental, or impres- 
sive or conventional unless it has a rea- 
son, and I often think in this industry 
our reasons are pretty bad sometimes,” 


Mr. Kaufman said. “The fact of the 


certain 





Krehbiel stated, and he offered the fol- 


“IN APPRECIATION . . ." 





This sterling silver cigarette box was presented by ANRJA during the Convention to 
Edward Krehbiel "in appreciation of his valued friendship, service and wise counsel.’ Until 
last Spring when he retired, Mr. Krehbiel was vice-president and general manager of 
Black, Starr & Gorham, New York. He has always been extremely active in ANRJA affairs. 
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How to puts faraway suppliers 
close to “home” 





What if suppliers are thousands of miles away? When you 
specify Air Express, you cut down delivery of equipment, 
supplies and finished products to a matter of hours. Air 
Express is the fastest service there is. Remember—large in- 
ventories are expensive. You can keep them low by getting 
what you need in hours. 

Air Express goes on every flight of the Scheduled Air- 
lines—places the most distant suppliers only hours away. 
And you get fast pick-up and delivery service at no extra 
cost. Rates are low. Use Air Express regularly and keep 
things hustling. 


Specify Air Express-Worlds Fastest Shipping Service 


eLow rates—special pick-up and delivery in principal U. S. 
towns and cities at no extra cost. 

e Moves on all flights of all Scheduled Airlines. 

e Air-rail between 22,000 off-airline offices. 


True case history: Sacramento, California, dairy regularly gets 
replacement parts and equipment by Air Express. Keeps in- 
ventory low—gets things in hours. Typical shipment: 32 lbs. 
of parts picked up in Detroit 7 P.M., in use at Sacramento next 
afternoon. 2039 miles, Air Express charge $19.65. Any distance 
similarly inexpensive. Phone Air Express Division, Railway 
Express Agency, for fast shipping action. 


Cg PKESS 








EXPRESS 


“Soa ~ GETS THERE FIRST a 








Rates include pick-up and delivery door 
to door in all principal towns and cities 











AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES oF THE U.S. 
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matter is that the presentation of the 


advertising is a promulgation of a lot of 
mixed thoughts. Actually, there jg ’ 
planning. Planning is the most Pm 
ant step in advertising. If you don’t kno : 
what you re trying to do, if you don’ 
know the ultimate result to which Me 

alge u 
aspire, then you’re in pretty bad shape 
It seems to me that the first important 
thing in advertising is planning. The 
second is what do I have to spend, The 
third one is how shall I spend it, ang 
the fourth is what shall I spend it upon 
and what do I wish to convey. The fifth 
obviously, is a check and re-check to os 
whether that which you have worked 
out in the course of time proves produc. 
tive.” 

In discussing the niche a jeweler can 
occupy in his community in which he jg 
trying to do an advertising job, (that js 
the level or the group of people he is 
trying to draw with his advertising) Mr. 
Kaufmann stated: “The intelligent ap- 
proach would be to select a medium or 
media which is not adequately covered 
and to become, if you please, the biggest 
thing in that particular field, rather than 
io be directly competitive with everybody 
else in everything else.” 

Mr. Kaufmann digressed slightly from 
the original topic under discussion towards 
the conclusion of his address and asked 
jewelers to support various trade organiz- 
ations. “We all have a responsibility to 
one another and to the industry,” he said, 
“For a great many years we in our busi- 
ness were not too interested in what the 
industry did at large. We felt that through 
the power of our perseverance we could 
work out our own problems and we did 
fairly well at it. But in later years—the 
last 10 or 15 at least—we, too, have come 
to feel with a certainty that we can’t 
make a living in a particular industry or 
field without giving something more to 
it to make it more secure. So, as a con- 
sequence, all our boys are very conscious 
of the good deeds ANRJA accomplishes 
industry-wise and other national organi- 
zations accomplish in this way, such as 
the Jewelers Vigilance Committee, the 
Jewelers Security Alliance, the Jewelry 
Industry Council, the Jewelry Industry 
Tax Committee, and the Retail Credit 
Institute of America. We feel a kindred 
interest in all of them because they do 
a great job for the industry. As time 
passes those organizations will and must 
become more important to you as in- 
dividuals because they’re the only voices 
that will be heard in Federal Washing- 
ton. They’re the only voices that will be 
heard in any national approach, and you 
owe it to yourself to subsidize your groups 
as far as you have the ability to do so.” 


A question and answer forum followed 
Mr. Kaufman’s address in which he an- 
swered questions and offered solutions to 
advertising problems confronting those 
in attendance. 


‘PLANNED DISPLAY’ FORUM 


“Without a properly planned display 
program you are not realizing the full 
potential of your advertising,” James 
Yuill, vice president of W. L. Stensgaard 
and Associates, Inc., New York and Chi- 
cago, told jewelers and their guests as- 
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sembled at the Wednesday morning ses- 
sion. “Your point of sale program must 
not be an afterthought,” Mr. Yuill added. 
“It must be planned and worked together 
with all the rest of your promotional 
effort. Such planning will pay off.” 

Due to unforeseen circumstances, W. L. 
Stensgaard, president of W. L. Stensgaard 
and Associates, Inc., who was originally 
slated to address the session, could not 
attend and asked Mr. Yuill to deliver a 
talk on his behalf. . 

In his address, Mr. Yuill warned jewel- 
ers to be aggressive in their windows and 
stated that merely because it has not been 
done before is no indication that it can’t 
be done. “On the contrary,” he said, “it 
offers larger opportunities to do the un- 
usual.” 

Mr. Yuill quoted six methods for suc- 
cessful window displays from the Distribu- 
tion Report of June 1, 1948 published by 
the Research Institute of America. They 
are as follows: 

1. Feature goods in demand. This is 
especially important at a time when buy- 
ers are getting more and more cagey. 
People stop to look at things they want. 
Moreover, stores that spotlight fast selling 
merchandise give the impression of having 
the right goods in all departments. And, 
of course, demand goods are most likely 
to result in an impulse to buy. This 
doesn’t mean that new products shouldn’t 
be featured in windows. Actually, new 
items should get a very important share 
of display space to prove the store is 
alert. When introducing such items, how- 
ever, be sure the display gives a reason 
to buy. 

2. Successful windows are timely. In 
big department stores display men follow 
current happenings in news, art, music, 
etc., so that they can tie their window in 
with events of public interest. In small 
communities alert storekeepers capitalize 
on local events, special weeks and days. 

3. Use windows to. back up newspaper 
and magazine advertising. There are sev- 
eral obvious advantages to combined pro- 
motion. First, the selling power of the 
window is considerably enhanced. Second, 
the double emphasis gives the impression 
that the merchandise is a good buy. Also, 
a window will, of course, reach customers 
who haven’t seen the ad. 

4. Present merchandise dramatically. In- 
teresting displays don’t depend on ex- 
pensive props or large windows—they de- 
pend on ideas. The best source of ideas 
is the merchandise itself. The more dra- 
matically and directly the merchandise 
story is told, the more salesworthy will be 
the display. Animated units, either me- 
chanical or human, are probably the best 
trafic stoppers. Demonstrations using peo- 
ple are an even greater drawing card than 
mechanical displays, though, of course, 
most suited to store featuring quick-selling 
goods, 

o. Keep windows simple and in good 
taste. “The simpler the layout, the better 
the display” is an old rule, but often 
over-looked. Surveys have found many 
windows cluttered with so much merchan- 
dise that passers-by could find nothing to 
focus on. Even an assortment window is 
more effective if there is some planned 
arrangement. 

6. There have been great improvements 
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in display materials. For example, there 
are paper and synthetic materials which 
look and feel like linen, cotton and ve- 
lour. Laminated wood, plastics and light 
materials can give a window a “new 
look.” Flexible glass sectional fixtures are 
also obtainable. These afford great varia- 
tion in window settings with a minimum 
of other props. A big advance in display 
materials is flameproofing during manu- 
facture. This eliminates the cost of treat- 
ing units after they’ve been set up.” 

“Good display, like anything else that’s 
good, does not just grow,” Mr. Yuill said. 
“It must be thought out for the job it is 
to do—it must be functional and it must 
be dramatic. 

“Our whole economy depends upon dis- 
tribution and every possible aid must be 
used towards that end. Point of sale must 
be used, not only by the manufacturer but 
by the large and small retailer. Don’t wait 
till your competitor does it. Do it now! 
The competition is tough and it will get 
tougher—so grab hold of this thing called 
display—make it yours and let the com- 
petition worry about you!” 


COST OF OPERATIONS SURVEY 

The Wednesday afternoon session of the 
convention was devoted entirely to a con- 
sideration of the ANRJA-sponsored “Cost 
of Operations Survey” being conducted by 
Alderson & Sessions, Philadelphia research 
organization. 

Wroe Alderson, a member of the firm, 
explained, in detail, the methods used in 
securing the vital information required by 
the project. “More than 250 firms have 
been sent questionnaires,” he said, “and 
an additional 18 will be subjected to 
an exhaustive interview.” 

Complete results of the survey are not 
as yet available simply because all data 
has not yet been received and analyzed 
by Alderson & Sessions. However, Mr. 
Alderson was able to provide some high- 
lights from information already secured. 

“We believe,” he said, “that the survey 
reveals the need of reorienting merchan- 


VISITS SWISS EXHIBIT 





Jack Haley, star of "Inside U.S.A.," takes 
a look inside Switzerland—or at least a 
small part of it. He's examining a historic 
18th century watch from the display of the 
Watchmakers of Switzerland at the Ameri- 
can National Retail Jewelers Association 
convention which was held on August 9 
through 12 at the Waldorf Astoria Hotel 
in New York. Helene O'Connell was official 
hostess at the Swiss booth. 





dise targets of jewelry retailers to serve 
the broader market created by the en- 
trance of many more families into medium 
and higher income brackets. It also sug- 
gests changes for rearrangement of de- 
partments to develop increased store traf- 
fic.” 

Mr. Alderson also reported that the sur- 
vey indicates that jewelry stores, as mer- 
chandising organizations, compare well 
with department stores. The expense ratio, 
he said, is about the same, while a higher 
type of sales personnel and training is 
proving effective as measured by sales per 
square foot of selling space. 

The final results of the survey, it was 
said, would be made available during 
September. 


FINAL BUSINESS SESSION 
The final business session of the 43rd 


ANRJA convention was held on Thursday 
morning, August 12th, in the Wedgewood 
Room of the Waldorf. President Maurice 
Adelsheim conducted the meeting. 

Reports of committee chairmen occupied 
the major portion of the session, after 
which came the election and installation 
of officers. Highlights of the committee 
chairmen reports were as follows: 

Louis Haimann, chairman of the Fair 
Trade Committee, reported that a number 
of instances of violations of fair trade 
contracts had been observed and called to 
the attention of manufacturers for appro- 
priate action; 

Hoyt T. Purvis, treasurer, combining the 
treasurer’s report with that of the Finance 
Committee, stated that the organization 
was in a “healthy condition” financially; 

W. J. Breckenridge, chairman of the 
Membership Committee, reported that over 
300 new members had joined ANRJA, 
many of these new members having joined 
through the efforts of G. Irving Baily, 
Assistant to the President; 

Robert J. Slagle, secretary of the Watch 
Committee, stressed the importance of the 
Jewelry Industry Council’s projected “1948 
Watch Parade” scheduled for October, and 
urged retailers to “fill every window to 
capacity with watches”. He also stated 
that his committee has spared no effort to 
have watches and clocks exempted from 
the provisions of the 20 per cent retail 
excises tax on jewelry; 

Charles T. Evans, ANRJA executive sec- 
retary, outlined, in his report, the multi- 
tudinous activities of the secretary’s of- 
fice ; 

Boyd Evans, manager of the ANRJA 
trade show, commented on the enthusias- 
tic exhibitor response to this year’s con- 
vention, gave attendance figures~ up to 
Wednesday evening (12,812), and pre- 
dicted that an all-time high would be 
reached before the trade show closed at 
1:00 p.m. 

RESOLUTIONS 

Following the reports of the chairmen 
of regularly constituted committees, Myron 
Everts, chairman of the Resolutions Com- 
mittee, read the resolutions drawn up by 
his committee and submitted them for 
adoption. They were, in brief, as follows: 

1. A tribute to Maurice Adelsheim and 
his fellow officers for services rendered 
ANRJA during their term of office; 

2. A request to Congress, through the 
Armed Forces Committee, to investigate 
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Post Exchanges and Ship’s Service Stores; to fill orders for temporarily discontinued try Vouncil, that Valentine’s Day, Febr 

3. A request to Congress to review the patterns, advising them against developing 14, be officially designated “Sweeth at 
Silver Purchase Act and effect its repeal; new patterns until the urgent current de- Day”; a 

4. A resolution asking manufacturers to mand for old patterns has been satisfied; 12. A resolution calling upon al] citize 
demand that fair trade prices be main- 8. A resolution urging that manufactur- of the U. S. to exercise their right a 
tained, that their failure to prosecute vio- ers who supply silver to house-to-house citizenship by going to the polls jp th 
lations be considered evidence of bad faith, canvassers take cognizance of their re- coming elections; ' 
and that all sales of fair-traded items, re- sponsibility to their long-established retail 13. A resolution urging Congress to cur} 
gardless of type of outlet, be made only outlets: waste and extravagance in the government 
at fair trade prices; 9. A request to all distributors, urging balance the Federal budget and eliminate 

5. A request that the Jewelers Vigilance use of Keystone prices in catalogues, direct unnecessary personnel from Government 
Committee take cognizance of the definite mail pieces, ete.; payrolls; 
necessity for including in its proposals for 10. A resolution that the afhliated state 14. A tribute to Henry Stecher late 
a new stamping act, all silver plate; organizations study the matter of watch member of the ANRJA; 

6. A request to silverware manufactur- guarantees, with the view of determining 15. A tribute to Fred V. Cole, late eqj. 
ers to restore, without delay, the custom- the will of the membership toward estab- tor of THe JeEwELERS’ Crrcuar-Keystone:- 
ary 2 per cent cash discount; lishing a uniform watch guarantee policy; 16. Reiteration of ANRJA’s pledge to 

7. A request to silverware manufacturers 11. A suggestion, to the Jewelry Indus- cooperate with The Jewelers Vigilance 

oe : Committee, Jewelers Security Alliance. 
Jewelry Industry Council, Gemological Ip. 
a oe - stitute of America, Horological Institute 
Build oodwilf with pr of America and National Jewelers Mutual 

" xR Fire Insuranee Company. 
ey 5% oon 17. A resolution of appreciation to Cop. 
. o : ~ vention exhibitors, speakers and_ partici. 
rides—to-be pants in the convention program, manage. 
ment and personnel of the Waldorf-Astoria. 
. s ANRJA bulletin advertisers and the daily 












press. 

| 18. A tribute to the jewelry trade press 

| and resolution that all ANRJA members 
support it. 


OFFICERS REELECTED 

Following the report of the chairman 
of the Credentials Committee, Robert J. 
Slagle, who announced that there were a 
total of 277 delegates attending the con- 
vention, C. I. Josephson, Jr., chairman of 
the Nominating Committee, presented the 
new slate of ANRJA officers. 

As a result of the committee’s delibera- 
tions, he announced, it was decided, in 
view of the incumbents’ records, to re- 
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FUTURE BUSINESS! 


When the young man buys the engagement nominate all 1947-48 officers with the ex- 
ring, hand him for her, with your good fi ception of one regional vice-president who 
wishes (and business card slipped into s - ye o> had asked to be relieved. Arnold Schiff. 
the pages) , one of these attractive Gibson af / oe man, ANRJA vice-president for the South- 
Wedding Books e Or, when she comes in for eastern region, had requested that some 
her invitations or announcements, her silver- one else be elected in his place owing to 
ware or other wedding item, give it her the pressure of business, and it was pro- 
: ’ : posed that Leo Henebry, Roanoke, Va., be 
with your hearty compliments e Still chosen in his stead. The slate, as nomin- 
another idea — send these Gibson Books , ated, elected and installed, was as follows: 
with your good wishes, to newly engaged girls, President, Maurice Adelsheim, Minne- 
- whose names may be secured from the society news apois, Minn.; 
in your local newspaper e Can you think of any surer Vice-President, Northwestern Region, H. 
way to make her want to come back to your store again L. Carter, Kansas City, Mo.; 
and again, in years to come? 


Siw Py ea 


Vice-President, Southwestern Region, 
Benton C. Clark, Jr., Oklahoma City, 
Okla.; 


These books cover the engagement period ; 
Vice-President, Pacific Region, A. W. 


and plans for the wedding, as well as the — page treatments are in the traditionally 


marriage itself, the honeymoon, home luxurious Gibson styling —and_ each Molin, Portland, Ore.; 

coming, new home, anniversaries— and book comes in nice white gift box. Vice-President, South Atlantic Gulf Re- 
other matters dear to every prospective Order a trial sample assortment, to total, gion, Lester W. Moon, Tallahassee, Fla.; 
bride as she looks ahead. @ Bindings and say $50. Vice-President, Central Region. Paul E. 


Morrison, Kalamazoo, Mich.; 
Vice-President, Southeastern Region, 

Leo Henebry, Roanoke, Va.; 
Vice-President, Northeastern Region, 

Kenneth JI. Van Cott, Binghamton, N. Y.; 
Treasurer, Hoyt T. Purvis. Jonesbero, 


(A) W-281—Bound in white vellum, 
stamped in gold. Pages record 
verses, parties, family trees, certifi- 
cate, guests, gifts, anniversaries, 
etc. 10Y%4 x 7%4”. $9.00 Doz. Net 

(B) W-331—Cover of ivory leather- 
ette, gold stamped. Pages show 
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floral decorations in pastel. Rec- 
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Ny trees, photographs, hope 
chest, gifts, wedding party, 
certificate, honeymoon notes, 
new home, etc. BY x 6%". 
$7.50 Doz. Net. 


ADELSHEIM ACCEPTS 
Accepting re-election, for himself and 


| his colleagues, President Adelsheim said, 
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“We feel signally honored. Moreover, we 
have been given a mandate and a respon- 
sibility to fulfill. We will do our best. 
Mr. Adelsheim then paid tribute to 
Arnold Schiffman, retiring vice-president 
for the Southeastern region. Replying, Mr. 
Schiffman voiced his appreciation for the 
aid and assistance of his colleagues during 
his term of office, and stated that he re- 
sretted the necessity for leaving office. 
. Although unfinished business and new 
business were both on the agenda, sched- 
uled to follow the election and installa- 
tion of officers, no significant matters were 
presented under these categories. 
Accordingly, President Adelsheim de- 
clared the meeting, and the convention ad- 


journed. 
BANQUET ENDS CONVENTION 


Although adjournment of the Thursday 
morning session and closing of the ex- 
hibits at noon theoretically ended the 43rd 
annual ANRJA Convention, the affair was 
not officially concluded until the annual 
banquet, held in the Grand Ballroom of 
the Waldorf-Astoria on Thursday evening. 

A reception, held at 7:30 p.m., followed 
by dinner at 8:00 were features of this 
annual event, followed by an _ excellent 
program of entertainment at 9:30. This 
show included such stellar attractions as 
the Gaudsmith Brothers, featured at the 
Radio City Music Hall; Pann Merryman 
from the Paramount Theatre; Paul Win- 
chell and Jerry Mahoney who were ap- 
pearing at the Capitol Theatre, and Mon- 
ica Moore, soprano, of the Savoy-Plaza. 
Other stars included the Andrea Sisters, 
from the Latin Quarter: Cass Franklin, 
baritone, from the Savoy-Plaza, and 
Jacques Roth and his orchestra. Al Bernie 
was featured as master of ceremonies. 


Announce Formation of 
American Watch Institute 


The formation of the American Watch 
Institute, to conduct a public relations 
campaign on behalf of the American 
watchmaking industry, was announced on 
September 8th by James G. Shennan, 
president of -the newly formed group. 
Mr. Shennan is president of the Elgin 
National Watch Co., Elgin, II. 

Representatives of the Hamilton, Elgin 
and Waltham watch companies elected 
the following officers in addition to Mr. 
Shennan: R. J. Gunder, Hamilton Watch 
Co., Lancaster, Pa., secretary, and Harold 
W. West, Waltham Watch Co., Waltham, 
Mass., treasurer. 

Mr. Shennan said that the purpose of 
the Institute was as follows: 

1. To serve as a public information cen- 
ter for the three manufacturers of Ameri- 
can-made jeweled watches: 

2. To conduct, on behalf of these manu- 
facturers, a campaign of public education 
about the watchmaking industry in this 
courtry, and 

3. To conduct research for carrying on 
the above functions. 

Offices of the American Watch Institute 
will be located at 410 North Michigan 


Ave., Chicago, and 80 Broadway, New 


York. 
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J. R. Ozanne is Slated to Talk 
At Meeting of Cincinnati RJA 


J. R. Ozanne, president of J. R. Ozanne 
and Associates of Chicago, research and 
advisory specialists, will be the principal 
speaker at the next monthly meeting of 
the Greater Cincinnati Retail Jewelers 
Association on Sept. 8 in Hotel Sinton. 
Because Mr. Ozanne will discuss impor- 
tant phases of retail selling, all jewelers 
in the Greater Cincinnati area are being 
urged to attend. 

During a business session at the meet- 
ing, members of the Association are ex- 
pected to give final approval to an emblem 
for use on their stationery and store win- 
dows. 

Plans for an official Association em- 
blem have been discussed at recent meet- 





ings, and final details have been left to a 
committee composed of Carroll Seghers, 
Jack Getz and Miss Glenna Kampf. 

At the last meeting of the organization 
on August 4, the speaker was Robert C. 
Young, manager of the Cincinnati Better 
Business Bureau, who described the activi- 
ties of the Bureau in promoting better 
business ethics and trade practices. He 
urged Association members to use the 
facilities of the Bureau whenever neces- 
sary. 

Carl Leser, chairman of the membership 
committee, reported the Association, which 
was re-organized last May, now has 55 
members, and that an active membership 
campaign is now underway to send the 
membership past the 100 mark. Any retail 
jeweler in the Greater Cincinnati area is 
eligible to membership. 


_———— _ -_— 
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Complete line of 14 kt. Ladies’ and Men’s Watch Cases—Watch Attachments 
Chokers—Siqnet Rinas, etc. ASK FOR OUR LATEST FOLDER 


L. FRANKFURT CO. ° 


Jewelry Manufacturers ° 


82 Bowery, New York 13, N. Y. 
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Appliances, Not Jewelry, Affected hy New Regulation W 


Re-lmposed Instalment Curbs 
Primarily on Expensive 
Cost-of-Living Merchandise 


Although instalment sales of jewelry are 
not affected by the recently-revived Regu- 
lation W which goes into effect September 
20, certain items sold by many retail jewel- 
ers do come under the restrictions. 


Such items as cooking stoves, dish- 
washers, ironers, refrigerators, washing ma- 
chines, air conditioners, radio and television 
sets, sewing machines and vacuum cleaners 


all come under the provisions of the Fed- 
eral Reserve Board’s new controls on in- 
stalment sales requiring a 20 per cent down 
. payment and payment in full in from 15 
to 20 months. 

Although instalment sales of jewelry are 
not subject to the regulations as issued 
August 20, there is no guarantee that this 
situation will continue indefinitely. Con- 
trols were placed, by the Federal Reserve 
Board, on expensive cost-of-living items 
(mainly appliances) in an attempt to con- 





trol the inflationary spiral. Since jewelry 
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... style leader for over a century © 


Matching, plastic ring cases—ultra 
smart, exclusive, beautifully a 
typical of Dennison originality in design. 

This unique two-some will fill many 
of your ring case needs. The smaller 
case—Number 7450X—holds a single 
ring and the larger case—Number 
7150TX—holds either one or two 
rings. Both numbers are similar in 
design with sparkling, crystal clear 
plastic bases distinctively undercarved 
to give added luster—both are adorned 


FOR RETAILERS 


Dennison makes a complete line of boxes 
and cases in paper, metal, fabric and plastic; 


findings; oa ies. Sold by leading whole- 
y salers throughout the country. 


with exquisitely embossed two-toned 
plastic covers. These striking cases 
come in a wide array of appropriate 
jastel colors with linings in many 
beautiful shades. Conveniently pack- 
aged in individual cream packers— 12 
to a carton. 

Dennison leadership in Jewelry 
boxes, cases, findings and supplies is 
based on 104 years of outstanding 
craftsmanship and supreme values in 


a AN ac ea Suite aes 


FOR MANUFACTURERS 


Dennison makes a wide range of specially 
designed paper jewelry boxes and cases for 
manufacturing htadlane, Consult Dennison 
about your packaging problems. 


JEWELERS DIVISION 


FRAMINGHAM, 


MASSACHUSETTS 


















is not a cost-of-living item for most people 
it was not deemed necessary to include 
in ‘the order. 


JEWELRY STILL A POSSIBILITY 


However, if the inflationary spiral con- 
tinues upward, and retail jewelers tend to 
offer ridiculously liberal terms, there jg a 
strong possibility that the Federal Reserve 
Board will broaden Regulation W to ep. 
brace credit jewelry sales. 

A period of 15 months is set for pay. 
ment of articles priced at less than $1,000, 
but 18 months are allowed for articles 
priced at more than $1,000. In the latter 
case, the board prescribes that monthly 
payments on amounts over $1,000 must be 
not less than $70. 


ITEMS AFFECTED 


The goods for which down payments are 
prescribed and the percentages of down 
payments required are as follows: 


1. Automobiles ..... BAG 
2. Cooking stoves _........._... 20% 
3. Dishwashers _ .--- 20% 
4. lroners iedineedietehdiedeisnciadeiae 
5. Reirigerators —.____.__._.._ 3% 
6. Washing machines 20% 
7. Combination units incorpora- 


ting any item in 2—6 ______._. 20% 
8. Air conditioners, room unit _.20% 
9. Radio and television sets, pho- 


na — 
10. Sewing machines _.. 20% 
11. Suction cleaners 20% 


12. Furniture and soft-surface floor 
eS 

The board said that since November 1, 
1947, when the old regulation was termin- 
ated, terms offered by merchants and lend- 
ers extending credit have been relaxed 
considerably. “The requirements of the 
new regulation are somewhat less restric- 
tive than those of last November, but con- 
siderably tighter than terms now generally 


in effect,” FRB observed. 


California RJA Admits 
New Members 


The following jewelers have been ad- 
mitted as members in the California Re- 
tail Jewelers Association: Ed Paul, Corona; 
Lee’s Jewelers, Corona; E. England, 
Corona; Jay’s Jewelers, Barstow; Tiny 
Time Shop, Barstow; Miller Bros., Long 
Beach; Calif. Credit Jewelers, Long 
Beach; Gem Jewelry, Long Beach; Grand 
Jewelry, Huntington Park; King & De- 
mers, San Diego; A. E. Edmonds, San 
Diego; Hamilton Jewelry Co., San Diego; 
Thomas A. Mendelson, San Diego; Donald 
Page, San Jose; Pye’s Jewelry Store, 
San Jose; San Jose Watch Shop, San 
Jose; Thomas Jewelry Co., Eureka; Atlas 
Jewelry Co., Los Angeles; Geo. A. Hamm, 
Los Angeles; Marvin Lewis, Brawley; 
John F. Parkins, Avalon; Cupid’s Cup- 
board, Westwood; Solia Jewelers, San 


Francisco; Hopkins Jewelers, Oakland. 
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New Official Swiss Watch Repair Parts Catalogue 
Will Soon Be Distributed to U.S. Watchmakers 


A new standard guide for the ordering 
of genuine Swiss watch repair parts is 
scheduled for distribution to every retail 
watch repair department during late Sep- 
tember and October, The Watchmakers of 
Switzerland have announced, as the first 
step in a huge program to “improve, speed 
and make more profitable the repairing of 

iss watches.” 

— 150-page, looseleaf Official Cata- 
logue of Swiss Watch Repair Parts (Part I) 
was explained to the trade for the first 
time at a conference with jewelry and 
horological magazine editors, by Paul A. 
Tschudin, director of the newly formed 


Swiss Watch Repair Parts Information 
Bureau, 730 Fifth Avenue, New York 
19, N. Y. 


“This new catalogue, with its standard- 
ized, simplified system of parts identifica- 
tion, will be as indispensable to the watch 
repairer as his skilled hands and loupe,” 
Mr. Tschudin said. “The American watch- 
maker will be able to order his Swiss re- 
pair materials with greater speed and con- 
fidence when using this official system.” 

No change in the present channels of 


OPPICHL CATALOGER 


~ 


SWISS Bary 
REAM PARTS 
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"Part |" of the new official Swiss watch 
repair parts catalogue, which is scheduled 
for distribution to every retail watch repair 
department during late September and 
October, is pictured above. 


ordering and distributing Swiss materials 
is intended with the introduction of the 
catalogue, Mr. Tschudin emphasized. Watch 
material distributors will have advance 
copies of the book, ready to fill all orders 
sent in by watchmakers, using the new 
oficial method of parts identification. 

A detailed introduction in the catalogue 
itself explains how to use it for identifying 
and ordering repair parts. 

Mr. Tschudin explained that “Part I” 
of the catalogue, which is now ready for 
distribution, deals with materials for move- 
ments assembled by firms whose mark, 
stamped on the dial-side of the plate, shows 
the Ebauches symbol. The second volume, 
“Part II,” will be distributed in early 1949, 
It will list materials for most of the re- 
maining brands of Swiss watches. 

Information contained in Part I, for 
Swiss movements bearing the Ebauches 
symbol, includes: 

1. A list of the main watch parts and 

materials; 
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2. A dictionary covering the main terms 
used; 

3. A list of movements grouped accord- 
ing to type and size. 


Among the many advantages and time- 
savers incorporated in the Official Catalogue 
of Swiss Watch Repair Parts, the spokes- 
men listed the following: 


It shows not only the setting parts for 
each movement, but the movement itself is 
reproduced in exact size. Where movements 
have models of differing heights, these 
models also are shown. 

It will be kept up-to-the-minute by loose- 
leaf insertions of new movements. 

It is the official publication of the manu- 
facturers of new movements. 





It has a new-type index which makes it 
convenient for the watchmaker to locate a 
particular movement or part by turning 
directly to the page concerned. 

It enables the watchmakers to identify 
a movement even when the Ebauches mark 
does not appear on the dial-side of the 
plate. 

The principal watch parts are identified 
in a dictionary section in three languages: 
English, Spanish, French, and also by 
number. 

A further advantage of the use of the 
catalogue, Mr. Tschudin continued, will 
become apparent when the new official 
parts package of Swiss materials is intro- 
duced “several months from now.” Each 
package will fully identify the part ac- 
cording to the system used in the catalogue. 
For the present, however, the watchmaker 
will continue to receive unpackaged parts 
when his supplier fills his orders under the 
new identification system. 
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MODEL R COMPLETE 
INCLUDES 2 STYLES OF 
LETTERING. $185.00 
F.0.8. NEW YORK. 











STERLING SILVER 
SALES BUILDERS 





K2508 Sugar and Creamer, hollow handle 
Hot. 354” Weighted, Gold Lined 10.75 set 


K2506 


K2004 


K2005 





K2506 K2004 K2005 
Salt and Peppers Weighted 


Weighted Dia. 3” 
Hgt. 3” 





Hgt. 554” 
6.00 pr. 


Hot. 434,” 
5.50 pr. 


Hgt. 43,” 
5.50 pr. 





K2501 CONSOLE STICK 


3.00 pr. 





Knutson on Statement 


Harold Knutson, chairman of the House 
Ways & Means Committee, has done it 
again. During the month of July he again 


made a statement regarding removal of 
| wartime excise 
ire of the Jewelry Industry Tax Com- 


taxes and aroused the 


mittee. In his statement, Rep. Knutson 


definitely named July 1, 1949 as the date 


he expected the tax would be removed. 
Walter N. Kahn, chairman of the 


Jewelry Industry Tax Committee, in a 


letter to Mr. Knutson, censured him for 


naming a_ specific date when the tax 
would be removed and cited the bad 
effect a similar statement had on the 


jewelry industry early in 1947. 

The letter, in its entirety, is as follows: 

“An article recently published in the 
New York Herald Tribune stated that 
you had ordered a study to be _ under- 
taken by the Joint Committee aimed at 
effecting a substantial reduction in retail 
excise taxes. This was welcome news 
to the jewelry industry, which has been 
subjected to this discriminating taxation, 
and your position on excise taxes 1s 
therefore ardently supported and appre- 
ciated. 

“The article quoted you as saying that 
the inquiry you have ordered ‘is expected 
to furnish the basis for excise tax cut 
legislation, to be effective by July 1, 
1949’, May we respettfully call your at- 
tention to the fact that the mentioning 
of a specific date—particularly one so 
far in the future—can do irreparable harm 


to our industry. 


“This serious effect on the jewelry in- 
dustry can be forcefully illustrated by 
the almost complete stoppage of retail 
jewelry business in January 1947, follow- 


_ ing the proclamation of President Truman 


which indicated that the wartime rate 
would be reduced on July 1, 1947. It 
took some time after the passage of the 
bill presented by Congressman Grant ex- 


Tax Committee Rebukes | 











ror.’ 


strongly in the public interest. Presidents 
Adelsheim and Goldberg of the retail a. 
ganizations were optimistic that the Steps 
taken would lead to tax relief at the 
earliest possible moment. and expressed 
confidence that the best interests of the 
retailers throughout the country were be. 
ing well served. 


_—— 


Swiss Will Not Up-Jewel Watches: 
Maintain 17 Bearings Sufficient 

Holding that 17 jewels are the optimum 
for the best timekeeping, the Central 
Committee of the Swiss Watch Manufac. 
turers Federation has voted decisively 
against permitting the up-jeweling of Swiss 
watches imported into America. 

“We took this action to safeguard the 
reputation of the Swiss watch,” a Federa. 
tion spokesman said. 

“More than 250 years of Swiss experi- 
ence in fine watchmaking proves that 
more than 17 jewels in a watch movement 
are superfluous. The fact that every world 
record for accuracy is held by 17-jewel 
Swiss-made watches seems to prove con- 
clusively that is the best number.” 

The spokesman pointed out that watch 
jewels are merely fine bearings and do 
not have any relationship to gems as some 
people mistakenly assume. 

“Even the seventeenth jewel in a watch 
carries a pivot which revolves only once 
per day, and further jewels add nothing 
to performance or longevity,” he said. 

“We want to see our watches delivered 
to the customer in the same fine con. 
dition as when they leave Switzerland, 
and up-jeweling is contrary to the cus. 
tomer’s best interests.” 
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peti ie” tending these taxes indefinitely, before 
Dia. Base 33,” the effect was minimized, The natural 
Weighted 11.00 pr. result of an indication that the tax is to 
K2011C Console K2002 Mayonnaise Set be reduced on a specific date in the future 
Stick only Hgt. 3%” Weighted Dia. 5” Hat. 3” is to have the buyer defer his purchases 
5.50 pr. 5.00 set or even cause him to abandon them 

entirely. | | 

“This situation is one which the jewelry | | 

industry hopes will not occur, and re- | | 

spectfully urges that any reduction in | | 

i tax shall become effective immediately on | | 
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'the enactment of the legislation. 





“We ask for your cooperation and ap- 
preciate your interest”. 


Tax Committee Appoints 
18 Retailers to Board 
(From page 337) 
tempt of the industry to secure relief 
from the burdensome excise tax. 

The date for the first meeting of the 
enlarged committee was set for Monday, 
September 13th, at which time a new 
chairman is to be selected and plans 
made for continuing the aggressive fight 
for excise tax relief which would be 
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Diamond Council of America 
starts Gemology Courses 


Professor Paul J. Storm, head of the 
Earth Sciences Department of the Uni- 
versity of Pennsylvania, and foremost 
Cemologist, has been appointed educa- 
tional director of the Diamond Council of 
America, it has been announced by Myer 
B. Barr, President of the Council, who is 
also President of Barr’s Jewelers & Silver- 
smiths in Philadelphia. 

Professor Storm will conduct two cor- 
respondence courses for members of the 
Council and their employees. In outline, 
the courses are: 


(1) A general study of all gem stones, 


including diamonds, requiring eight- 
ten months to two years, and leading 
to a certificate as a Guild Gemolo- 
gist. 

Open only to certified Guild Gem- 
ologists; a comprehensive study of 
diamonds requiring one year, and 
leading to a certificate as a Certi- 
fied Diamontologist. 

At a recent meeting of the Diamond 
Council of America, held at the Stevens 
Hotel in Chicago (at the time of the Na- 
tional Association of Credit Jewelers con- 
vention) Mr. Barr told an impressive ar- 
ray of America’s largest jewelry firms that 
the Council now has 50 members, repre- 
senting an aggregate of about 250 stores. 
Courses in Gemology will start around 
September Ist and an extensive public re- 
lations program will be developed to ac- 
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HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
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Special Order Work 


WILLIAM HERTEL & CO., INC. 
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17 West 45th St. New York 19, N. Y. 
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quaint the general public with the aims 
and objectives of the Diamond Council of 
America. 

Other officers of the Diamond Council 
of America are: Vice President Jess Mc- 
Entee (J. M. McEntee & Sons, Oklahoma 
City, Okla.) ; Secretary-Treasurer, Isadore 
Horwitz (Crescent Jewelry Co., Fargo, 


HEAD DIAMOND COUNCIL 





MYER B. BARR 
President 


DR. PAUL STORM 
Director 

N. D.), and Chairman of the Board, Leo 

Weisfield (Weisfield & Goldberg, Inc., 

Seattle, Wash.). 

Members of the board are: Irving N. 
Chayken (Armstrong’s, Hammond, Ind.) : 
Ralph Cohen (Hamilton Diamond & Watch 
Co., Los Angeles, Calif.) ; Edward Dock- 
man (St. Paul, Minn.); Nathan Fink 
(Fink’s Jewelers, Inc., Roanoke, Va.) ; 
Irving B. Gerson (Gerson Jewelers, De- 
troit, Mich.) ; Harry A. Horwitz (Crescent 
Jewelry Co., Sioux City, Iowa); L. A. 
Horwitz (Horwitz Jewelers, Sioux Falls. 
S. D.); Oliver Jenkins (Duval Jewelry 
Co., Jacksonville, Fla.); Leo D. Kind (Reid's. 
Inc., Trenton, N. J.): Benjamin Kingofl 
(Kingoff’s, Inc., Wilmington, N. C.); R. L. 
Nickelsen, Jr. (Nickelsen Jewelers, Pen- 
sacola, Fla.) ; Irvin Rosenberg (Rosenberg 
Jewelers, Columbus, Ga.); Robert Savitt 
(The Savitt Co., New Haven, Conn.): 
M. G. Sexty (M. G. Sexty’s Jewelers, Boise. 
Idaho); Albert F. Steinhoefel (Chatta- 
nooga, Tenn.); Marvin H. Wexler (J. J. 
Smith’s Jewelry Store, Janesville, Wis.). 
and Ed Wolfberg (Diamond & Art Shop. 
Wichita, Kans.). 


Appointed to Federal Post 


Harvey M. Spear, son of Mr. and Mrs. 
Alfred Spear, Providence, R. I., was re- 
cently appointed an assistant U. S. district 
attorney according to an announcement 
received from the U. S. attorney for the 
District of Columbia. Mr. Spear’s father 
is a partner in the S & S Mfg. Co. of 
Providence. 

A graduate of Brown University in 
1942 and a member of the Marine Corps 
Reserve, Harvey Spear was called to 
active duty when war broke out, serving 
until his return to inactive duty at war’s 
end with the rank of captain. 

He graduated from Harvard Law School 
and completed special course at the 
Harvard Graduate School of Business Ad- 
ministration after the war. Mr. Spear has 
been a special attorney with the Depart- 
ment of Justice. 
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Max Stern & Co. Inc. 


"EVERYTHING" 


HAS 


IN PRECIOUS AND SEMI-PRECIOUS 


STONES 


@ Diamonds, melee 
© Genuine whole pearls 


@ Genuine rubies and 
sapphires 


® Tigereye cameos 
© Amethysts 
® Topaz 


@ Black onyx—plain or 


drilled 
e Synthetic birthstones 
'@ GENUINE ZIRCONS 


] WHITES OR BLUES 


FOR OVER 3 DECADES 


. .. we have given prompt and 
efficient service to the DRILL- 
ING, CUTTING, and JOB- 
BING of stones. 


Max Stern & Co. Inc. 


IMPORTERS 
17-23 John St., New York 7, N. Y. 
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Trade Can Enroll Now 
For GIA Gem Classes 


Gem Appreciation classes designed to 
assist in the building of sales will be of- 
fered by the Gemological Institute of 
America to jewelers and jewelry store per- 
sonnel in Oklahoma City, Des Moines, Mil- 
waukee, Minneapolis and Dallas during 
September, October and November. Suc- 
cessfully presented on the East and West 
Coasts last year, the course equips sales 
persons and jewelers with an elementary 
working knowledge of gemstones, invalu- 
able as sales aids. 

Under the direction of Ward Cook, espe- 
cially trained G.I.A. instructor, the classes 
are a combination of lectures and demon- 
strations in which sketches, diagrams and 
color plates are freely used. Practical sales 
aids are suggested by the use of knowledge 
gained from the lectures. The course, which 
does not attempt to teach the science of 
gemology, is slanted toward teaching an 
understanding and appreciation of gem- 
stones for the purpose of increasing jewelry 
sales. 

Ward Cook, who is a G.I.A. graduate 
and also a graduate chemical engineer, has 
conducted these classes since their inaugu- 
ration last year in Los Angeles, Portland, 
Seattle, Chicago, Kansas City, St. Louis, 
Detroit, Baltimore, Philadelphia, Boston, 
Grand Rapids, Michigan, and Charlottes- 
ville, Virginia. More than 500 satisfied 
jewelers and jewelry firm employees at- 
tended the classes. 

The schedule of fall lectures begins with 
a special concentrated two-day session in 
Oklahoma City, September 19 and 20 (Sun- 
day and Monday), with George Sloan, 20 
East Fourth St., Tulsa, acting as Chairman. 

In the remainder of the cities the series 
will be presented three evenings a week 
over a two-week period. Dates of Cook’s 
appearance in these cities and the local 
chairmen are as follows: Des Moines, Sep- 
tember 27 through October 8, Burton Jo- 
seph, Locust at 6th, Chairman; Milwaukee, 
October 11 to 22, William Schwanke, 331 
East Wisconsin; Minneapolis, October 25 
to November 5, Sally Haag, 4509 Oak 
Drive; Dallas, November 8 to November 
19, W. Tim Welch, 6292 Revere Place. 

Jewelers wishing to attend classes should 
contact the chairman in the nearest city 
to be assured of registration. Total cost to 
each student is $23.50. 


Seth Thomas Clock Prices 
Now Include Federal Tax 


In its national advertising and on re- 
tail store price tags, Seth Thomas clock 
prices now include the Federal Tax. 

“We believe,” said Charles J. Gill- 
mann, general sales manager, “this pro- 
gressive step will have the hearty en- 
dorsement of the majority of retail deal- 
ers who sell Seth Thomas clocks since it 
will eliminate much confusion and over- 
come the necessity of the dealer doing a 
double selling job once on a clock and 
once on the tax.” 

The convenience of the Seth Thomas 
dealer has also been kept in mind in the 
preparation of his price schedules since 








the recommended retail price jis shown 
both ways, that is, with the tax and with. 
out. With this schedule before him, the 
dealer will know exactly how much tax 
is involved in each sale and the book. 
keeping incident to the tax will be kept 
at a minimum. 





BELATED WEDDING PRESENT 





Since it took seven months of interrupted 
work to produce, the gold cigarette box 
shown above was only recently given to 
H.R.H. Princess Elizabeth as a wedding 
present by the Royal Society of Arts. The 
box itself is made of yellow gold with the 
ribs on top inlaid with white and yellow 
gold. The Coronet, Cipher and Chaplet: 
are carved and engraved with green, yellow 
and red gold, and are recessed into the 
ribs. The device of the Royal Society of 
Arts is engraved inside the lid, together 
with the date of Lilybet's wedding. 











Earrings in various patterns in 14 KT 
Green and Red Gold. 
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Love Knot Ring—14 Kt Red and Green 
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Our comprehensive line ef 
Gold, Platinum and Euem- 
el Novelties, tincleding 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 
Manufacturers 
64 West 48th Street 
New York 
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C. Brook Flowers, trading as British 
Quality Merchandise, formerly located at 
1181 Broadway, New York, has announced 
that he has moved to more extensive offices 
and showroom at 45 West 45th St. Mr. 
Flowers is the factory representative of 
Smiths English Clocks Ltd., London, Eng- 
land, a division of Smiths of England Ltd. 
4 Friends of Lester Sternberg, well-known 
‘n the industry for many years, will be 
pleased to hear that he is now associated 
with Eichberg & Co., diamond importers 
and cutters at 511 Fifth Ave., New York. 
Mr. Sternberg will leave shortly on a trip 
to visit his friends and customers in the 
Southern territory. 

q Rudolph’s Jewelry Store, Syracuse, New 
York, staged a Vacation Camera Club 
Week promotion during July that boosted 
camera sales substantially. During the 
week, the store invited customers to select 
a camera and pay only one dollar down, 
using it on vacation. After their vacation, 
the Camera Club members made arrange- 
ments to pay the balance in either weekly 
or monthly payments. 

q The Max H. Elbe Jewelry Store, Niagara 
Falls, New York, had a traffic-stopping 
window display in connection with the 
recent Niagara Falls Centennial observ- 
ance. The display was built around the 
famous “Caves of the Winds” trip at the 
base of the Falls. Bright yellow rubber 
coats, such as are worn by visitors making 
the trip, were displayed, along with an 
old register. The register, opened to a 
page listing September 26, 1883, showed a 
signature of George V of England. An- 
other display in the window showed a page 
dated July 15, 1834, which listed witnesses 
for the entrance of the “Cavern of the 
Winds” by B. H. White and George Wash- 
ington Sims, 

q Marcus Edelstein of the Delmark Watch 
Co., 535 Fifth Ave., New York, recently 
returned from an extensive business trip 
to Switzerland where he visited many of 
the watch factories with whom his firm 
does business. 

q Irving Schiff, wholesale distributor of 
watch cases and jewelry, located at 68 
Nassau St., New York, announced that he 
has sold his business to the Leader Jewelry 
Co. After extensive alterations are com- 
pleted, the new owners will occupy the 
premises. 

q Franklin Bruder has been appointed rep- 
resentative of metropolitan New York for 
the American Pearl Co., manufacturers of 
Velva Pearls, in cooperation with Fred 
Marks. Mr. Bruder is located at the firm’s 
new and modern offices, 286 Fifth Ave., 
Suite 805-806. 

q The Moba Jewelry Corp., manufacturing 
jewelers, formerly located at 144 West 
46th St., New York, announced the re- 
moval of their office, showroom, and fac- 
tory, to new and larger quarters at 48 West 
48th St. 
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q The Coronet Silver Co., Inc., announced 
the removal of their factory and office to 
a new and larger plant at 324 Ten Eyck 
St., Brooklyn, New York. 

q Miss Elizabeth M. Melanson has pur- 
chased the E. W. Knowlton & Co. jewelry 
store in Malone, N. Y., from the estate of 
E. G. Perry. The company has been in 
the jewelry business in Malone for the 
past 64 years and the business will be 
continued under its original name. 

q Jersey Jewelers, Inc., with main offices 
in Perth Amboy, N. J., has appointed 


Benjamin Fisher buyer and general mana- 


ger for all jewelry departments. 





Alexander Returns from Swiss Trip 


Dr. A. E. Alexander, director of the 
Gem Trade Laboratory, Inc., has returned 
from Luzern, Switzerland, where he met 
with Dr. E. J. Gubelin, of the Swiss 
Gemmological Association, and B. W. 
Anderson, director of the London Chamber 
of Commerce gem-testing laboratory. 

This meeting was arranged by Dr. 
Alexander for the purpose of discussing 
and comparing the latest methods and 
techniques used in the testing of gem- 
stones and pearls. 

Dr. Gubelin and Mr. Anderson stressed 
the importance of the absorption spectro- 
scopic technique. Their forthcoming papers 
describing their latest research will prove 
interesting to all students of gemology. 

Dr. Alexander elaborated on the use 
of x-ray fluorescence, as applied to gem- 
stones, and described the techniques used 
in the identification of pearls. 





Jacobson Heads Jewelry Division 
In Travelers Aid '48 Fund Drive 


Henry I. Jacobson, president of Jacob- 
son Brothers Diamond Corp., will serve as 
chairman of the Jewelry Division in the 
1948 fund drive for the Travelers Aid 
Society of New York. Thomas W. Balfe, 
vice-president and a director of National 
Distillers Products Corp., is general chair- 
man of the campaign, which has a goal of 
$409,000 and begins this month. 

Mr. Jacobson will direct a committee of 
men in the jewelry field to support the 
varied activities of the 43-year-old agency. 

Last year support from commerce and 
industry in New York enabled the Trav- 
elers Aid to assist a daily average of 300 
men, women, and children, including many 
who needed immediate help because of 
serious problems of illness, unemployment, 
homesickness, lack of money, and grave 
personal problems. 

The Travelers Aid, which depends on 
contributions for its support, is the only 
non-sectarian voluntary agency which spe- 
cializes solely in helping persons away 
from home. Its workers are on duty in 
strategic locations to assist persons who 
have difficulties while traveling by bus, 
train, air, and steamship. 
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Stone Engravers 








Special Orders 


Braunfeld & Mehiman 
108 Fulton St., New York 7, N. Y. 
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THE CAPITAL 
INITIAL RING 


Fulty protected by 
U.S. Patent D 109,626 


Write for illustrated price list. 


CAPITAL MFG. CO. 15 W: 47th St 
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LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
i have REVISED WAYS AND MEANS enabling me 
te de your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Serviee and Better Workmanship! 
“Send Me Yeur Next Package.’’ 

M. J. STERN 

Repairing of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 
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Second Silversmithing Conference 
Opened in Providence Last Month 


The ‘second national Silversmithing 
Workshop Conference for teachers opened 


on August 2nd at the Rhode Island 
School of Design in Providence with 
Baron Erik Fleming, Court Silversmith 
to His Majesty, the King of Sweden, 
conducting it. 

The Baron’s work is represented in 


museums throughout the world including 
the Metropolitan Museum of Art. His 
professional honors and decorations in- 
clude the French Legion of Honor, the 
Order of the Vasa Royal and the Gold 
Medal of Prince Eugen, the highest 
honor given for artistic activity in Sweden. 

The conference is sponsored by Handy 
and Harman, refiners and dealers in 
precious metal and is under the direction 
of Margret Craver, consulting silversmith 
to Handy and Harman and head of their 
Craft Service Department. 

Attendance at the conference was 
limited to twelve teachers of metal work 
from universities, art schools and teachers 
colleges throughout the country. They were 
selected by a jury consisting of Richard 
Bach, dean of the Department of Educa- 
tion and Extension at the Metropolitan 
Museum of Art, Paul Manship, sculptor 
and Joseph Sharrock, head of the De- 
partment of Jewelry and Silversmithing 
at the Boston Museum School. 

Work at the conference consisted of 
six to seven hours daily of raising, forg- 
ing and study of design. 

There were lectures during the con- 
ference which were open to the public. 
Open house was held on Wednesday 
evening, August 25th, and featured an 
exhibition of silver and of the work done 
at the conference. Baron Fleming spoke 
that evening on “Historic Silver.” 

G. H. Niemeyer, president of Handy 
and Harman, opened the conference on 
August 2nd and welcomed the teachers. 


“World Diamond Market Firm” 


States R. B. Pond After Trip 


An emphatic prediction that the world 
diamond market would remain firm dur- 
ing the Fall and Winter was made by 
Roland B. Pond, secretary of A. H. Pond 
Co., Inc., makers of Keepsake Diamond 
Rings, who recently returned from Euro- 
pean capitals where he conferred with 
Diamond Syndicate representatives. 


Mr. Pond said, “The European market 
absorbs much more of the better quali- 
ties than is generally realized due to in- 
flationary tendencies there. This tends 
to keep prices strong together with the 
shortage of rough in the better grades.” 
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International to Hold Price Line 
On Their Sterling Silver Flatware 


During the recent convention of the 
American National Retail Jewelers Associ- 
ation in New York, the International Silver 
Company placed advertisements in several 
New York newspapers informing the pub- 
lic that they will keep prices on their 
sterling silver flatware at pre-war levels. 


| LEAVES FOR SWITZERLAND 





Alfred Wyler (center), president of Wyler 
Watch Agency, Inc., New York, departed 
recently for Europe on the S. S. Mauretania. 
He will spend some time in Switzerland in 
an effort to step up production of Wyler 
Incaflex watches. Seeing him off are (right) 
Allen Tornek, general sales manager, and 
(left) Ernest Rosenthal, sales representative 
for New York. 





Reu is Back From European Trip 


Erwin Reu, of the Erwin Reu Co., manu- 
facturers of fine jewelry, 68 Orchard St. 
Newark, N. J., returned home July 29th 
from a one month business and pleasure 
trip in France and Germany. 





COMING EVENTS 


September 





5-9—-Detroit Gift Show, Hotels Statler 
and Book-Cadillac, Detroit, Mich. 

5-10—Allied Gift & Jewelry Show, Hotel 
Adolphus, Dallas, Texas. 

5-10—Dallas Gift Show,# Hotel Baker 
and Santa Fe Building, Dallas, Texas. 

7-10—Florida China, Glass & Gift Show, 
San Juan Hotel, Orlando, Fla. 

12-14—-New Mexico Retail Jewelers As- 
sociation, Annual Convention, Hotel Hil- 
ton, Albuquerque, N. M. 

13-17—Parker House Gift Show, Parke 
House, Boston, Mass. 

13-17—Boston Gift Show, Hotel Statler. 
Boston, Mass. 

18-21—-Baltimore Gift 
timore Hotel, Baltimore. Md. 


Lord Bal 


Show. 


19-22—Denver Gift & Jewelry Show. 
Hotel Albany. Denver, Colo. 
19-23—-Northwest Gift, Arts & House. 


wares Show, Radisson Hotel, Minneapolis. 
Minn. 
21-24---National Market Week, Minne- 
apolis Auditorium, Minneapolis, Minn. 
27-28— Iowa Retail Jewelers Association, 
Annual Convention, Mason City, Iowa. 
27-October 1—Philadelphia Gift Show. 
Hotel Benjamin Franklin, Philadelphia, Pa. 


November 
14—Watchmakers Association of New 
Jersey, Annual Convention, Essex House, 
Newark, N. J. 


WATCH MATERIALS— 


Parts for all makes of 
Swiss &G American watches 


Prompt mail service 
Write for Price List C 


DEAN WATCH COMPANY 


116 Nassau St. New York 7, N. Y. 
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gem Testing Laboratory 
To Open in Cincinnati 


One of the most constructive activities 
ever developed in the mid-west for the 
henefit of the jewelry business will be the 
opening on November J of a complete 
laboratory for the identification of gems 
and the comparison and grading of dia- 
monds. 

The laboratory is to be established in 
Rooms 208-10 in the downtown Keith 
Building by the Cincinnati Gemological 
Study Group, and it will be the only such 
laboratory in the country to be financed 
entirely by a local organization of student 
gemologists. 

According to Edward Herschede, Jr.. 
‘nstructor of the Study Group, the labo- 
ratory equipment will cost approximately 
$5,000, and will include all facilities for 
the positive identification of gem stones 
and diamond grading, as well as facilities 
for study and research. 

Facilities of the laboratory will be open 
to all jewelers in the mid-west, and, inas- 
much as this will be the first such labora- 
tory in this area, it is anticipated that 
jewelers in Ohio and a dozen neighboring 
states will be glad to take advantage of 
this facility for the positive identification 
of gems, . 

The Cincinnati Gemological Study 
Group, composed of 18 correspondence 
students of the Gemological Institute of 
America, was organized last February for 
a one-year course. The group meets two 
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RACINE- 
UNIVERSAL MOTOR 
FOR JEWELERS’ LATHES 


For long, trouble-free, wholly dependable lathe 
power service, specify this newest model RACINE- 
Universal Fractional Horsepower Reversible Mo- 
tor. Designed with a dynamically balanced ar- 
mature, it develops 1/12 H.P. Housing has a 
sturdy, attractive crackle finish, and the base 
pedestal is substantially wide. Equipped with 
Allen-Bradley Foot Rheostat that provides speeds 
from zero, gradually increasing to maximum. 
Turns up 13,000 R.P.M. without load — 6000 
R.P.M. with full load. 


Canadian Representative Chas. A. Branston, Ltd. 


RACINE UNIVERSAL MOTOR CO. 


1637 Goold St., Dept. J9, Racine, Wisconsin 
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nights each week for sessions lasting 
from 7:30 p.m. to midnight, with Mr. 
Herschede as instructor, assisted by other 
specialists in various phases of the over- 
all study program. 

Mr. Herschede and his father, Edward 
Herschede, Sr., are the only certified gem- 
ologists in this city, and the son, who has 
held his certificate for more than 10 
years, has concluded extensive courses in 


EDWARD 
HERSCHEDE 
JR. 


Instructor of 
Cincinnati Gem 
Study Group 





every phase of the scientific study of 
gems, including geology, mineralogy, chrys- 
toloraphy, physics, petrography and other 
phases of gemology. 


Members of the Study Group include 
William Davidson, retail jeweler of Leba- 
non, Ohio; Ray Dudenhofer, watchmaker 
of Cincinnati; Julius Jacobs, Jr., of D. 
Jacobs Sons Co., wholesalers, Cincinnati; 
William A. Effler, Jr., retailer, Cincinnati; 
Herbert Schwartz of the William Effler 
Co., retilers, Cincinnati; Frank E. Flynn 
of Ben’s Jewelers, retailers, Norwood, 
Ohio; Lester Wolpa of the Lester Jewelry 
Co., retailers, Cinscinnati; Doyle J. Gooch, 
retailer, Ludlow, Ky.; Ralph E. Goebel, 
wholesaler, Cincinnati; Max Litwin of 
Litwin and Sons, Inc., manufacturers, Cin- 
cinnati; Vcitor Youkilis of the Victor 
Corporation, wholesalers, Cincinnati; Miss 
Glenna Kampf of Kampf Jewelry Co.., 
retailers, Cincinnati; Al Cooper, retailer, 
Cincinnati; Larry Goodman of the Jewel 
Box, retailer, Lexington, Ky.; Robert Mce- 
Manee, diamond setter and retailer, Cin- 
cinnati; Irvin Levinson, retailer, Cincin- 
nati; William F. Stratman, retailer, Ba- 
tavia, Ohio, and Miss Margaret Miller of 
the Loring Andrews Co., retailers, Cin- 
cinnati. 

Mr. Herschede said there is now a wait- 
ing list for the next class which will start 
in January, 1949, but that registrations 
are still open to anyone in this area, in- 
cluding veterans who are eligible under 
the GI program. 


Employees Purchase Jewelry Store 


Two employees of the V. P. Hess 
jewelry store at Orange, Va.. Wade 


Stephen and Gifford Durrer, have pur- 
chased that business from their employer. 
Mr. Hess, who had operated the store 
for the past 17 years, stated he sold 
the establishment because of ill health. 
He also stated that he has purchased 
a building in Orange and established a 
gift shop which his wife and he_ will 
operate. 

q Fred B. Glusman, Western regional di- 
rector for the New Haven Clock and Watch 
Co., has moved his office to 160 S. Syea- 
more St.. Hollywood, Calif. 
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TWO OF OUR 
NEWEST CREATIONS 


The locket watch (Patent Pending), 
now in production, is illustrated both 
closed and open. We invite your inquiry 
for gold and platinum jewelry and cases 


in classic and modern design. 
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JEWEL-RE-CLEAN 


JEWEL-RE-CLEAN is a fast acting 
cleaner that does a thorough job 
with no effort. A small item that 
offers a great profit. Why not 
strengthen your sales force with 
this repeat sales product. Your 
customers will thank you for sug- 
gesting JEWEL-RE-CLEAN ... they 
will show their appreciation by 
sales in other departments. A 
fool-proof way of keeping your 
customers satisfied and making a 
profit at the same time. Read on 
for special offer. 


AT NO 
EXTRA 
CHARGE 


Counter Display ato 
with Each Dozen iy 
Jars AND 500 APES «Bee se. 
Circulars Printed 3s SS ee ee ee 
with Your Name = ‘ 


with Each Gross “se 
No. 182503 


Per Dozen 

Per Gross .... 

CLEANS IN TWO QUICK 
OPERATIONS 

IMMERSE AND WIPE DRY 


That's all there is to it. Dip and dry te a 
beautiful lasting glow. Use brush if espe- 
cially dirty. 


C. & E. MARSHALL CO. 
Box 7737, Chicago 80 























RONSON EMPLOYEES GREET THE PRINCESS 
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Employees of Ronson Products, Ltd., British subsidiary of the Ronson Lighter Co., recently 
enjoyed a holiday to witness the silver wedding procession of the Royal family as it 
paraded through the streets of London. The six-story Ronson House, gaily bedecked with 
flags and bunting in honor of the King and Queen, offered a vantage point to hundreds 


of spectators. 


Some of them are shown in the above photo cheering the popular Princess 


Elizabeth and the Duke of Edinburgh as their carriage passed by. 





London Letter 


The demand for loose diamonds, espe- 
cially in the smaller sizes, cannot be 
met owing to the complete stoppage of 
supplies from Belgium, and this state of 
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SAUNDERS WAX ELIMINATOR OVENS 


Gas-fired 


Rugged, simple construction, 


shelves. 
3 convenient sizes: 


SAUNDERS Iw, heat chamber 


93,” wide x 7%,” high x 9%” deep 


SAUNDERS 2w, heat chamber 
93%,” wide x 74%,” high x 19” deep 


SAUNDERS 3w, heat chamber 
18” wide x 12” high x 18” deep 
18” wide x 12” high x 18” deep 


INSUL-THEM refractory 
lining strong transite case. Long wearing siliminate 


Use Saunders equipment 
and supplies for up-to-date, 
efficient jewelry production. 


Designed for modern Brown 
or Wheelco automatic pro- 


gram__ controls. Indicating 
pyrometer standard equip- 
ment. 

* 


Complete catalogue coming 
soon with chapter on cast- 
ing techniques. Reserve your 
copy TODAY. 


ALEXANDER SAUNDERS and CO. 


successor to J. Goebel & Co., est. 1865 
Precision Casting Equipment and Supplies 


95 BEDFORD STREET 
WaAtkins 4-8880 
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affairs will continue until the Board of 
Trade issues new import licenses. This 
cessation in supplies has operated the 
past three months and export demands 
for abroad are completely held up. 


The handicap on business, says a mem- 
ber of Backes & Strauss, the Holborn 
Viaduct diamond merchants, is really de- 
plorable. The very considerable orders 
from abroad for all sizes and qualities 
in small brilliants, melees and eight-cuts 
which have been accumulating for the 
past few months is causing grave worry 
to exporting houses. It is hoped that this 
whole question of import licenses from 
Belgium will be clarified soon. 


The new national health scheme which 
imposes an additional burden on industry 
is now in operation. Diamond merchants, 
cutters, jobbers—right through to the 
small retail jeweler are, like everyone 
else affected by this “cradle-to-grave” 
insurance. For every adult male employe 
the employer must contribute 83 cents a 
week, and the employe contributes $1. 
The State thus gets nearly $2 a week 
for every adult male worker in the king- 
dom, plus a_ proportionately smaller 
amount for adult females and “juniors”. 
Persons working on their own account 
have to contribute around $1.22 weekly. © 
Small firms employing 20 or 30 workers 
will find this additional expense a sub- 
stantial handicap. Large concerns with 
30 to 40,000 employes will have to find 
an additional two million dollars a year. 


The national daily press is now filled 
with advertisements of jewelry firms offer- 
ing high prices for all kinds of gold, 
silver and jeweled articles. Up to $200 
and $300 is offered for solid silver serv- 
ices and $100 for gold watch cases more 
than 20 years old. Diamond rings and 
bracelets are particularly requested, the 
procedure being to forward by registered 
mail and receive an assayer’s offer by 
return post, 
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Friendly Reunion 


The recent formal opening of Rost’s 
Jewelry Store in Indianapolis was the 
scene of a happy reunion for four vet- 
erans of the trade. 

The outstanding member of this quartet 
is Henry Kernel who has been with the 


Rost organization for about 60 years. In _ 





Pictured at the formal opening of Rost 
Jewelry Company's new store in Indian- 
apolis are left to right: Roy Philp, Hamilton 
Watch Co.; Mike Opperman, Eistenstadt 
Manufacturing Co.; Henry Kernel (Colonel 
Rost), Rost Jewelry Co., and Jimmy Hetzel, 
vice-president of Eisenstadt Manufactur- 
ing Co. 


fact, he’s been dubbed “Colonel Rost” be- 
cause so many people are under the im- 
pression that the “Colonel” owns the busi- 
ness. 

Jimmy Hetzel, vice-president of Eisen- 








stadt Manufacturing Co., started selling the 
Rost Jewelry Store in 1913 when he was a 
salesman for Eistenstadt. That same year, 
Roy Philp began his career with the Ham- 
ilton Watch Co. serving the Midwest. 

Mike Opperman served as Eisenstadt’s 
oficial goodwill ambassador at the opening 
of the new Rost store. 


Pennsylvania Retail Jewelers 
Attend Third Annual Outing 


More than 75 members and their guests 
attended the third annual outing of the 
Retail Jewelers Association of Philadel- 
phia held on June 29th, and all agreed 
that it was the most enjoyable affair held 
thus far. 

Forty-three members and guests con- 
tested over the up and down sporty 18- 
hole golf course and vied for the prizes 
donated by cooperating manufacturers 
and wholesalers. Winners in the _ golf 
tournament were as follows: Philip Kind, 
Jr. and Jack K. Green tied for low net 
for members and Ben Gersh won low net 
for guests. Ed Malmed won first low 
gross among members with Larry Per- 
gosin winning first low gross for guests. 

The party was climaxed with the cus- 
tomary dinner after which many of those 
in attendance enjoyed themselves play- 
ing cards, shuffleboard and other sundry, 
and for some, costly forms of entertain- 
ment. 
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MODEL AIRPLANE CHAMPION HONORED 


OR 


ORR IONS SPIN ILL N IID 


Crosley J. Fitton, Jr., of West Hartford, Conn., national champion in control line model 
aviation, is shown receiving a watch for his achievements in May when he set a new record 
of 101:08 miles per hour in a junior speed pilot contest at Linden, N. J. The watch was 
donated by the Benrus Watch Company through William M. Savitt, president-treasurer 
of Savitt, Inc., jewelers of Hartford, Conn., and was presented by Governor Shannon of 
Connecticut at the State Capitol. Pictured left to right are: Fitton; Frank J. Dubiel, 
vice-commander of the Lt. C. C. Robinson Post of the Veterans of Foreign Wars; William 
M. Savitt; Alexander H. Levin, chairman of Model Aviation, Department of Connecticut, 
VFW, and Governor Shannon. 
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Mr. MANUFACTURER 


We will prove it! 


We Can Eliminate Your 
Plating Problems and 
Cut Your Costs! 


POLISHING and 
PLATING 


ALL METALS 
ALL FINISHES 
* RHODIUM - 

- 14KT and 24KT > 
HAMILTON YELLOW 
- PINK - 

* BRIGHT NICKEL - 


Specializing Bi 
COSTUME JEWELRY 


NOVELTIES and 
INDUSTRIAL WORK 


‘Qu antily with Or. - lity 
[ating 


OUR SPECIALTY 
GOLD PLATING on 
ALUMINUM 


and 


SLUSH METAL 


DAILY DELIVERY 
ANY PART OF THE JU. S. A. 


IN BUSINESS OVER 
27 YEARS 
INQUIRIES INVITED 


JOSEPH RUBIN 
ELECTROPLATING CORP. 


106 FULTON ST., N. Y. 7, N. Y. 
RM. 507-18 BArclay 7-3310 


P.S. RETAIL JEWELERS: 


ATE Shirats jobs accepted. 
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Help sales soar... 
with 
REUTTER ntetetehantaded 
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Constructed of strong metal throughout and 
artistically covered with black velvet. 10” 
front, 83/4,” high, 31/2” deep. 

This Vanity DISPLAYER is only one 
of the many accessories you will 
find in our diversified catalogue. 
— All are function de- 
signed solidly 
constructed ... 

They do the 
job! 
REUTTER DISPLAYS, Dept. A-3 


147-A Summer St., Boston 10, Mass. 
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_ iY AUTHENTIC ANTIQUE 
REPRODUCTIONS 


72 K STREET 
BOSTON, MASS 

















| Sold only “direct to Retailers 
WELLS MFG. CO., ATTLEBORO, MASS. 











NICKEL SILVER 


PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SFIWOULR. CONS. 











q August was vacation month for many 
Greater Boston jewelers, but a few out- 
of-towners stopped in the Hub as part 
of their combined vacation and business 
trips, including Mrs. Roy of Cartier, Inc., 
New Bedford; Blaine L. Libbey of Mil- 
ford, Mass.; Henry G. Benoit of Whit- 
insville, Mass.; James MacLeod of Ha- 
verhill, Mass., and Jack Sawyer of La- 
conia, N. H. 

q “Herbie” Stranger, Jr., vacationing at 
his dad’s new summer place in Truro, 


Cape Cod, turned to during his sojourn” 


and volunteered as ambulance driver for 
the Provincetown-WeWllfleet-Truro com- 
munity vehicle, making several long trips 
with accident and illness cases. Jeweler 
to the rescue! 

q Another proof that jewelers prove 
handy fellows to have around in rescue 
work is that of Philip Brault of Mont- 
pelier, Vt., who, while vacationing at his 
camp on Colchester Point, Lake Cham- 
plain, figured in two rescues of crews of 
overturned boats. 

q@ Clarence H. Dana of St. Johnsbury, Vt., 
who closed his jewelry store a_ while 
back, reopened on August 15. 

q “His Excellency,” Governor R. W. 
Nathan of the 3rd Floor Precinct, Wash- 
ington Building, has begun mid-summer 
campaigning for his old job as Mayor 
of that area, seeking to replace the 
present incumbent, Herbert W. Stranger. 
Among his campaign promises, “Gover- 
nor’ Nathan says that, if elected Mayor 
on New Year’s Eve, he'll boost Herb as 
“Lieutenant Governor’—which still will 
leave the gubernatorial office vacant. 
Any candidates? 

q William N. Milligan of Beacon St., 
Brookline, near Coolidge Corner, has 
opened a new jewelry store on Harvard 
St., Brookline, and will operate both 
places. 

@ Robert G. McLaren of the Herbert 
W. Stranger Co., Washington Bldg., and 
Miss Dorothy M. Butler, formerly of the 
Washington Building, were married on 
August 28 at Haverhill, Mass., with 
“Herb” Stranger as best man. Following 
a honeymoon at Virginia Beach and in 
the Blue Ridge Mountains, the McLarens 
will reside in Cambridge. 

q@ Miss Ida Alfano of the Herbert W. 
Stranger Co., was married August 7 to 
Cliordff Young, and following a_ honey- 
moon in Missouri, Mrs. Young returned 
to the Stranger Co. 

q Bernie Kupferman, jewelry stylist form- 
erly with Goldland Jewelry Co., recently 
announced the opening of his show room 
at 333 Washington St., Boston. 

q The annual Fall Gift Show at the 
Parker House, Boston, as usual, covered 
the first seven floors of the hotel, and 
overflowed across the connecting bridge 
into the Parker House Office Building, 
opening on September 11 and continu- 





NEW ENGLAND 


ing through the 18th. Among the Ney 

England exhibitors this year were: | 

Alberts Sons, Inc.; Irving D. Adler; The 

A. Berk Jewelry Co.; Colton- Lewis Co.: 

Al Ettinger, the S.E.M. Co.; Mahar & 
Engstrom Co.; The Katherine A. Mur. 
phy Co.; Arthur B. Wright; The Mant. 
ner Co.; Joseph Gann Co.; Norling & 
Bloom Co.; Smith & Zaff; Nathaniel |. 
Goodman Co.; Ed MacCourt, Louis Map. 
heimer & Bros., Inc; Herbert W. Stran. 
ger Co., Inc.; Mauran Watch Co.: B. 
Yaffe Sons: D. C. Percival Co.; Waltham 
Watch Co., and International Silver (Co. 
@ Freeman Brothers, jewelers of Bur. 
lington, Vt., have dissolved that partner. 
ship. Louis Freeman has retained the 
stoie at 74 Church St., and his brother. 
George, has opened a new store on Wi- 
nooski Ave. 

q The Poirier Jewelry Co., has opened 
a new store in Winooski, Vt. 

q Hugh Atwood of Essex Junction, Vt., 
has opened a second jewelry store in 
Burlington, Vt., and will operate both 
places. 

q Mr. and Mrs. Bernie Smith of Smith 
& Zaff, Jewelers Building, spent a week 
with Mr. and Mrs. Philip Brault of 
Montpelier, Vt., at the latter’s summer 
camp at Colchester Point, Lake Cham. 
plain. 

q “Cy” Searles of Searles & Co., New- 
port, Vt., is reported as getting ready to 
remodel his store, and visiting Boston. 
Brockton, and Lawrence, among other 
places, gathering ideas from the Gur- 
ney Brothers in Brockton and the F. 
Schneider Co. in Lawrence. 

q Among several New England jewelers 
making a pilgrimage to Rome this year 
were Mr. and Mrs. Andrea J. LaRoch- 
elle. of Rochester N. H.; Mr. Donlan 
of the G. H. Neylan Co., Ayer, Mass.. 
and Mr. and Mrs. Patrick J. Gill and 
daughter, Mary, of the Washington 
Building. All sailed on the Queen Mary 
on August 13. 

q The Mahars and Engstroms of Mahar 
& Engstrom, Jewelers Building, are back 
from vacations in Marshfield and Scitu- 
ate, Mass., respectively. 

4 Catherine and Anna Egan of the EFd- 
mund W. Kirby Co., are spending their 
summer at Marshfield, Mass. 

q Paul Lifset of the Nathaniel I. Good- 
man Co., 1006-7 Jewelers Building, has 
just been named an Associate Member of 
the American Gem Society, having fin- 
ished his first course and now going on 
with the next course. 

q The Sidney Fisher & Brother firm at 
906 Jewelers Building has just under- 
gone a complete redecorating job, with 
two beautiful shades of turquoise—Per- 
sian and  domestic—making _ things 
sparkle. 

@q Mrs. Rose Marshall, head bookkeeper 
of Travis, Farber Co., 909 Jewelers 





THE JEWELERS’ CIRCULAR-KEYSTONE 











Roe se 
<3 


-~“, 


Fo 










Building, continues to add laurels to her 
name, this time receiving a medal for 
winning the 100-yard back-stroke swim- 
ming contest of the Amateur Athletic 
Union at Bar Harbor, Me., while vaca- 
tioning at that resort. 

q Among Jewelers Building vacationers 
were: John K. S. Mills of No. 901, who 
was off to Center Harbor, Lake Winne- 
pesaukee, N. H.; Charles Ross of the 
Travis-Farber Co., No. 909, at Quechee, 
Vt.; Harry Haselton, No. 702, at Range- 
ley Lake, Maine; and Louis A, Jacobs, 
No. 607, in the White Mountains, N. H. 


4 Michael Leon of the silverware de- 
partment of I. Alberts’ Sons, Inc., left 
that firm on August 9 to enter the U. S, 


Army. 

q Universal Watch Co., 703 Jewelers 
Building has just taken on a new watch- 
maker, who arrived in this country only 
a few weeks ago from Italy—-Meyer Zei- 
vermeister, 

q Scores of New England jewelers took 
time off to attend the national conven- 
tion of the American National Retail 
Jewelers Association at the Waldorf-As- 
toria in New York City during the week 
of August 9 to 12. 

q Race Week at Marblehead, Mass., the 
first week of August, saw several Greater 
Boston jewelers competing, among them 
being Roy Brooks of Mauran Watch Co., 
Jewelers Building. After spending some 
time cruising up and down the coast 
aboard his boat, the Marilyn, he re- 
turned to permit his able helpers, Miss 
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RESTRINGING 
For The Trade a 


IO¢ 


PER STRAND 


Plus 15¢ For The In- 
sured Parcel Post 
Package 


EVERY JOB IS CLEANED 


A Fine-Quality Job 
At A Low Cost 


Mail Orders 
Carefully Handled 


WE COMPLETE YOUR WORK 
THE SAME DAY IT IS 
RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne Street 
NEW ORLEANS 12, LA. 


4 


e, @.¢ 


hs 





* 
ae 3 
oe 





; %e 
oe Se. 


f 


2, @, 


Soy 
as v a 

; ~ 
y pom 
—a a 
2 see 





4 







os 







3 a 





# 






. 
E 


on“ Ps 

* 
rf 4 
% 

~ 


Pia Ja Je JaJsaJaya oC 






» 


# 







ee 


os 
















ova 





FOR SEPTEMBER, 1948 










| Mabel Sterling and Harry Webber to 


enjoy a bit of time off, too. 

q David C. Percival, Jr., of the D. C. 
Percival Co., was another who joined in 
the Race Week fun at Marblehead. With 
his cousin, Lawrence F. Percival, the two 
entered the 210 class in their boat “Et 
Tu,” getting “a lot of sailing, but not 
too much racing,” as Dave put it. 

q An attractive brochure gotten out by 
the D. C. Percival Co., told of the com- 
ing of its caravan, which will visit gift 
shows in Boston, Albany, Utica, Syracuse; 
Rochester, Buffalo, Jamestown, Elmira, 
and Newburgh, during September and 


October. “In 1864,” the circular relates, | 


“David C. Percival called on his custom- 
ers in a horse-drawn carriage with his 
sample trunk behind the seat. Now, in 
1948, Percivals bring you their complete 
Boston Gift Show”’—not just another 
salesman’s line set up in a hotel room. 
but with seven salesmen 
their merchandise. The big motor cara- 





displaying all | 


van will carry a full assortment of dia- | 


monds, watches, silverware, clocks, and 
jewelry direct to the various gift shows. 
q Sidney LeWitt of the firm of M. C. 
LeWitt, jewelers located at 299 Main St., 
New Britain, Conn., married Mrs. Rosa- 


mon Cohen of Charlestown, W. Va.. on | 


July 11th in New York. 

qc. W. Cobb of Robinstown, New 
Brunswick, Canada, has purchased the 
Natick, Mass., store of the late H. S. 
Robbins and will operate it there. 

q Walter E. Kelley, jewelry engraver 
formerly with the Shreve, Crump & Low 
Co., Boston, has taken over space in 
Room 807, Washington Building, form- 
erly occupied by Henry P. Farrington, 
and is now sharing it with A. C. Jewett. 
q F. E. Dowcett, formerly with Joseph 
Kirby, Boston, has opened a new jewelry 





store at 1290 Washington St.. West New- | 


ton, Mass. 


q Fred Harney, a G.I. trainee who has | 


just finished his course, has opened a 
watch and jewelry repair store, also sell- 
ing diamonds and watches, at 326 Wash- 


| ington St., Dorchester, Mass. 








| Jewelers 


| 


q Another G.I. trainee has just opened a 
new store to be known as Nash Jewelry 
at 2095 Center St., West Roxbury, Mass. 
q Jones & Hopkins, formerly of 226 Boyls- 
ton St., Boston, have opened a new store 
at 20 Park Square. 

@ George L. Aronson, formerly associ- 
ated with the B. Aronson & Son firm, 
Washington Building, has opened a 
place for himself in Room 306, Berkeley 
Building, 420 Boyleston St., Boston. 

q New and improved air ducts have been 
installed in the Thomas Long Co. store, 
and air-conditioning is being enjoyed by 
customers and clerks alike. 

q@ One of the newest and biggest air- 
conditioning units in Boston has just 
been installed in the six-story Smith- 
Patterson jewelry store on Washington 
and Avon Sts. 


' @ Zalkind Anshen, formerly proprietor of 


the Boston Jewelry Mfg. Company where 
he was in business for more than half a 
century, died on July 28. Funeral services 
were held on July 30. 

q Mrs. Louis C. Wyman of Brookline, 
widow of the late Benjamin Wyman, 
Building, who operated the 
business after her husband’s death, died 


| on August 2. 
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UNIQUE MASONIC JEWELRY SALES BUILDER 
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Hand-colered, easeled, 


MASONIC CHART 


This handsome laminated plaque— 
showing the various orders of the 


SRE AR apres scrim 





Masonic fraternity—makes an interest- 





ing, sales-boosting display for your 
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counter. Available, without charge, to 





rated Jewelers 








YOURS FOR PLUS SALES 














Complete line of 





quality fraternal 





emblem rings, 





featuring the 





newest designs 





DISTRIBUTED THROUGH 
SELECTED WHOLESALERS ONLY 






44 Years of Dependable Service to the Trade 
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... AND A GOOD TIME WAS HAD BY ALL 





Members of the sales force of the D. C. Percival Co., Jewelers Building, Boston, Mass., re. 
cently held a business meeting and outing at Phillips Beach, Swampscott, Mass., home of 
Lawrence F. Percival, treasurer of the firm. As part of the outing, the group was taken for 4 
sail aboard the 50-foot schooner Abernaki. Standing, left to right: Donald Parker, Richard 
Arnold, John Regan, Lawrence Percival, Jr., Arthur Hardy, Harry Sederquist, Walter Bain, 
Chester Wiggins, Lorenz Ernst, Warren Donnelly, Frank Jackson, Thomas Powers, David C. 
Percival, Sr., Pryor Percival, Norman Hayes, and Elmer Vassar. Kneeling: Lawrence Percival, 
3rd and Nicholas Percival, Joseph Buckely, Robert Parker, William Rushton, James Corr, 
Everett Hardy, David C. Percival, Jr., and William Keating. The picture was taken by Roy 
Fisher, also a member of the sales group. 





Maine Retail Jewelers 
Re-Activate Ass'n 


Retail Jewelers of the State of Maine 
reactivated their Association at a general 
meeting in Waterville Wednesday, July 28. 
The Association had been on an inactive 
status since before the war. 

The meeting was called and chairmanned 
by Everett A. Coffin, retiring president of 
Portland, with over 40 at the noon dinner 
with which the session opened. 

The slate of officers as presented by Roy 
Trueworthy of Bridgeton, Chairman of the 
Nominating Committee, were unanimously 
elected. They are: President, Lloyd Dan- 
iels, Rockland; Secretary-Treasurer, Glenna 
Pratt, Bangor; Vice Presidents, George 
Bryant, Bangor; L. A. Madison, Patten; 
Lionel Tardif, Waterville, and E. J. Beau- 
lieu, Portland. These officers become the 
Executive Committee of the Association. 
The President and Secretary were sent as 
delegates of the State Association to the 
annual meeting of the American National 
Retail Jewelers Association at New York 
in August. 

Honor guest at the dinner was D. Fortin, 
past president of the Maine Retail Jewelers 
Association and now a retired jeweler liv- 
ing in Waterville. 

G. Irving Baily, Assistant to the Presi- 
dent of ANRJA cooperated in the re- 
organization activities and following the 
election of officers discussed the problems 
of excise taxes and trade diversion through 
Post Exchanges and Ships Stores. 

Maine’s reorganization means that prac- 
tically every State in the Union now has 
an active association of retail jewelers affili- 


ated with ANRJA. 


q In the New England section of the 
August issue an item concerning the Cin- 
derella Shop, Hyannis, Mass., was incor- 
rect. The actual facts are as follows: The 
Cinderella Jewelry Shop continues to be 
operated at 346 Main St., Hyannis. The 
summer gift shop of that firm is located 























at 571 Main St. Both shops are operated 
by Mrs. Fred J. Mills as they always have 
been. Bernice H. Beach manages the sum. 
mer shop as she has for several years, 











ZIRCON RINGS 


Ladies engage- 
ment ring—1l0K. 
gold 1 carat zir- 
con. 


Seven __ different 
styles. 





Ladies engagement & wedding ring set. 
10K. gold 1 carat zircon center, plus 
two side stones. $5.50. 

3 stone zircon wedding band $3.75. 
These rings are sturdy. Quality has not 
been sacrificed for price. 


Samples shipped to rated concerns on 
request. Others must send check with 
order. 

Satisfaction or your money back. Please 
specify yellow or white gold. 


Prices for 14Kt. sent upon request. 


Ss. SMIGROD 


620 W. 149 St. New York 31, N. Y. 
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Watch Imports in First Half of 1948 





Up Half Million Over 1947 Figure 


More than half a million watches were 
imported into the United States during 
the first half of 1948 than had been 
brought in during the comparable period 
of 1947, according to statistics recently 
released by the United States Tariff Com- 
mission. The value of these watches, ac- 
cording to the Commission’s figures, was 
nearly $2 greater than the value of 1947’s 
first-half imports. 

Of the 4,018,755 watches imported, with 
a declared value of $21,768,652, the Com- 
mission stated that all were of Swiss origin 
except $58,000 worth from France, $11,400 
worth from Italy, and negligible amounts 
from other countries, principally the 
United Kingdom. 

As can be seen from an examination of 
the table which appears below, the most 
spectacular increase in watch imports 
came in the “one or no jewel” category. 
While only 120,000-odd watches or move- 
ments of this type were brought into the 
country in 1947’s first half, more than 
three times this quantity came in during 
the first six months of 1948. 

Imports of cases, etc., although some- 
what higher for the first half of 1948 as 
compared with the same period of 1947, 
were not tremendously increased. As can 
also be seen from the table, below, the 
most noticeable increase was in cases which 
had been set with, or prepared for setting 
with stones. While only 74 of these cases 
were brought into the United States in 
1947’s first six months, more than seven 
times as many—585—were brought in dur- 
ing the first half of 1948. 

It is only fair to assume that watch im- 
ports into the United States during the 
first six months of the year are somewhat 
higher than in the second six months sim- 
ply on the basis that the watches and 





movements are being imported in prepara- 
tion for the Christmas season. Thus, it 
would not be wise to multiply the figures 
for the first half by two and project that 
figure as an estimate of watch imports for 
1948, 

Even if this were done, however, the 
total would only come to approximately 
8 million units—somewhat more than 1947 
but not, by any means, the top figure for 
watch imports in the nation’s history. 

The all-time high in watch imports was 
reached in 1946 when a total of 9,700,000 
watches and movements were brought into 
this country, primarily from Switzerland. 
In 1947 the total dropped to approximately 
7,797,000 units—less than in 1943 when, 
despite the shipping disadvantages of 
World War II, over 8,000,000 units were 
imported. 

Although the U. S. Department of Com- 
merce has been collecting and publishing 
watch import data for many years, it was 
only about a year ago that the U. S. Tariff 
Commission began taking this data, analyz- 
ing it, and publishing the results in a 
simplified form, divorced of other import 
data. 

Imports of watches and movements for 
the past ten years, as tabulated by the 
U. S. Department of Commerce and the 
Tariff Commission, were as follows: 


ee 
1938 «2 386,226 
1939 «2 919,147 
1940 C8 536,982 
1941 «4 265,626 
1942 _. _. 5,360,587 
1943 Cé8,009,887 
1944 «6,800,785 
1945 «931,846 
1946 «9. 700,000 
1947 __. C7579 


546 So. Meridian St.* Indianapolis 4, Ind. 


Rings With 
COUNTERSUNK 
EMBLEMS 


in Onyx—Ruby and Blue Spinel 





A Memorandum Selection 
of these outstanding 
“GRAN” Emblem Rings 


cheerfully sent on request. 
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AND COMPANY INCORPORATED 


Creators and Manufacturers 
of Fine Jewelry 














UNITED STATES WATCH IMPORTS 


(First half of 1948 Compared with first half of 1947) 
WATCHES AND WATCH MOVEMENTS 








1947 1948 
No. 
Jewels Quantity Value Quantity Value 
o—! 120,421 $135,962 378,711 $471,208 
2— 7 689 344 2,536,235 709,929 2,626,047 
8 — 15 280,948 1,454,278 279,248 1,460,382 
16 or 17 2,439,043 15,581,920 2,649,220 17,137,484 
Over 17 1,421 97,373 1,647 73,531 
TOTAL 3,531,177 19,805,768 4,018,755 21,768,652 
WATCH CASES 
Gold or 
platinum 
includ. 
enameled 22,049 490,920 31,543 653,067 
Silver or 
Plated, 
includ. 
enameled 54,085 220,366 63,149 227,305 
Set with 
stones or 
prep. for 74 355 585 3,034 
Base metal 
inc. enam- 
eled. 574,699 | 038,334 865,936 1,055,926 
TOTAL: 650,907 1,749,975 961,213 1,921,332 
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ENGRAVING 


on Precious and Semi-Precious 


STONES 


¢ FINE PORTRAITS - CAMEOS 

¢ INTAGLIOS - SEAL ENGRAVING 

¢ WARRIOR HEADS - REPAIR WORK 

¢ GROOVING - FITTING - COUNTERSINK 
® Original Designs Made to Order 


EWALD LEYENDECKER 


595 Fifth Ave., New York 17, N. Y. 

















PINS $ PINS 


$ PINS $ PINS $ 


Club and Emblem Jewelry 
with that new “Hollywood Look”— for that new 
“profit look.” Your club pin customers today are 


your diamond customers tomorrow! Don't overlook 
this important market. Send for illustrated folders, 
price lists, discount information, etc. 


Write today te Department J-C 


1031 West 7th Str 
Los Ange ies 14 ‘ 


J. A. MEYERS & CO. INC. 
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BELMAR CREATIONS 
Watches & Jewelry 
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¢ Louts SIcKLEs 


914 Walnut Street 
Philadelphia, Pa. 











WRITE FOR 


Our New 


COMPLETE CATALOG 
Materials, Tools, Watch 
Cases and Dials, Watch 

Attachments, Jewelry 








TILLMORE WATCHES 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 





Wholesole Jewelers 


134 So. 8th St. Phila. 7, Pa. 











Prompt Mail Service 


GOLDBERG & POSSOFF 


124 S. 8th St., Phila. 7, Pa. Dept. K 


DISTRIBUTORS 


Genuine SWISS & AMERICAN 
Watchmaker’s Tools & Materials 
Jeweler’s Findings & Supplies 
Everything to fill the 
Jeweler’s & Watchmaker’s needs. 


Crystal Cutting to fit your Bezel 


Complete Line Dennison Goods, 
Boxes & Tags 

















Philadelphia College of Horology 


SCHOGL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
PHILADELPHIA, PA, 




















, 
BYARD F. BROGAN 


Manzufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street Philadelphia 














BOWMAN 


Technical School 
‘‘Help Yourself to a Better 
Future’’ 


d Courses for Success fer 
Watchmakers 


Engravers, Jewelers 
Write for free booklet, 
JOHN J. BOWMAN, Director 
Bowman Bidg., Laneaster, Pa. 
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q Isadore Chaiken’s store at 1540 E. 
Passyunk Ave., is in the midst of clean- 
ing up, fixing up, and painting up” in 
preparation for the Business Men’s Asso- 
ciation, at this writing. The 15 day affair 
which occurs the last half of August is 


| a joint community promotion complete 


with special sales, special advertising in 
the neighborhood newspaper and _ street 
decorations. 

qS. Kind & Sons, who have been sup- 
plementing their artistic window displays 
with additional displays in the windows 
of the empty store adjacent, are now 
using the large center window of this 
store to show silverware and announce 
the “silver dollar plan.” The promotion 
of this plan, which sells six piece place 
settings at one dollar weekly, has defi- 
nitely increased silverware sales, said one 
spokesman for the store. 

q Jack Arnold of 2827 Germantown Ave. 
has cancelled his plans for a late vaca- 
tion in favor of devoting that time to his 
business. 

q Sonny Bachofer of 37 S. 13th St. 
answered the telephone with a beaming 
smile in his voice and gayly announced 
his return from an extended vacation. 

q William Mawer is in the midst of 
plans to remodel his store at 2008 E. 
Chelten Ave. 

q The complete remodelling of the Dom- 
enic Vergato store at 7018 Torresdale 
Ave. was completed August Ist. 

q Philip Abruzzo of Select Jewelers at 
3938 Lancaster Ave. married the former 
Mary Unger of this city June 26 and 
has now returned from his honeymoon 
in the Poconos and taken his place in 
the store again. ' 

q John Tuohy of 5411 Christian St. has 
discontinued the direct advertising which 
brought him much of his business in the 
past and plans to use some other means 
of promoting business in the future. 

q Louis E. LeWinn of 1810 Market St. 
has recovered from a long illness which 
had almost caused him to retire last 
winter. He has now decided to remain in 
business and is occupied with a_ very 
busy watch repair department. 

q William F. Ertel of 731 Sansom St., 
a watchmaker for the trade, has returned 
from a combined business and vacation 
trip to Chicago, Milwaukee, Wisconsin, 
and other parts of the middle west, which 
engaged most of his summer. He is now 
back hard at work. 

q The Wayne Jewelers of 4917 Wayne 
Ave. which opened only last November 
are boosting the repair business, as are 
many other local jewelers, as a means 
of attracting customers and as a _ profit- 
able department in itself. Wayne Jewel- 
ers plans to continue’ promoting this 
department above others through adver- 
tising in the local papers this fall. 

q Philip Retter who opened his business 
at 6031 Ogontz Ave. last December after 
completely redecorating that building, is 
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now in the midst of creating new ideas 
for developing business in the coming 
season, His plans are not yet available 
for publication but may be forthcoming 
by the next issue. 

q@ Miss Vera Frank, who was associated 
with Paul Dreher for 24 years before 
opening her own offices at 414 Washing. 
ton Square Building, and Mrs. Charles 
H. Dean who closed her own shop on 
Kighth St. last March in favor of sharing 
offices with Miss Frank, wish to express 
their thanks to local jewelers for their 
support of the new venture. 

q William M. Hansberry and Herman J, 
Jansen, partners who own the Wayne 
Jewelers store at 4917 Wayne Ave., al. 
though emphasizing repairing in their 
promotions, for the most part, have ar. 
ranged a single joint promotion with a 
local photographer, and another as an 
experiment to build the silver flatwear 
business. The one idea ties in the repair 
business by giving customers _ tickets 
which entitle them to a free photograph 
each. The other gives a free place setting 
of sterling silver in any of the standard 
suild designs to anyone buying an en. 
gagement and wedding ring from _ the 
Wayne store. The Wayne Jewelers expect 
both ring and silver business to pick up 
with the establishment of this custom. 
q George Zaret of 1509 W. Columbia 
Ave. took no vacation this summer be. 
cause he was in the midst of redecorat- 
ing his store. Now that this is completed 
he is arranging a trip to Bermuda in the 
late Fall season. 

q Sidney Gansky and Mrs. Gansky, own- 
ers of Select Jewelers at 3938 Lancaster 
Ave. will have returned from their vaca- 
tion trip to New York with their 14 
months old daughter, Sue, by the time 
you read this. 

q Albert Noller of 6609 Rising Sun Ave. 
has made a study of his advertisiig needs 
this summer and found that newspaper 
coverage for his particular locality is in- 
adeuate except for the larger city papers 
in which advertising is so costly it weuld 
be out of proportion to the results ob- 
tained, he explained. He has concluded 
that direct mail advertising alone will 
answer his problem of reaching the 
people immediately surrounding his store 
inexpensively, and is now’ working on 
plans for the first part of a winter ad- 
vertising program using this media. The 
first circulars will annornce “Close-out 
Sales” of summer merc. audise. 

q Winnie Suskin, young Philadelphia 
artist and members of the firm of Modern 
Shops, 1649 East Passyunk Ave., sub- 
mitted three original poster designs in 
the forthcoming “Food For Israel” cam- 
paign. As her designs had a definite ap- 
peal for the younger generation, they 
will be used in a Children’s Day school 
campaign, to interest the youth of Phila- 
delphia in the plight of the children of 
Israel. 
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Organize Local Chapters 
Of Canadian Jewelers’ Institute 

The inaugural meeting of Chapter No. 1, 
Canadian Jewelers’ Institute, was held re- 
cently in London, Ontario, under the 
chairmanship of O. Sumner. 

Mr. Sumner called upon George A. 
Young, past president of the Canadian 
Jewelers’ Association, and a member of 
the board of Governors of the Institute, to 
outline to the assembled watchmakers just 
what the formation of the chapter would 
mean to local members of the Institute. 

In his welcoming address Mr. Young 
pointed out that regular meetings of crafts- 
men through the organization of institute 
chapters was very important to the trade. 
Technical problems could be discussed to 
the benefit of all, especially to the younger 
men present. 

London watchmakers had asked for the 
privilege of being named Chapter No. 1 
shortly after the Institute was organized 
and, although chapters have been formed 
in other cities, this meeting was called to 
elect officers for the London group. 
Barrasso Goes Into Retirement 

Otto Barrasso, treasurer of the firm of 
Barrasso & Blasi, Inc., of Newark, N. J., 
retired from that firm on June 30th. Mr. 
Barrasso was associated with the firm 
since its origin in 1914, 

The business is now carried on by Frank 
A. Blasi, president, and his two sons, 
Harry O. Blasi, treasurer, and Walter C. 
Blasi, secretary. 

Waltham Appoints Consultants 

Among several consultants whom the 
Waltham Watch Company has and is re- 
taining for assistance in various manage- 
ment and operating problems, it is cur- 
rently availing itself of the services of 
Prof. Herbert Stewart of Harvard Univer- 
sity and Jean R. Graef of New York. 


NYU Retailing School 
To Conduct Display Study 


A pilot study of window and interior 





display traffic in retail stores throughout 
the United States has been undertaken by 
New York University’s School of Retailing 
according to a recent announcement by 


Dean Charles M. Edwards. 


The primary objective of the study is to 
measure consumer traffic and to evaluate 
reactions to window and interior displays, 
according to Dean Edwards. 


The study, which will use unique re- 
search techniques, is being directed by 
Howard M. Cowee, assistant professor of 
retailing, under a research fund granted 
to the School of Retailing by the National 
Association of Display Industries. 

Assisting in the study will be a five-man 
research committee appointed by the Na- 
tional Association of Display Industries 
through which Professor Cowee will co- 
ordinate his efforts. Members of the com- 
mittee are: Albert Bliss, Bliss Display 
Corp., chairman; Ralph Adler, D. G. Wil- 
liams, Inc.; William Stensgaard, W. L. 
Stensgaard and Associates, Inc.; Hugh 
Horner, Naegele-Horner, Inc., and George 
Silvestri, Silvestri Art Mfg. Co. 

The pilot study, Professor Cowee stated, 
will embrace both window and interior dis- 
plays. Window display efforts will attempt 
comparisons of the relative effectiveness of 
window displays and other sales promotion 
media, as well as comparisons of the re- 
lative effectiveness of alternate techniques 
in the showing of merchandise. The study 
of interior displays will advance the work 
previously done by the NYU School. of 
Retailing in the display field, in evaluating 
the relative effectiveness of different in- 
terior display techniques. 

The research will affect as wide a geo- 
graphical distribution as possible, Dean 
Edwards said, with most of the tests being 
scheduled for the Middle Western states. 
Darrell A. Landrum, formerly itinerant 
display director for the state of Virginia, 
has been appointed as research assistant to 
aid Professor Cowee and to supervise ef- 
forts in the field. Tentative arrangements 
with other universities are being made to 
conduct tests at local levels. 
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FORMALLY RE-OPEN REMODELED SHOWROOMS 





A corner in the Nathaniel |. Goodman Co. 
jewelry showrooms, Jewelers Building, Bos- 
ton, Mass., prior to extensive alterations 
and re-decorations which made for a much 
brighter and modern place. Paul Lifset is 
shown with two employees before the reno- 
vation took place. 

hat a transformation! Here's practically 


FOR SEPTEMBER, 1948 


the same location in the Nathaniel |. Good- 
man Co. showrooms, with the renovation 
completed, new light-colored walls and 
counters replacing the old mahogany fix- 
tures, new lighting installed, and with "Nat" 
Goodman and Paul Lifset behind the count- 
ers waiting on customers. The firm held a 
formal re-opening on Monday, July 26. 
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Universal 
Sees can solve any hox 

a2" problem with wood, paper. 

Se cloth or plastic. Write today. 


“UNIVERSAL JEWELRY CASE CO. 
CHICOPEE, MASSACHUSETTS 
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WATCH 
REPAIRING 


FOR THE TRADE 


Want satisfied customers? 


Send your watch repairs to us. Our 
expert watchmakers will build a successful 
watch repair department for you. 


Top quality workmanship—fast service 
—and reasonable prices will establish your 
reputation for excellent watch service. 


Write for Price List 


Holmes Protection 


ECONOMY WATCH 
REPAIRING CO. 


Victory Building 
1011 Chestnut Street 
Philadelphia, Penna. 





for the trade since 1913 





Watchmokers 














FOR IMMEDIATE DELIVERY 


WE CAN SUPPLY 

Watch Maker’s G jeweler’s tools and materials 
«LGR Products * K & D Tools 
¢ Levin Tools ¢ Bestfit Assortments 
¢ Cases & Dials ¢ American Perfit 

* Fulton & B.B. Glass Crystals 

¢ G.S. G $.U.C. Unbreakable Crystals 

¢ }.B. Watch Attachments 

¢ NEET Leather Watch Straps 


PHILADELPHIA WATCH 
SUPPLY CO. 


WHOLESALE JEWELERS 
730 SANSOM STREET PHILA. 6, PA. 
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Princess Means Profits 


Bonded Diamond Rings 


make selling easier because 


1. Guaranteed free 
customer in event of burglary, theft or 
proven loss. 


2. Sound merchandising plan. 





replacement 


to 


3. Strong advertising and promotional 


support. 
Write today for further details. 
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ALITY MERCHANDISE 











q The Jewel Box, of Marion, Va., has been 
incorporated with capital stock of $100,000 
to deal in jewelry and novelties of all 
kinds. Ned W. Cohen, of Greensboro, N. C., 
is president. 

q Lutz & Discount, Inc., of Winston-Salem, 
N. C., have obtained a charter from the 
Secretary of State to engage in a jewelry 
business. Authorized capital stock is 
$100,000, with $19,500 subscribed by John 
Lutz, Truda Lutz and A. P. Discount, all 
of Winston-Salem. 

The Miami Diamond Center, wholesale 
jewelers, 17 N. E. Second Street, Miami, 
Fla., has occupied its new, modern build- 
ing. The latter is described by company 
officials as “the largest of its kind in the 
South.” 

q R. Baude Co., of Louisville, Ky., has 
been granted a charter by the Secretary of 
State to deal in jewelry and watches. Au- 
thorized capital stock is $20,000. The in- 
corporators were Albert J. Hackman, Eva 
Hackman and Emma Hugelmeyer. 

q Virgil Taylor, formerly of San ‘Saba, 
Tex., has opened a jewelry store in the 
Llano Building at Llano, Tex. 

q L. Luria & Son, Inc., wholesale distribu- 
tors of jewelry, Atlanta, Ga., have occu- 
pied their spacious new building at 214 
Pryor St., ‘S. W., celebrating the occasion 
simultaneously with that of the firm’s 
50th anniversary. Leonard Luria, official of 
the national concern, was down from New 
York to participate in the opening. The 
new building, a two-story structure, was 
purchased by Luria to care for the firm’s 
expanding business. The building com- 
prises 10,000 square feet of floor space. 
q Shaw’s Jewelry Co. is adding a second 
store unit to its present store at 203 East 
Houston St., San Antonio, Texas, which 
will nearly double the store’s present floor 
space. The new unit will give the store 
another 25 feet frontage on East Houston 
St., together with display window space 
for approximately 50 feet along the lobby 
of San Antonio’s famous Gunter Hotel. 

q George B. Holdridge has opened a new 
jewelry store at Louisiana, Mo., and will 
be assisted in the operation of the store by 
Mrs. Holdridge. Before going to Louisiana, 
he was employed in the Dame and Hurdle 
Jewelry store in Quincy, II. 

q More than 2,000 people visited the How- 
ward Tetley Jewelers at Farmington, Mo. 
on the opening day of their new store. The 
crowd was larger than expected and the 
souvenirs that had been provided for the 
occasion did not hold out. Consequently, 
identification cards were issued to several 
hundred visitors so they could revisit the 
store later and get their souvenir. 

q The front of the Famous Jewelry Store 
at Moberly, Mo., is undergoing a remodel- 
ing which includes installation of a brick 
front, new plate glass show windows and 
chrome trim. 

q General Jewelers, Inc., filed articles of 
incorporation at Dover, Del., showing a 
capitalization of $500,000. 
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q Rhoads Jewelers of Akron, Rhoads of 
Florida, and Rhoads of Louisivlle, fileg 
charters with the corporation department 
of the secretary of state’s office at Dover 
Del. Capital of each is $1,000. 
q B. Stiffelman & Son, wholesale jewelers 
formerly located at 25 E. 12th St., Kansas 
City, Mo., are now located in new and 
larger quarters at 1111 Grand Ave. 

q Georgia Diamond Merchants, Atlanta, 
Ga., have occupied new quarters at 305 
Healey Building. 

q Melinger’s Jewelry, 113 West Seventh 
St., Austin, Tex., has opened a second 
store at 819-A Congress Ave. Harry Baum. 
ert is manager of the new unit, which 
held its formal opening August 16. 

q Hal Steed has joined Young’s Jewel Box, 
Carrollton, Ga., as watchmaker and watch 
repairman. Steed came to Carrollton from 
Elberton, Ga., where he was in the jewelry 
business. He is a graduate of the Southern 
College of Watchmaking in Memphis, 
Tenn. 
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Stallcup Addresses Mobile Group 


L. D. Stallcup, Time-O-Graf representa- 
tive, gave a lecture and demonstration on 
the merits of the Paulson Time-O-Graf to 
the 25 members present at the July 14th 
meeting of the Mobile Watchmaker’s Guild. 
Mr. Stallcup showed charts of a watch 
tick that he had made from the oscillo- 
sraph and explained the watch tick in 
detail. A question and answer period im- 
mediately followed his lecture-demonstra- 
tion. 

F. H. Smith, president of the guild, 
announced that a committee had been 
appointed to make plans for a convention 
of Alabama and Gulf Coast watchmakers 
which is to be held the early part of 
next year in Mobile. 











EXPERT REPLATING 
AND REPAIRING 


By Sterling Silversmiths Since 1885 


QUICK SERVICE FAIR RATES 
SPLENDID WORKMANSHIP 


Estimates Gladly Given 


THE A. G. SCHULTZ CO. 
423 E. Lombard St., Baltimore 2, Md. 




















ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 


® JEWELRY ® 
8 HOPKINS PLACE, BALTIMORE, MD. 
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Here's how the Silver Corridor of New York's Waldorf-Astoria looked to “JC-K's roving 
camera on the first day of the ANRJA Convention, August 9th. Retailers from virtually 
every state in the Union, as well as Possessions and Territories, were all anxious to secure 
those precious badges which would get them past the Pinkerton men and into the exhibition 
areas. Although registration started on Sunday afternoon, day before the Convention opened, 
as is usually the case the greatest crowds wanted "in" first thing on Monday morning. 





Revised Sterling Flatware Index 
Offers Greater Number of Patterns 

For the first time in seven years THE 
STERLING FLATWARE PATTERN INDEX has 
been revised. The long interval was due to 
the virtual suspension of sterling silver 
manufacturing during the war years and 
since then, the slow, but now nearly com- 
plete resumption of production. 

Naturally, since 1941 a great number of 
new patterns have been introduced and the 
status of hundreds of patterns has been 
changed. 

These new patterns and status changes 
are all included in the new 1948 ReviseD 
STERLING FLATWARE PATTERN INDEX and 
make the Index an indispensable source 
of accurate information. 

The Index is printed on highly coated 
paper in loose-leaf form and can be inserted 
into a genuine leather binder, stamped in 
gold. 

Copies are now available for immediate 
delivery and may be ordered either in 
loose-leaf form at $15.00 or complete with 
binder at $20.00 by addressing the Book 
Department of THE JEWELERS CIRCULAR- 
Keystone, 100 E. 42nd St., New York 17, 
N. Y. 





Railroad Fair Visitors 


Get Time by Elgin Clock 


Thousands of visitors to the Railroad 
Fair on Chicago’s lake front are reminded 
of the correct time by a large direct-reading 
clock exhibited by the Elgin National 
Watch Co. on the plaza in the center of 
the Fair grounds. 


The Fair opened July 20th and is ex- 
pected to run until sometime in October. 
Attendance during the first week was 
over 300,000 persons. Total attendance is 
expected to reach the 4 million mark. 


Elgin, the only watch manufacturer ex- 
hibiting at the Fair, traces its association 
with railroading back to 1864. 


The watch company’s first president, 
Benjamin W. Raymond (who was the fifth 
mayor of Chicago), built the Chicago-Ga- 
lena railroad and a railroad from Elgin to 
Lake Geneva, Wisc. After completion of 
these roads, Raymond and several other 
pioneer businessmen in Chicago started 
the Elgin National Watch Co. 

In addition to the large clock in the 
plaza, Elgin has many other small clocks 
at various railroad exhibits. 





CRAFTSMEN 


in she art of RESTORING 


SILVERWARE 
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ANTIQUE and MODERN 


REPAIRING 
REPLATING 
REFINISHING 
LACQUERING 
SPECIAL ORDER 


Write for Price List 
Serving the Trade since 1892 
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The House of Mastercraftsmen 
LOUIS J. MEYER, Inc. 
SILVERSMITHS 
205 S. 9th St. Philadelphia 7, Pa. 














For rapid turnover—Wee Cherub Didy Pins have 
irresistible sales appeal. These beautiful creations 
make a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins are available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 

WEE CHERUB MANUFACTURING COMPANY 

2016 Travis Street Houston, Texas 














NEW RETAIL ENTERPRISES 


Elbers Jewelers, 658 Oliver St., N. Tonawanda, New York. 
Famous Jewelry Store, 211 North Williams St., Moberly, Mo. 
Andrew’s Jewelry Store, 204 Davis Ave., Elkins, W. Va. 

J. C. Hockett Co., Hotel Terrace Plaza, Cincinnati, Ohio. 
Tyson’s Jewelry Store, County Bank Building, Coleman, Texas. 
Pollock’s Quality Jewelers, 508 Duval St., Key West, Fila. 


Time Shop Jewelers, Rocky Ford, Colo. 


Lester's Credit Jewelers, 612 Fourth St., Sioux City, Ia. 


Ross Jewelers, 1104 Broadway, Columbus, Ga. 


Holdridge’s Jewelry Store, 406 Georgia St., Louisiana, Mo. 

Watson Jewelry Store, 411 East Main St., West Frankfort, II]. 

Baker’s Jewelry Store, 165 North Broadway, New Philadelphia, Ohio. 
Telencio’s Jewelry Store, 110 North Second St., Harrisburg, Pa. 

H. E. Harrison & Son Jewelry Store, Fred Stewart Building, Harrison, Ark. 
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WATCH DISTRIBUTORS 


We sell SWISS WATCHES & MOVE- 
MENTS of popular makes & sizes at 
very reasonable prices. 


HONIG WATCH CO. 


323 W. 5th St., Los Angeles 13, Cal. 











/ JEWELRY REPAIR 


LEARN WATCH MAKING 


) Cngnawng 
JG. 1. APPROVED) 















Prepare NOW! Our Master 
Course covers everything 
needed for high-salaried 
positions in Jewelry Field. 
Latest equipment makes 
learning a pleasure. High 
& percentage of graduates 

: successfully placed. Hous- 
* ing available. (Schools in 
> Warren, O. and P’gh, Pa.). 

Catalog FREE. 


Cc™O™ 
A.W. THACKER ACADEMY FOR JEWELERS 


. Pittsburgh 12. Penne 





Dept C + 423 Federal St 
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~ Gold-Silver 
DLATING 


“ASK ABOUT” 


HODANIZE 
Resistant of Sarnish, 














Silverware 


REPAIRED & PLATED LIKE REW 


Swartz & Co. 


EST. 1917 ro 

















ALWAYS USE 
THE NEWALL 
. “Finger Print" System 
Famke WHEN SELECTING 
SWISS WATCH 
MATERIAL 


Order From 
Your Jobber 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 























WATCH DIALS 


REFINISHED 

4 DAYS SERVICE 

Complete Line Watch Cases and Dials 
MICHIGAN DIAL 

REFINISHING COMPANY 


603 Metropolitan Bidg., Detrelt 26, Mich. 

















CENTRAL WATCH CO. 
WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


5 So. WABASH AVE., CHICAGO 3, ILL. 














Leading Jewelry Auctioneer for le. 
gitimate jewelers. Write for date and 
information, 

PHONE BUTTERFIELD 1100 
5200 BLACKSTONE + CHICAGO 15 











MASTER Watchmahing 


“Famed the World Over 
as the School of Quality’”’ 


CHICAGO SCHOOL OF WATCHMAKING 
Founded in 1908 by Themas B. Sweazey 


Chicage 47, 111. 


1668 N. Milwaukee Ave., Dept. 228 
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qJ. Arthur Rogers & Son, 31 North 
State St., Chicago, have been appointed 
as factory representatives for Rulon 
watches in the Middle West territory. 

q The Illinois Retail Jewelers Associa- 
tion, will hold a one day mid-year meet- 
ing at Decatur on Sunday, September 
19th. There will be a brief business ses- 
sion and round table discussion, but 
the major part of the day will be social 
so jewelers can get better acquainted and 
talk shop. Russell Martin of R. M. Mar- 
tin & Co., a director, and other Decatur 
jewelers assure visiting jewelers a most 
pleasant day on this occasion. Boat rides 
on Lake Decatur and other outdoor events 
have been arranged, but just in case the 
weather does not permit movies and other 
indoor amusements will be provided. All 
jewlers of the state, whether members or 
not, are invited to participate in the 
events of this business and pleasure day. 











CJA President John M. Biggins 
Makes Committee Appointments 
President John M. Biggins of the Chi- 
cago Jewelers Association, has announced 
members of the various committees. The 
Social Relations committee consisting of 
Marshall Spies, chairman; R. S. Hulbert, 
Herbert Jacobs, Thomas G. McMahon, 
Mead Montgomery, Dave Newman, James 
H. Swartchild, Charles Brown and 
Charles D. Ellbogen, have already an- 
nounced that plans are well along for 
the 75th annual banquet which will be 
held at the Stevens Hotel on January 
8th. J. T. Montgomery, who has done 
such an efficient job as chairman of the 
Good & Welfare committee again heads 
this important committee with Frank Mil- 
hening, Paul Juergens, Austin Clark, 
John Leiner and Charles Ellbogen assist- 
ing. Other committees with chairman 
first named are: Membership, James Clif- 
ton, Vincent Newman, Fred Haller, Paul 
Samuels; Golf, Mead Montgomery, Irv- 


PRIZE-WINNING FLOAT 












G. E. Carlson Sons, jewelers of Ashland, 
Wisc., won first prize for the float pictured 
above in a fourth of July parade held in 
that town. One of the store's watchmakers, 
Clifford Barry, thought up the idea for the 
float and it was built with the help of 
everyone in the firm. The construction of 
the float involved a lot of work and worry 
for all concerned but the store received 
loads of compliments on it. The manage- 
ment believes the advertising results will 
more than pay for their efforts. 


CHICAGO 











ing Jensen, Al Millard, Al Long, Sam 
Luchman; Trade Extension, Claud Wheel. 
er, Harold Johnson, Webb C. Ball, Frank 
Moran, Albert Becken, George Engle. 
hard, Jack Keenan; Finance, Warren K. 
Hendricks, Richard Dehnert, Koby 
Knights; Budget, Charles Ellbogen, 
J. D. B. Prins, Ray Wolf. 

Regular monthly luncheon meetings 
will be resumed after summer intermic. 
sion on October 21st and due notice wil] 
be given of place to be held. 
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Illinois Sales Survey 
Cites Jewelers Profits 


In 1947, the average reporting Illinois 
jewelry store, outside of Chicago, earned 
a profit (before owner’s compensation and 
income taxes) of 17.6 per cent of sales, 
This information was contained in a sur. 
vey, “Operating Results of Illinois Retail 
Jewelry Stores in 1947,” recently com. 
pleted by the Bureau of Economic ani 
Business Research, University of Illinois. 
in cooperation with the Illinois Retail 
Jewelers Association. 

The survev showed a 2.3 per cent de- 
cline from 1946 profits, with sales volume 
down an equal amount. A comparison of 
these stores with jewelry stores for the 
entire nation may be of interest. The 
United States Department of Commerce 
reports that jewelry store sales in 1947 
averaged three per cent lower than in 
1946. The Federal Reserve Bank of New 
York found that jewelers in its area had 
an average of six per cent in sales. 

For the average Illinois jewelry store, 
cost of goods sold equaled just over 50 
per cent of the sales dollar. Merchandise 
turnover averaged 1.8 times, which was a 
considerable decline from the 2.3 times 
turnover reported for 1946. Expenses ab- 
sorbed 21.1 per cent of the 1947 sales dol- 
lar, and sales and excise taxes amounted 
to 11.2 per cent of sales. 

The details presented in the 
should enable the merchant to get 
hind the profit figure and analyze under- 
lying factors and practices of other stores 
to reveal how his store can be directed 
toward greater success. If weaknesses are 
uncovered and goals of efficiency and profit 
are set. the report will be of great benefit 
to the retail jeweler and to his buving 
public. 


study 
he. 


Over 5000 Retailers - 
Attend NACJ Convention 
(From page 292) 
Store’s competition at the U. S. Naval 
Academy. 

Concluding, Mr. Aaronson appealed for 
cooperation in his efforts to have Ship’s 
Service Stores and Post Exchanges re- 
turn to their original purpose. “Service- 
men,” he admitted, “need a place on a 
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ost or naval base to buy small essential 
ne. But let’s put an end to the present 
situation where anyone can buy anything 
from a baby carriage to an automobile, 
or from a cheap ring to a television set 
at prices that are merciless to us as 


p 
items. 


retailers. 


BANQUET AT PALMER HOUSE 

The annual NACJ banquet, social high- 
jight of the convention, was the final 
meeting of the National Jewelry Fair. 
Held at the Palmer House (in view of 
the fact that the ballroom of the Stevens 
was being used as an additional exhibi- 
tion hall), the affair took place on 
Wednesday evening, July 28th and was 
extremely well attended. Among the en- 
tertainers featured were the Harmonicats, 
appearing at their second NACJ banquet; 
Jane Pickens, songstress, and, as the high- 
light of the evening, Georgie Price, well- 
dnown night club and vaudeville — star. 
Jim Ameche, brother of Don Ameche of 
movie fame, acted as master of ceremonies, 


and Lew Diamond’s orchestra provided 
the music. 
RESOLUTIONS 


Resolutions passed at the NACJ Con- 
vention, as announced by Leo D. Kind, 


chairman of the resolutions committee, 
included the following: 

{ resolution placing the NACJ on 
record in opposition to legislation to 


license watchmakers and watch repairing, 
and committing the NACJ to help its 
members prevent enactment of state laws 
ot this kind; 

\ resolution “wholeheartedly in accord 
with the aims and objectives of the Na- 
tional Association of Retail Optical 
Dealers” and stating that NACJ mem- 
bers who care to do so should join the 
organization; 

\ resolution urging a Congressional 
investigation of the practices of Post Ex- 
changes and Ship’s Service Stores, pledg- 
ing the NACJ to help present the facts 
relating to the jewelry business if such 
an investigation is ordered. 

A resolution deploring the fact that 
many jewelry manufacturers, importers 
and wholesalers contribute substantially 
to destructive trade diversion by selling 
their products direct to Post Exchanges 
and Ship’s Service Stores, as well as to 
outlets which supply such installations 
with merchandise which cannot be ob- 
jained directly from manufacturers and 
importers; 

Reiteration of the NACJ position fay- 
oring excise-tax relief in any form, pledg- 
ing continued cooperation with all move- 
ments engaged in seeking such relief and 
elimination, and favoring united action 
by ANRJA and NACJ in working to such 
an end: 

\ resolution urging jewelry manutac- 
turers, importers and wholesalers to con- 
fine their jewelry store merchandise to 
venerally-accepted retail jewelry outlets, 
and 

\ resolution expressing wholehearted 
appreciation of the manner in which the 
trade press publicized the National Jew- 
elry Fair, and in particular thanking 
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STONE for its effective July cover. 

Additional resolutions extended NACJ’s 
appreciation to exhibits at the National 
Jewelry Fair; Chairman Clarence Olsen 
of the Convention Committee; the Jew- 
elers Association of Greater Chicago; 
George E. Gayou, manager of the Na- 
tional Jewelry Fair; the NACJ Execu- 
tive Committee under B. C. Rudolph, 
chairman, and all speakers at the Con- 
vention: Joseph L. Aronson, Arthur G. 
Warner, James R. Hawkinson, William 
F. Brown, Major Dana C. Beatty, Carl 
W. Peterson, F. Beaman Todd, A. B. 
Buckeridge, Clarence Moses, Wayne 
Stokes and George B. Metzinger. 

Further resolutions thanked the Chi- 
cago Convention Bureau for its assist- 
ance, as well as the management of the 
Stevens Hotel, Isadore Horowitz, chair- 
man of the membership committee. and 
Charles J. Callanan. press relations man- 
ager. 

Resolutions also declared it the pur- 
pose of NACJ to make the National Jew- 
elry Fair an event to be held every year 
in Chicago, and extended to ANRJA best 
wishes for a successful convention and 
trade show in New York. 

The convention formally closed at 1:00 
P.M. on Thursday, July 29th, when the 


exhibit areas were closed down. 


JSA Forwards Four Rewards 
For Aid in Solving Crimes 

The Jewelers’ Security Alliance of the 
United States has forwarded checks for 
100 to the following for the arrest and 


conviction of criminals in crimes listed 
below: 
Officers Finch and Wilson of the | 


Memphis Police Department received a 
$100 check for their participation in the 
arrest and conviction of Wilford Cormier 
who forced an entrance into the Bras- 
field Jewelry store of Tupelo. Miss., last 


April. Cormier is now serving his time | 


in the Federal Penitentiary at El Reno, 
Okla. 

A check was forwarded to Detective 
William E. Johnson and Detective Harry 
Smith of the Newark Police Department 
as a reward for the arrest and conviction 
of Peter K. Tricolas who had been caught 


on the premises of Howard Company 
Jewelers, Inc., Newark, N. J., Jast May. 
Tricolas has been sentenced to serve 
from two to three vears in the State 
Prison. 

Detective R. H. Burton, Jr. of the 
Richmond Police Department received 
a reward for the arrest and conviction 
of Norah W. Overby who forced an en- 
trance into the Virginia Jewelry Store, 
Richmond, Va., last May, and removed 


more than $1,000 worth of merchandise. 
Overby has been sentenced to serve three 
vears in the state Penitentiary. 

\ reward was also forwarded to oth- 
cers P. J. Sciortino. G. Heath and W. 
Salathe and Lt. Joseph Vitari of the New 
Orleans Police Department for the ar- 
rest and = conviction of Forrest Silva 
Tucker who forced an entrance into the 
White Bros. Jewelry store at New Or- 
leans, La.. in October, 1946, and removed 
approximately $550 worth of merchandise. 
Tucker was sentenced to serve four vears 
in the State Penitentiary. 
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q Although the customary summer dol- 
drums, plus a tightening in spending is 
reported to have had a somewhat adverse 
effect on business in general, many local 
jewelry manufacturers and_ wholesalers 
report there has been no _ appreciable 
slackening of business during July and 
August, and several declare that business 
has been “exceptionally good.” 
q Victor Youkilis, president of the Vic- 
tor Corporation, diamond importers and 
manufacturing wholesale jewelers of Cin- 
cinnati, recently announced the removal 
of the firm’s offices to their new and en- 
larged quarters in the Enquirer Building. 
The new suite, rooms 1436 and 1437, is 
decorated in modern style with a _ semi- 
glass interior. The large, well-lighted 
offices will enable the firm to present 
their line with utmost efficiency, and step 
up their services to the trade. 
q The jewelry manufacturing — business 
operated during the last year by Albert 
Barthun and Clifford D. Roeder as a 
partnership, has been incorporated as the 
Roeart Co., with 250 shares of no-par 
stock. The concern located at 700 East 
McMillan St., will hold an organization 
meeting and election of officers early in 
September. Salvatore L. Montalto also 
is interested in the new firm. 
q The annual picnic of the Cincinnati 
Guild of the Ohio Watchmakers Associa- 
tion was held on July 25 at Martz Grove 
in nearby Kentucky. More than 50 were 
present, including Guild members and 
their families, to enjoy a sports and en- 
tertainment program arranged by a com- 
mittee headed by Vincent Accurse. Frank 
Foegler, a life member, presented gavels 
to 11 past presidents of the local Guild. 
The group will resume regular monthly 
meetings on September 2 in the VFW 
Hall, 415 Main St. | 
C. R. Helleman, widely-known manu- 
facturing and retail jeweler, has _ pur- 
chased the eight-story building at 415 
Race St., where his retail store, under 
the firm name of C. R. Helleman & Co., 
has been located on the seventh floor for 
the last 29 years. During the same period, 
his manufacturing business, under the 
firm name of Halleman & Roth, has been 
located on Opera Place, but Mr. Halle- 
man has now moved this business to the 
Race St. address, where he is occupying 
the entire seventh floor. Extensive re- 
modelling of the premises is now under 
way, and scheduled for completion early 
in September, to make it one of the most 
modern and attractive retail jewelry stores 
in this city. 
q Miss Virginia Poe, winner of the “Miss 
Cincinnati” crown, who will compete in 
the “Miss America” contest in Atlantic 
City in September, was awarded a Gruen 
watch, valued at $100, by the Richter 
Jewelry Co. Presentation of the award 
by Charles E. Richter, proprietor of the 
store, at nearby Coney Island, was photo- 
graphed by Pathe News, and is being 
shown in motion picture theaters across 
the country. The company also gives a 
watch to the winner of an amateur con- 
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test every Sunday on 
WKRC. 

q E. Tort, jeweler and repairman of 3439 
Reading Road, has installed a Watch. 
master, and now sponsors a one-minute 
announcement of his repair business onde 
Radio Station WSAI every morning at 
6:45 a. m. He reports fine results from 
this brief plug. Mrs. Tort returned re- 
cently from a business trip to New York 
City. 

q There was fine fishing in Michigan this 
summer for a number of Greater Cincip. 
nati jewelers. Among them were W, J. 
Barker, 435 Main St., with his family; 
Joseph Zeff of Zeff Brothers, Inc., 715 
Madison St., Covington, Ky.; Charles T. 
Moorman of Ray’s Jewelers, Inc., 523 
Walnut St.; Alvin C. Roetophol, 6000 
Vine St., Elmwood; Mark Herschede of 
Frank Herschede & Co., 8 West Fourth 
St.; Karl Mouch, 7200 Vine St., Carthage; 
Adolph Wiebell, 1735 Vine St.; Herbert 
Krombholz, Silverton, Ohio, and Edward 
Schwind, head of the watch department 
of the Harry Greenwold Co., 18 West 
Seventh St. 

q Several hundred persons, including em- 
ployees and members of their families, 
thoroughly enjoyed the 10th annual picnic 
of the Gerwe-Brown Co., wholesalers in 
the Temple Bar Building, which was held 
on July 17 at suburban Pat’s Grove. The 
feature of the picnic was a softball game 
between teams captained by Maury 
Gerwe and George E. Brown, which the 
latter team won by a score of 11 to 10 
behind the brilliant pitching of Miss 
Dolores Morgenthal, an office stenogra- 
pher. Walter Bleska, a salesman, estab- 
lished himself as the pinochle champion. 
Mr. Gerwe was chairman of the arrange- 


Radio Station 


ments committee, assisted by Harold 
Armacost. 
q Litwin & Sons, Inc., manufacturers, 


have remodeled the fifth floor offices in 
their building at 114 West Sixth St., to 
include attractive quarters for their sales- 
men when in town. The rooms are well 
equipped with desks, filing cabinets and 
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other facilities for the convenience of 


the salesmen. 


Louis J. Dolf of Beck and Dolf, re- 
tailers of 2851 Colerain Ave., won a 
Chamber of Commerce certificate when 
he landed a seven-foot sailfish, weighing 
40 pounds, off Fort Lauderdale, Fla. On 
his first deep sea fishing expedition, Mr. 
Dolf didn’t realize he had a prize catch 
until he hauled it in after 25 minutes of 
strenuous effort. The fish has been suffed 
and now occupies a prominent place in 
the store. 

More and more, wholesale and manu- 
facturing jewelers here are finding it 
advantageous to close their offices and 
plants so that all employees can enjoy 
vacations at the same time. A number 
here had this plan in effect this Summer, 
among them being the Richter and Phil- 
lips Co., Temple Bar Building, who were 
closed from August 28 to September 7, 
and Shira Brothers, 530 Walnut St., who 
were closed from July 17 to August 2. 
q Among local jewelers attending the 
recent convention of the National Asso- 
ciation of Credit Jewelers in Chicago 
were A. Laudman and Maurice Silver- 
man of the Hanley Jewelry Co., 216 Dunn 
St. Lockland; Joseph Zeff, of Zeff 
Brothers, Inc., 715 Madison St., Coving- 
ton, Ky.; A. T. Hart of Rex Jewelers, 
534 Vine St.; Mr. and Mrs. Charles F. 
Cohen of the Star Jewelry Co., 1203 
Vine St.; Mr. and Mrs. Adolph Wiebell, 
Jr.. and Adolph Wiebell, Sr., of 1735 
Vine St.; Charles E. Richter, Sixth and 
Main Sts.; I. E. Wolpa, 718 Vine St.; 
M. Dauber of Jacobs Jewelers, 44 East 
Fifth St.; Samuel Spitz of Brook Jewel- 
ers, 506 Vine St.; and Mr. and Mrs. E. A. 
Oberrecht of the Betty Kay Jewelry Co., 
2727 Erie Ave. 

q Julius D. Jacobs, president of the D. 
Jacobs Sons Co., wholesalers of 811 Race 
St., is enjoying a vacation until Labor 
Day at Cape May, N. J., while Edwin 
B. Jacobs, vice president and treasurer 
of the firm has been vacationing at Bald 
Mountain, Maine. Gus Kuhnheim, a 
salesman for the concern, is confined to 
his home with a broken leg. 

q When 18-year-old Miss Jeanne Schaum- 
loffel won the recent annual Sixth Street 
Business Men’s Club bathing beauty 
contest at nearby Coney Island, she was 
awarded a number of valuable prizes, 
among them a $100 diamond ring do- 
nated by the Richter Jewelry Co., whose 
store, appropriately, is located on Sixth 
St. at Main St. 

q Neither knew the other was vacation- 
ing at Shady Shores, Mich., until Maury 
Gerwe of the Gerwe-Brown Co., whole- 
salers, was looking one day for some one 
to complete his softball team and discov- 
ered Hubert Esberger on the sidelines, 
and promptly “signed him up.” Mr. Es- 
berger is a member of the retail firm of 
Esberger Brothers, 1133 Vine St. An- 
other member of the firm, Albert Esber- 
ger, vacationed in Florida with his wife. 
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q Jack F. Zerhusen who, since his re- 
turn from service in the Air Corps one 
and one-half years ago, has been work- 
ing in the order department of Litwin 
& Sons, Inc., manufacturers of 114 West 
Sixth St., has been promoted to salesman, 
and will cover cities in Ohio, Indiana 
and Kentucky which are not already cov- 
ered by other salesmen. 

q Two officials of Mecklengorg and Ger- 
hardt, wholesalers of 811 Race St., have 
returned from vacation trips, while an- 
other company official will vacation dur- 
ing September. Norbert Mecklenborg 
spent three weeks in Miami, Fla., and 
Carlton Gerhardt, enjoyed some fine fish- 
ing in Ontario, Canada; while Miss Helen 
Koch will try her fishing luck in Clear- 
water, Fla. 

q Mrs. Johanna H. Alich, manager and 
buyer of a retail store at 3000 Harrison 
Ave., has been forced to relinquish her 
activities because of a serious heart con- 
dition. While she is convalescing, her 
husband, Edward H. Alich, proprietor of 
the store, has taken over her duties. 

q Frank T. Garrett, retailer of 504 
Broadway, and Mrs. Garrett, attended the 
recent annual convention of the Dis- 
abled War Veterans in New York City, 
after which they motored to Washington, 
D. C., for a three week’s vacation. 

q Henry Doepke and Brother, retailers 
of 40 West 12th St., announce a new 
partnership of Mrs. Henry Doepke and 
E. C. Doepke. The latter joined the firm 
following the death of C. Fred Doepke 
last June. 

q Carl Granger and Son, retailer of 8 
West Elder St., have modernized their 
store with the installation of new show 
cases and an outside neon sign. Marshall 
C. Granger of the firm returned recently 
from a combined business and vacation 
trip. 

q Frank Remke, a former salesman for 
the Gerwe-Brown Co., wholesalers in the 
Temple Bar Building, and more recently 
associated with Walter Lampl in New 
York City, has returned to the local con- 
cern and has been placed in charge of 
jewelry inventory. 

q J. C. Hockett Co. has opened a beauti- 
ful new retail store adjacent to the main 
entrance of the swank new Terrace Plaza 
Hotel, which extends on Sixth St. between 
Vine and Race Sts. Boswell Kieth is the 
store manager. 

q The retail store of Lehmann Jewelry 
Co., 1045 South Fort Thomas Ave., Fort 
Thomas, Ky., has been remodeled and 
redecorated. C. R. Lehmann of the firm 
is attending the Gruen watch school five 
days weekly. 

q Victor Hagen, manager of the retail 
store of Louis Hummel & Co., Fourth 
and Vine Sts., found his old home town 
of Davenport, Iowa, greatly changed 
when he visited it this summer for the 
first time in 22 years. Following his visit, 
he attended the show in Chicago. 

q Ten semi-finalists in the “Miss Cin- 
cinnati of 1948” contest, sponsored by 
Radio Station WCPO, each _ received 
a gold Gruen watch, valued at $75, from 
Carroll Seghers, proprietor of Carroll’s 
Jewelers, Fifth and Main Sts. 

q George Schmits, salesman for White- 
house Brothers, manufacturers of 5 East 
Third St., left ugust 9A for an extended 
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selling trip through the south. He will be 
on the road for several weeks. 
| @q Harry Waxman, president of Waxman, 
Inc., manufacturers of 561 Reading Road, 
after attending the recent Chicago show, 
made a business trip to Knoxville, Tenn. 


} Where to Buy 
} China and Glass 


| @. B. Goodman, president of the J. RB 
Goodman Manufacturing Co., 205 West 
Fourth St., spent two weeks during po 
gust on a selling trip through the East, 
including a considerable period in New 


York City. 














q Edward Meyer, manager of the  . q A. R. Jesterhas, manufacturer of spec. 

PAUL A. STRAUB & Co., Ine. Hockett Co. retail store in suburban ial order work, has taken over another 
19 East 26 Street, New York Cheviot, Ohio, enjoyed a vacation trip large room adjacent to his plant in the 
with his family to Florida, returning Lyric Building, increasing his space by 





Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Merray Hill 38-5460 


one-third, 

q Jule Kassel of the Kaufman-Kassel Co 
manufacturers of 434 Elm St., has re. 
turned from a 10-day business trip to 
Philadelphia, New York City and Bos. 


ton, 


through the Great Smoky Mountains. 


q Robert Gau, office manager for Klein 
Brothers, wholesalers in the Enquirer 
Building, will have charge of a company 
display at the Dallas Gift Show. All com- 
pany salesmen are now out on their regu- 
lar fall trips. 

| q@ Bernard G. Satzger, engraver of 606 
Vine St., left on August 16 with his 
family for a vacation of several weeks in 
Richmond, Va. 

| @ John T. Bihl of Bihl Brothers, retailers 
at 123 East Eighth St., Newport, Ky., 
' spent a vacation with his family in Florida. 
Later, H. J. Bihl of the firm vacationed 
on the Florida Keys. 

q Doyle J. Gooch, retailer of 329 Elm St., 
Ludlow, Ky., is a busy man these days. 
He is remodeling his store, and he has 
just been elected president of the Ludlow 
| Rotary Club. 

| @ All salesmen of the Gerwe-Brown = Co., 
wholesalers in the Temple Bar Building, 
report excellent business while out on 
their regular Fall visits to retailers. 
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Bone China Dinnerware, Queen’s Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 


Olsen, NACJ Vice-President 
On European Business Trip 


Following the close of the NACJ cop. 
vention and National Jewelry Fair, Clarence 
Olsen, convention chairman, sawed for Ep. 
rope on the Queen Mary. 

While abroad, Mr. Olsen will visit Swiss 
watch factories and diamond-cutting estab. 
lishments in the Netherlands. While ip 
Norway, his parents’ birthplace, he wil] 
contact a number of silverware and cera. 
mics manufacturers. 

President of Olsen & Ebann, a ten-store 
Mid-West jewelry chain, Mr. Olsen carried 
with him letters from many Americans 
importers of Swiss watches and New York 
diamond firms. Thus, he is assured a hearty 
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129 Fifth Avenue, New York 3, N. Y. | Alvin’s Jewelry Store, 3049 Madison Ave. States on the Queen Elizabeth in mid. 
| @The Keilson Co., wholesalers at 321 Centos 


East Seventh St., report all their sales- 
men are now on the road and finding 
_ business “very good.” 

~@ Miss Margaret Higgins of the Harry 
Greenwold Co., wholesalers at 16 West 
Seventh St., visited recetnly with Mr. and 
Mrs. Cherry Fisher at Oden, Mich. Mr. 


English Pk tb Ware Fisher is a company salesman. 
q The Hanley Jewelry Co. has moved 
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into larger quarters at 208 Dunn St., 
Lockland, Ohio. The concern formerly was 


TEDMAN IMPORTING CQ. 


225 Fifth Ave., Room 829 #Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Teas and A.D.'s, Breakfast and Tea Sets 


) Smoking Articles, Toby Jugs and Lustreware q@ Richard Aukenthaler, retailer of 2644 
Warsaw Ave.. is vacationing for three 


located at 216 Dunn St. 
q Joseph Faigle, Sr.. of Joseph Faigle and 
Sonss, manufacturers of 528 Walnut St.. 
has returned from a 10-day business trip 
through the south. 
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weeks in Mexico with his daughter. Mrs. 
Robert Reeves. 


The London Olympics Committee officially 
approved Swiss precision timing equipment 









* importers of 3 (II salesmen ot the Harry Greenwold for split-second automatic recording of 
ENGLIS = CHINA (Co. are now on the road and report busi- Olympic competitions. The precision chrono- 
~ ness better than it was last spring. meters, created in special laboratories by 





skilled Swiss watch craftsmen, were selected 
after passing exhaustive tests at the Ped- 
dington Observatory in England. A Swiss 


EARTHENWARE 
Btoek and Import 





q Austin A. Cole, a former salesman, has 
been appointed sales manager for the B. 







































FONDEVILLE & CO Inc :; . 
-~ ‘ David Co., manufacturers at 229 East ; 
149 Fifth Ave. io et” York 10, N. Y. ad St " official said, “There is absolutely no pos- 
@ Arthur Westrick, watchmaker and jew- ability of error in timing these Olympics. 
eler. has moved his store to larger 









quarters in the downtown Keith Building. 
4 Edwin Flapohler of Behr and Flapohler, 
retailers of 439 Race St., has returned 
from a month’s motor trip through the 
far west. Dick Rachford, watchmaker for 
the concern, enjoyed two weeks of fishing 
in nearby lakes and streams. 


SWEDISH CRYSTAL 


Kosta Alsterfors 
DANISH CERAMICS (Bing and Grondahl) 
D. Stanley Corcoran, Inc. 
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OBITUARIES 


yam E. Benson, a watchmaker and 
ar of Tallahassee, Fla., died July 14th. 
He was a native of Fulton, Neb., and had 
resided at Tallahassee for the last 20 years. 
Surviving are his widow and a daughter. 


Fowarp BerKes, co-owner of Lloyd’s 
Credit Jeweler’s, 919 King St., Alexandria, 
Va,, suffered a heart attack while on vaca- 
tion at Atlantic City and died on July 18th. 
Mr, Berkes was associated in the civic, 
social and business life in Alexandria since 
the early forties. He was a member of the 
Retail Merchants Association, Virginia 
State Retail Jewelers Association, and the 
American National Retail Jewelers Associa- 
tion. In addition to his widow, he is sur- 
vived by his daughter, one brother and 


four sisters. 


FrepeRIcK J. BiEHLER, who operated a 
jewelry store at 280 S. Pearl St., Albany, 
N. Y., for many years, died July 22nd. 


Morris Dee, 55, president of the Dee 
Jewelry Co. and the Miller Jewelry Co., 
Indianapolis, Ind., died July 20th. He is 
survived by his widow, a son and a daugh- 
ter. 

Forest A. Dickerson, 49, well-known 
jeweler of Greensboro, N. C., died suddenly 
of a heart attack on July 17th. For more 
than 15 years Mr. Dickerson was co-owner 
of the retail jewelry firm of Sancton & 
Dickerson, Greensboro. The partnership was 
dissolved about a year ago and Mr. Dicker- 
son became associated as a traveling repre- 
sentative with a wholesale jewelry firm in 
Atlanta, Ga. Surviving are his widow, two 
sons and a daughter. 


Joun J. Diesoxp, 63, operator of a jewelry 
store at 1325 Jefferson Ave., Buffalo, N. Y., 
for the last 37 years, died August 7th. He 
is survived by his widow, two brothers and 
two sisters. 


Louis HAusMANN, 80, who was engaged 
in the jewelry business in New Orleans, 
La., for nearly 60 years, died at his home 
there August Ist. He was a senior partner 
in Hausmann’s, Canal Street Jewelers for 
many years. In addition to his widow, he 
is survived by two daughters and a son. 

J. J. Kacan, 43, inventor of the Kagan 
Master Precision Ring Sizer, died sudden- 
ly at his home in North Hollywood, Calif., 
of a heart attack on July 3lst. Mr. Kagan 
was a jeweler and a diamond expert. Ap- 
proximately one hundred people attended 
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his funergl services including representa- 
tives of the Jewelers 24 Karat Club of South- 
ern California, of which he was a member. 
Mr. Kagan was also a member of the Cali- 
fornia Retail Jewelers Association. Sur- 
viving are his widow, twe sons and his 
mother. 


Joun B. Ricu, 66, who had become asso- 
ciated in 1900 with the jewelry store which 
his father founded at Painesville, Ohio, 90 
years ago and which was the oldest business 
in that city, died July 10th. Mr. Rich was 
second president of the Better Business 
Board and was a trustee of the organiza- 
tion at the time of his death. He is sur- 
vived by his widow. 


JoOsEPH vAN Dam, head of the van Dam 
Diamond Corp., 630 Fifth Ave., New York, 
died suddenly while on his vacation at 
Kennebunkport, Maine, on August 9th. As 
a result of his assistance to the Allied cause 
during World War I, Mr. van Dam was 
awarded the Legion of Honor by France, 
and made an “Officer de la Couronne” by 
Belgium. He also received honors from the 
Dutch Government. Born in Amsterdam 62 
years ago, he spent much of his time direct- 
ing his diamond cutting enterprises in Hol- 
land and Belgium. He was a partner since 
his youth in the firm of Eduard van Dam, 
founded by his late father. Since 1906 Mr. 
van Dam had crossed the Atlantic Ocean 
well over 100 times. He is survived by his 
sons Louis H., and Eduard, both connected 
with the business, and by his daughter 
Annie, wife of Carl van Dam and by their 
two children. His sole remaining brother, 
David van Dam, resides in Brussels, Bel- 
gium. 


SAMUEL WEINTRAUB, 66, manufacturing 
jeweler of Houston, Texas, died July 29th. 
Born in Poland, he had lived in this coun- 
try for the last 50 years. Mr. Weintraub 
was a resident of New York before moving 
to Houston 14 years ago. Survivors include 
his widow, two daughters and two sons. 


Louis M. Zastav, 58, head of the whole- 
sale silverware firm of Hyman & Zaslav, 


15 Maiden Lane, New York, died July 


| 22nd. His death came one year to the day 
_after that of his partner in the business. 


Elias Hyman. Mr. Zaslav, who was in the 
silverware business for 33 years, was a mem- 
ber of the New York Jewelers Benevolent 
Association and the Maiden Lane Outing 
Club of New York. In addition to his widow 
he is survived by three sons and two daugh- 
ters. 





Bulova Watch Company 
Names Stambaugh V. P. 


John H. Ballard, president of the Bulova 
Watch Co., announced today the appoint- 
ment of David Stambaugh as vice president. 


Mr. Stambaugh joined the Bulova or- 
ganization in 1934 as foreman of the pallet 
department; in 1945 was promoted to pro- 
duction engineer; in 1947 became general 
manager, and now vice president in charge 
of Bulova Watch Co, plants at Woedside, 
Long Island; Union City, N. J.; Waltham, 
Mass.; and Valley Stream, Long Island. 
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by HENRY B. FRIED 
Executive Secretary 
The Horological Society of N. Y. 


HE spring is then inserted for the final colleting 
operation. The tweezer grasps the spring as shown in 


Fig. 23. Tweezer holds 
the spring close to _ its 
“tongue” and guides the 
spring into the collet hole. 








Fig. 23 and it is eased into the hole. The colleting tool 
may be twisted to help meet the spring. 


The taper pin is inserted into the hole beside the 
hairspring so that the flat side of the pin is against the 


Fig. 24. If the spring is 
tilted as shown at left, it 
may be levelled by twist- 
ing the flattened pin in 
the direction of the arrow. 


Vibrating A Hairspring 


Fifth in a series of articles explaining, in detail. 
the operation in which a hairspring is fitted to a balance so 


that it oscillates a required number of times an hour. 


(Drawings by the Author) 















spring. It is pushed in as far and as tight as it can be 
done with the tweezers. If the spring is tilted as shown 
in Fig. 24, twist the pin in the direction of the arrow 





Fig. 25. Hairspring on the left was pinned in too far. 
Hairspring on right was pinned with tongue out too far. 


or in any direction which is necessary to level the spring. 
It is best to level the spring before it is finally tight- 
ened because a spring bent or twisted to make it level 
sometimes wobbles during vibration in the watch. Fur- 
thermore, the hairspring must be inserted into the hole 
just the right distance. If the spring is inserted too far 





















{| Fig. 26. The pin is brok- 
J en off at the pre-grooved 
spots by bending the ends 

back as shown at left. 












or not enough, it will be eccentric with the collet’s cen- 
ter. Fig. 25 shows this clearly. 







After all preliminary requirements have been met, 
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Increasing Watch Repair Work 
“jac” Keeps him busy nights 


‘Since purchasing a WatchMaster in April it has 
hecome necessary to work nights to handle in- 
creased business. Customers are so impressed by 
the instrument that they place absolute confidence 


it it,” says Mr. French in an unsolicited letter. 
The 


“ The WatchMaster, of course, saves 
Watch Waster time, assures accuracy on watch-rating, : 
. Master building greater profits. But, by in- 


prints a chart record showing creasing store traffic it promotes the 


the 24-hour rate of any watch sale of new merchandise as well. 
of any beat in any position, 
indicating the cause of any 


irregularity —all in 30 seconds. The WatchMaster is guaranteed 
accurate to 1/1,000th of 1% 





Write for “Profit-plan” booklet 


AViitowicil Me Mili toe iti ilto Ree bit oe 


S80 FIFTH AVENUE ee YORK, iP ar 


Distributors of Western-Electric Watch-rate Recorders 
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the pin is broken off by bending it outward. It will 
break off at the places previously grooved as shown in 
Fig. 26. It will be noticed that the pin is broken off at 
its thick end at a point just outside the hairspring hole. 
At the thin end, this break should occur just inside the 
hole. 


A stubby pointed tweezer is used to squeeze the pin 
in tightly. One point of the tweezer is placed against 
the thick end of the pin protruding from the entrance 
of the hairspring hole. The other tweezer point is braced 
against the collet, close to the opposite end of the hole, 








Fig. 27. A strong, stubby pair of tweezers squeezes the 

pin tight by bracing one tip on the thick stump of the 

pin and the other tweezer tip at the opposite hole and 
squeezing it together as shown above. 


as shown in Fig. 27. Squeezing the tweezer blades to- 
gether will push the pin inward until it is flush. 


After the spring is fastened, it must be trued in 


the round and in the flat. 


Hairsprings which have just been colleted may de- 


velop (spiral) out of the collet in a manner which indi- 
cates that the collet is not in the center of the spiralled 


spring. 


This is due mostly to the central or innermost por- 


tion of the coil being pinned in too far or it may be too 


Fig. 28A. Above, left— 
Pinned in too far. To cor- 
rect, tweezer twists spring 
out at the spot and in di- 
rection shown by arrow. 
Above—tThe first correc- 
tive bend makes spring 
1 | look like this. Tweezer 

then bends in spring at 

spot and in_ direction 
shown by arrow. Left— 
Spring is brought back to 
normal via two bends 

shown at the top. 





short or the inserted tongue may not be bent to the cor- 
rect angle. It also may have been fastened while being 
tilted or there may be a combination of all these basic 


errors. 
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Fig. 28B. Above, left— 


» Spring was not pinned in 

y [= far enough. Tongue is 
git 3 too long. First corrective 

NS \ \ __ bend is made by tweezers 

f | MN at prongs of arrow twist- 


ing in direction shown. 
ey gy 9 | Above —First corrective 
\ , fem Ff = bend is made as shown 
(“Se with tweezer pivoting at 
_ WA pp arrow prongs and twisting 
- in direction of arrow. 
Nitiietccisansiesilll Left—Spring is now cen- 
tered. 





Since these faults fall into definite categories, some 
of these will be pictured with the suggested corrections 





Fig. 28C. At left—Tongue is not bent enough. Tweezer 
grasps spring at prongs of arrows and twists in direction 
of arrow. At right—Spring corrected. 


in Fig. 28 A-B-C-D-etc. The colleted spring should then 
be placed on the balance. 


USE OF HAIRSPRING TRUING CALIPERS 


In order to determine accurately whether the hair. 
spring is centered and is level, it is slowly spun between 
the jaws of a hairspring truing caliper. 


While the regular balance truing calipers may be 













Fig. 28D. Spring is bent in too sharply. Place tweezers 
at prongs of arrow and twist in direction of the arrow. 


used, their jaws are too massive to permit close observa- 
tion of the innermost coils. 


An efficient truing caliper for this purpose may be 
(Please turn to page 376) 
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ANNOUNCES 


THE WORLD'S FIRST CHRONOGRAPH COURSE 





COVERING ALL COMPLICATED WATCHES 


APPLICATIONS ARE NOW BEING CONSIDERED 





After 15 months of extensive research 
and planning, Western Pennsylvania 
Horological Institute is proud to an- 
nounce the first complete course in 
chronograph complicated watch repair 
ever offered. The vast scope of this 
course, covering every step of assembly 
and disassembly of every complicated 
watch, has been made possible only 
through a NEW system of instruction 
which has cost this school thousands 
upon thousands of dollars in preparation. 


The unique, permanent value of this 
course is in the fact that the watch- 
maker, upon leaving the school, takes 
with him a priceless set of copyrighted 
instruction manuals for every compli- 
cated watch he will ever encounter. 
These step-by-step Esembl-O-Grafs* 
contain detailed photographic and illus- 
trated information on all the hazards, 
sizes of screws, oiling instructions, etc., 
which cannot possibly be memorized in 
every case. | 


The reason for offering this new 
course is self-evident. Today’s influx of 
complicated watches from both domestic 
and foreign manufacturers is known to 
all watchmakers and jewelers. The post- 
war period has witnessed the amazing 
spread of chronographs, datographs, 


* Copyrighted 1948 


stop watches and other complicated 
movements. Indications are that these 
watches will continue to grow in popu- 
larity. Until now, this trend has been a 
profitless nuisance to_ watchmakers for 
the reason that they have not learned 
how to service the hundred-odd makes 
flooding the market. Even the most 
commonly known dial names—Movado, 
Pierce, Eterna, Wittnauer, Lephare, 
Heuer, Mido, Ulysse-Nardin — are in- 
creasing in number daily. 


Modern watchmakers and jewelers 
must be prepared for this growing field 
if they do not want to pass up a very 
profitable part of their business. Only 
the complete course of instruction now 
offered by Western Pennsylvania Horo- 
logical Institute can fit the watchmaker 
adequately for the task. 


Applications for enrollment are now being con- 
sidered from graduates of recognized watchmak- 
ing schools and from practicing watchmakers 
with at least five years’ bench experience. Write 
for complete details of the course and a new 36- 
page photo book describing the school and its 
facilities. 
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ALANCE STAFF STEEL—How hard and what tem- 

per, should steel be made, for turning balance staffs 

for good grade pocket watches? (Question No. 6072) 
S. F. 


Answer—The proper compromise between steel soft 
enough to turn readily and hard enough to permit mak- 
ing pivots of good strength and polish, can be had by 
tempering the steel, after hardening, to a full rich blue 
color. Harder than this, which would be a purple shade 
of blue, would make pivots so hard that they might 
break easily; softer, or a very light shade of blue, 
would make pivots apt to bend and would not take a 


high polish. 


ILING WATCH—I read what I want to know a 
long time ago in J. C.-K. articles, but wouldn't 
want to hunt for it, and would like to know the rule for 
all the places to oil in a watch, and all the places that 


must not be oiled. (Question No. 6073) P. G. 


Answer—tThe “rule” is, oil every place where there 
is sliding friction, and don’t oil where there is rolling 
friction. This means, oil must be used on pivots, on the 
coils of the mainspring, on all acting parts of the es- 
capement except the roller-jewel; on the sliding parts 
of stem-wind and setting work. Wheel teeth and pinion 
leaves are not oiled; the friction of their action is of 
the “rolling” kind. To oil any parts where not necessary 
would really cause friction after the oil becomes thick- 
ened and this would introduce “fluid friction,” instead 
of lubrication. 


R UST REMOVER—Can you give me the name of a 
| solution I saw advertised, a good while ago, that 
will entirely remove rust from steel parts of a watch? 


(Question No. 6074) R. H. 


Answer—wWe can say that any preparation offered, 
that claimed to remove rust in the sense that you appar- 
ently understood it, would be sold under a misleading 
claim; we know of no preparation that will do any 
more than ordinary kerosene oil will. With this, the 
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rust can be softened (by immersion) and brushed off. 
But what really matters, is that after rust is removed, 
the pits it has eaten out of the steel remain and nothing 
will remove these, except grinding the steel down to the 
bottom of the pits and refinishing the surface. 


UMINOUS PAINT—I want directions for mixing 
luminous paint that I have scraped off of old alarm 
clock dials and hands, so that I can use it to paint 
broken-out spots on some of these, and on watch dials, 


(Question No. 6075) L. M. 


Answer—There is no way that we could suggest for 
dissolving old luminous material as you mention, which 
would give satisfactory results in repainting dials and 
hands. From your material dealer, you can buy a con- 
venient outfit including fresh luminous paint, brushes, 
and directions for using these items. These outfits are 
supplied to the material trade by Hammel, Riglander & 
Co., 395 Fourth Avenue, New York City. If your regular 
dealer cannot furnish the outfit, write to the Hammel 
firm for addresses of dealers who have them in stock. 


ATCH OIL—How long is it safe to keep a bottle 
of fine watch oil in use? I have some, marked 
“Kelly,” that my father had unopened, for I know not 
how long, and I started using this a year ago. Should 
what is left be thrown out? (Question No. 6076) F. Y.A. 


Answer—If an oil is good in the first place, and the 
bottle kept closed and in a dark place, and opened only 
when oil is needed in the bench-cup, there doesn’t seem 
to be any need to throw any of it away, unless an ex- 
amination should show it to be somewhat thickened or 
contaminated with any foreign matter. Generally, deteri- 
oration of oil that was originally good, in the bottle, is 
due to carelessness in handling it. One should never oil 
watches or clocks directly out of the bottle. Oiling 
should be done from a covered bench oilcup, and the 
bottle opened only when replenishing the supply in the 


cup. 
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How to make customers 


JOP! LOOK! LISTEN! BUY! 








HE BIG FEATURE of this striking new General 
Electric Alarm Clock is its alarm. 
So melodious are the rounded notes of its bell 
alarm that it’s a downright pleasure to hear 
them—even in the early morning! (That’s 
what some people tell us, anyway.) 

In addition to this feature, this new General 
Electric Bell Alarm is one of the most beautiful 
alarm clocks you’ve ever seen! 

The softly gleaming case is of ivory plastic, 
contrasting handsomely with the gold-colored 
“frame”’ of the face. 

And note that dial! (Wish you could see it in 
natural color.) It’s a rich ivory with an antique 
ivory alarm dial, against which mahogany 
numerals stand out brilliantly. And the sea 
green hands and hour dots are luminous, for 
telling time in the darkness! | 

General Electric is proud to present this tia — age . 
brilliant new alarm clock—one you really have ; | "a — 
to see to appreciate! 


§ 
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3 . 





All the BIG G-E features! fea ae INFORMER 
“a Model 7H174L 


In addition to beauty and a new alarm, this $6.95, plus tax 
handsome clock has ALL the big General Elec- , : 


tric advantages: 





1. Self-starting...no winding. : 
’ © The General Electric Informer is the newest addition to a 
2. Quiet...no disturbing ticktock. complete line of popular-priced electric alarm clocks. We 


suggest that you stock this new-and-beautiful number 
| without delay. It will sell .. . sell... SELL! Appliance and 
4. Accurate... electrically checked by your elec- Merchandise Department, General Electric Company, 
tric utility to correspond with official Naval Bridgeport 2, Connecticut. 
Observatory Time. 


3. Dependable. ..wakes you on time every time. 


GENERAL G@ ELECTRIC 
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VIBRATING A HAIRSPRING 
(From page 372) 


made from old style frame calipers pictured in Fig. 29. 
To obtain a “bombsighter’s view” of the inner coils, one 
of the jaws is cut away and is replaced with a strong 
































but narrow strip of mainspring. The end of this spring 
is pierced with a diamond pointed drill. The hole made 
by this drill will accommodate the upper pivot. 


This strip of mainspring is either soldered or screwed 
to the frame as shown in Fig. 30C. This mainspring 





Fig. 30A. Part of one 
wing is cut off to be re- 
placed with strip of main- 


spring. 


strip must be narrow enough so that the collet and the 
first few coils may be observed. 


The balance and hairspring is placed in the caliper 










Fig. 30B. Strip of main- 
spring is prepared by 
drilling with diamond 
pointed drill. Mainspring 
is then turned over and 
finished as shown above. 






and slowly spun. With the eyeloupe looking directly 
down into the spring, (Fig. 31) observe the first few 
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inner coils while the balance turns slowly. If these fey 
coils appear as concentric circles, it may be a 
that the spring is properly centered around the collet. 


On the other hand, if these coils appear to weaye 
back and forth, in or out, it is an indication that they 
are not centered and Fig. 28 should be checked ang 
the spring compared with it. 


After these corrections are made, the caliper is turned 
so that the spring may be checked in the flat. Corree. 
tions made in the flat may disturb accuracies in the 
round and vice-versa. Therefore after every correction, 
the flat and round must be rechecked. : 


In a new spring, any deviation from a truly flat 





Fig. 30C. The strip of prepared spring is then either sol- 
dered or screwed to the wing of the caliper as shown. 


spring is generally due to inaccuracies at its pinning 
point in the collet. Corrections at the collet may be made 
either by lifting the spring at the point where it emerges 
from the collet hole or by pushing it downward, depend- 


Fig. 31. With eyeglass sighting 

the inner coils from _ directly 

above, observe behavior of spi- 

rals while balance is spun 
slowly. 












ing on the correction required. This may be done with 

a needle or with a pair of fine pointed tweezers. Tweezers 

adaptable for hairspring manipulation close to the collet 

are the No. 5 Dumont (style). The thin narrow points 

of these tweezers makes it possible to reach into the 

narrow confines of the hairspring close to the collet. 
(To be continued) 
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LittLeE TEL... a trim, attractive electric 
alarm clock with ivory-colored plastic case. 











Littte TEL is easy to sell because... 


It’s well known . . . Little Tel is backed by the most ex- 
tensive four-color advertising campaign ever run on clocks. 
This year there are 13 full-page, full-color Telechron adver- 
tisements featuring Little Tel in the country’s leading 
magazines — Life and The Saturday Evening Post. These ad- 
vertisements are read by more people than any other clock 
advertisements ... more people know about Little Tel. 


It’s low priced . . . Little Tel is being produced for selling 
in the popular-priced alarm clock field. It is a big value in 
quality, convenience, and performance. 


It brings your customers extra features . .. being electric, 
Little Tel is silent, it never needs winding, oiling, or regulat- 
ing. Because it has the famous, self-starting Telechron motor, 
it can be depended on for years of on-the-dot service. 


Stock up on Little Tel through your Telechron distributor. 
Telechron Inc., Ashland, Mass. A General Electric Affiliate. 


CSelechion 


Telechron—the first and favorite electric clock—provides right time for every room. Smart ELECTRIC CtOgurs 


styles in alarms, occasional, kitchen clocks, and awakening devices make profits for you. 
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| Manufacturers’ News 








Ronson Introduces New 
Point-of-Sale Displays 

After intensive research and experiment 
for unusual point-of-sale display material, 
Ronson Art Metal Works, Inc., Newark, 
N. J., has just announced a new series of 
extraordinary lighter display pieces. Three- 
dimensional embossed plaques, designed to 
promote the Crown, Whirlwind, Standard, 
Mastercase and Adonis lighters, have now 
been completed and are being made avail- 
able to dealers. 

The new plaques, measuring 634 inches 
by 8 inches and held in position by sturdy 
easels, permit insertion of actual Ronson 
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lighters. Simulated flames and fingers pro- 
duce the effect of Ronsons in use. The 
Crown display bears a full color illustra- 
tion emphasizing the decorative, social and 
convenience features of the table lighter 
in a live setting, while the pocket model 
features are dramatically demonstrated in 
the other displays. All plaques are in the 
game neutral over-all color scheme, har- 
monizing easily with any window color 
display. All displays in the series are rela- 
tive in size as well as in color and there- 
fore can be used separately or in groups. 

Dealers who wish to use the new display 
material are advised to write to the adver- 
tising department in Newark, N. J., for 
a descriptive catalog sheet of available 
point-of-sale material. 





New Palladium Swirl Brooch 
Called “Anniversary Waltz” 

Ernest Heinz, P. and R. Manufacturing 
Jewelers, Inc., 17-19 Williams St., Newark, 
N. J., has designed a basic swirl brooch 
of palladium which he calls “The Anni- 
versary Waltz.” 

The brooch, which also has matching 
earclips of the same precious white metal, 
serves the dual purpose of pin or a pend- 
ant clipped to a choker. The scroll that 
curves over into the center of the circle, 
which is two inches in diameter, is made 
heavy to be always ready to receive dia- 
monds in drilled settings that can be added 
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point after point on succeeding wedding 
anniversaries, 





Free Hospitalization Insurance 
For Jacques Kreisler Employees 


Jacques Kreisler Manufacturing Corp., 
North Bergen, N. J., has made arrange- 
ments to assume the entire cost of hos- 
pitalization insurance for each of its em- 
ployees who have been with the company 
six months or longer. These arrangements 
have been made with the “Blue Cross” 
Hospital Service Plan of New Jersey and 
will cover hospital expenses incurred by 
Kreisler employees and their families. 


The hospital insurance is given in ad- 
dition to the Kreisler Pension Plan which 
is available to all employees who have 
been with Jacques Kreisler more than five 
years. 


“The success of our business depends 
vitally on the welfare of our employees,” 
stated Tobias Stern, President of the firm. 
“This hospitalization insurance is still an- 
other method by which we can safeguard 
our employees against unforeseen difficul- 
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ties. 





Giant Postcards Feature Of 
Benrus Advertising Promotion 


The Benrus Watch Co., New York City, 
is giving “Spot-News” quality to advertis- 
ing and sales promotion activities by the 
use of giant cards measuring 11” x 614”. 
These cards mailed to jewelers, announce 
such diverse things as an additional sched- 
ule of radio and television spots in a cer- 
tain city, the installation of a giant clock 
over the score board in a major-league ball 
park, or a new promotional tie-up like 
Benrus being appointed Official Watch of 
the International Air Exposition at New 


York’s Idlewild Airport. 
According to Adrian Flanter, Benrus Ad- 








vertising and Sales Promotion Manager 
the jumbo messages have beer responsible 
for increased dealer cooperation. 





New Display Catalogue 


Reuter Displays of 147A Summer §,. 
Boston, manufacturers of jewelry and sil. 





verware displays, have a catalog available 
showing a wide variety of items, from card 
holders to velvet covered displays. 





John Henry Company 
Preparing Christmas Circular 

Preparations are in progress at the John 
Henry Co., Lansing, Mich., for a Christ. 
mas circular with the accent on gift dress- 
ings. Featured items on the green and red 
folder will include Christmas greeting 
cards, seals, tags and stickers. 

Since last season the company has de- 
veloped several new gift-wrapping acces- 
sories which will also appear in the mail- 
ing piece. 


New L & R ‘Solderzit’ 
For Quick Repairs 

L & R Manufacturing Co. of Arlington, 
New Jersey, recently introduced L & R 
Solderzit, an all-purpose high-strength 
metal solder that contains its own flux 
selling at 50¢ a tube. This new product 
facilitates electrical and other soldering 
repair jobs that must be handled quickly. 
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ENTHUSIASM PERVADES J. 





R. WOOD CONVENTION 














Members of the nationwide sales staff of J. R. Wood & Sons, Inc., manufacturers of 
Art-Carved diamond engagement and wedding rings, attend banquet in connection with 
their annual convention at the Waldorf-Astoria in New York. W. Waters Schwab, J. R. 
Wood president, (center background) reported sales of recent months with the same 
optimism he applied to expectations for Fall and Winter business. 
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‘AUTOCRAT: PW-12. Chromium plated Pocket 
Watch with outside black enamel numeral 
dial. Clear non-breakable crystal. Has mod- 
ern, dial-type second indicator. A reliable 
timekeeper. Retail $2.75. 





CAMEO: WW-123. A truly beautiful Wrist 
Watch! The bezel is 10 kt. rolled gold 
plate, back is stainless steel. Raised numeral 
metal dial. Clear view crystal. Pigskin strap. 
Retail $7.95. 





PRINCESS: 1D-0-13. This smart, tiny l-day 
Alarm Clock is only 314" square. Gleaming 
ivory finished case, and brass plated bezel 
and hands. Single wind for time and cheer- 
ful bell alarm. Retail $3.50. 








LIBERATOR: 8D-182. Beautifully designed 8- 
day Alarm Clock. Watch-type escapement. 
Clear bell alarm. Square ivory finished case, 
with brightly polished brass bezel, distinc- 
tive hands. Retail $4.50, 


® Sentinel Clocks and Watches are 


LYRIC: SA-14. Graceful miniature self-starting 
electric Alarm Clock. Its smartly designed 
die-cast metal case is finished in glossy, 
durable ivory baked enamel. Pleasant 1-2-3 
alarm. 414," high. Retail $4.95. 


BREWSTER: SA-19. This self-starting electric 
Alarm Clock has a very legible dial and 
easy-to-see alarm set. The hand-rubbed case 
is an attractive combination of gumwood 
and walnut. Retail $7.95. 


ARTCRAFT: S$D-138. Self- ieutien duane Oc- 
casional Clock. Case, gumwood with butt 
walnut top, hand-rubbed finish. Gold plated 
feet and bezel. Silver plated metal dial. 
5)2"" high. Retail $9.95. 





KITCHENETTE: $K-1 37. Suenuitend self-start- 
ing electric Kitchen Clock, white or red 
plastic case. Forward tilt for easy reading. 
Clear dial, convex glass. Chrome plated 


bezel. Bottom set. 71" high. Retail $4.95. 


nationally advertised in LIFE, 


SATURDAY EVENING POST and LOOK whose monthly readership fs 


approximately 100 million people. 


Sentinel Clocks and Watches are sold under Fair Trade Agreements 
in states where these apply, with liberal profit margin. 

Available for dealers are illustrated consumer folders, counter cards, 
newspaper mats, and LIFE arrow stickers. 

Let the fast-selling Sentinel line bring you customers and profits. 


THE E. INGRAHAM COMPANY 
Established 1831 


Prices exclusive of taxes and subject to change. 


Bristol, Connecticut 
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SENTINEL 
Clocks and Utlehes 


Buy Sentinels! 
Your Customers Will! 


CATHEDRAL: $sC-2. eiibiene aimee 
electric Cabinet Clock in church nave de- 
sign. Case, selected two-toned walnut; sash, 
gold plated; dial, silver plated. Strikes hours 
and halves. 101" high. Retail $29.95. 








CROYDON: ‘$ST-7. A lovely Tambour self. 
starting Electric Clock, 20’ long; case, fine 
selected walnut veneers and burl walnut. 
Silver plated dial, gold plated sash. Strikes 
hours and halves. Retail $24.95. 





MONTCLAIR: SST-6. Self-starting Electric Tam- 
bour, 20°’ long. Oval sash, gold plated; dial, 
silver plated. Beautifully grained walnut 
with inlaid panels. Strikes hours and halves. 
Retail $24.95. 





LS ae =. : 

AURORA: ST-320. Self-starting electric Tam- 
bour Clock, 19" long. Beautiful, hand-rubbed 
case of selected walnut. Silver plated dial, 
gold plated sash. Retail $19.95. 
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Lovebright Diamonds 
Exhibit in Chicago 

One of the impressive displays at the 
National Jewelry Fair recently held in 
Chicago, was the exhibit of A. Edward 
Fisher & Co., Inc., manufacturers of na- 
tionally famous “Lovebright” Diamond 
rings. Occupying two spacious booths in 
the main Exhibition Hall of the Stevens 
Hotel, the exhibit brought compliments 
from all who saw it. 

Present at the exhibit, representing the 
A. Edward Fisher Co., Inc. of 580 Fifth 
Ave., New York, were the Messrs. Edward 
Fisher, Henry Israels, Dave Paul, Charles 
Mednikow, Stewart Fisher, and Albert 
Tralins, account executive of New Era Ad- 
vertising, Baltimore, in charge of the Love- 
bright account. 





Community Announces 
Ad Campaign 

The most comprehensive advertising 
campaign in the history of Oneida Ltd., 
manufacturers of Community Silverplate, 
and one which will be projected in na- 
tional magazines starting with the 1948 
fall issues—was recently announced by 
Harley H. Noyes, Vice President and Di- 





rector of Advertising, at the advertising 
session of a week-long sales meeting held 


at Oneida, N. Y. 

The plan, which will use 13 consumer 
publications—American, Charm, Cosmopol- 
itan, Glamour, Good Housekeeping, House- 
hold, Ladies’ Home Journal, Life, Look, 
Mademoiselle, McCalls, Redbook and Wom- 
an’s Home Companion—will result in a 
schedule which will bring to readers an 
average of better than one Community ad 
every two days during the campaign. 

The Jon Whitcomb “brides,” a feature 
of Community’s advertising, will continue 
to be used as illustrations. 





“Ring Leader” Issued 


Alby House, Inc., 305 E. 46th St., New 
York, is publishing a monthly magazine 
called “The Ring Leader.” Devoted to 
news concerning the firm’s rings, etc., the 
paper also shows specimens of advertising 
mats being made available to jewelers. 
Over 30,000 copies of the first issue were 
printed and distributed to jewelers through- 
out the U. S. 
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Elgin National Watch Co. 
Announces Fall Ad Series 


The Elgin National Watch Co. during 
October will launch the largest concen- 
trated fall advertising campaign in the 
company’s history, Gordon Howard, Elgin 
advertising manager, has announced. The 
watch company will use national maga- 
zines, newspapers and network radio to 
promote its Lord and Lady Elgin and the 
Elgin De Luxe watch line. Elgin also has 
scheduled trade paper advertising in many 
of the trade journals. 

In the national magazine group, Elgin 
will use full-page black and white ads and 
a four-color double spread in Life maga- 
zine from October to December. Full-page 
black and white and four-color ads will 
run in National Geographic, Look, Seven- 
teen, True Story, Ebony, Vogue, New York 
Times Magazine, Collier’s and The Satur- 
day Evening Post, in the same period. In 
the American Weekly, Esquire, and The 
Farm Journal, Elgin also has scheduled 
full page black and white and four-color 
ads. 

Again this year, Elgin will sponsor the 
“Two Hours of Stars” radio programs on 
Thanksgiving and Christmas. These shows 
bring together the top radio and film 
talent on these two national holidays. This 
year Elgin has moved the “Two Hours of 


Stars” from CBS to NBC. 





New Fold-Over Bracelet 

A new fold-over buckle bracelet that 
adjusts and contracts with the movements 
of the wrist, has been put into produc- 
tion by Stonewall Products Co., Inc., 79 
Seventh Ave., New York. 


Newest addition to the Stonewall line 
of watch attachments, the Adjusto-matic 
(construction patent pending) buckle, 
opens with a press, pull, rapid motion. It 
closes quickly when one folds over the 
buckle; the bracelet locks itself and stays 
securely on the wrist. | 

Stonewall’s Adjusto-matic is available 
with all styles of links and is made of 
non-corrosive materials. 





Bridal Ring Representative 
From Coast Visits New York 


Maurice W. Goldstein, West Coast Sales 
Manager for Bridal Ring Co., Inc., ar- 
rived in New York the first week of Au- 
gust, after stopping off at Chicago for 
consultation with mid-western representa- 
tive, George David. He spent the month 
of August in the east, assisting in plans 
for next year’s merchandising program of 
“Barel Bridals.” 

Fred Barel, exclusive designer of the 
exquisitely hand-carved “Barel Bridals” 
originals, recently returned from a visit to 
the West Coast. 





Sarkin at New Address 


David Sarkin, Inc. announces their re- 
moval to new and larger quarters. Long 
situated at 93 Nassau St., this well known 
manufacturer of rings and jewelry for men 
and women, will open ultra-modern offices, 
showrooms and factory at 37 West 47th 
St., New York 19, N. Y. 
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Flex-Let Adds Plant Space 

A second floor has been added to the 
wing of the F. & V. Mfg. Co., of East 
Providence, R. I., makers of Flex-Let Ex. 
pansion Products. 

It is stated that the addition of the ney 





floor-area will make available facilities for 
approximately 100 new workers in addi- 
tion to enlarged office, storage and ship- 
ping space. 


—_—_——__ —- 


Cross Distributes New 
Counter Display Pencil Case 

The A. T. Cross Pencil Co., 53 Warren 
St., Providence, R. I., makers of the na- 
tionally advertised Cross Century pencil 
and Lady Cross pencils, have designed a 
new counter display case which holds three 
Cross Century pencils and an assortment 
of eight Lady Cross pencils. The counter 
display is tastefully finished to simulate 
blond wood, has a maroon velvet tray and 
protects the pencils from dust and shop- 
lifting by a curved acetate cover which 
enhances the appearance of the pencils 
and the display case itself. 


N.A.M. Names Bermond 
To Distribution Committee 

J. F. Bermond, Vice President in Charge 
of Sales and Advertising for the Jacques 
Kreisler Manufacturing Corp., North Ber- 
gen, N. J., has recently been appointed 
by the National Association of Manufac- 
turers to a Committee on Distribution. 








TIME OUT AT PHILLY 
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Top political reporters, Warren Moscow 
of The New York Times and Tom O’Con- 
nor of The New York Star, take time out 
during the Democratic National Conven- 
tion in Philadelphia to see the Vulcain 
Cricket, sensational new wrist alarm dem- 
onstrated. Left to right: Mr. O’Connor, 
Bernard S. Lippman, President of the 
Vulcain Watch Co., Inc.; Mrs. Lippman, 
George Ditisheim, Vice President and Ad- 
vertising Director of Vulcain Watch Co., 
and Mr. Moscow. 
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PRESTON is an ideal Seth Thomas* clock to fea- 
ture for your fall and early holiday buying season. 
In traditional design with graceful, modern lines, 
it appeals instantly to shoppers who seek that 
rare gift . . . one they'll be truly proud to give. 


The Preston fits perfectly on narrow mantels, and 
its rich mahogany case with polished brass feet 
enhances the entire setting. It’s an electric, 
strikes hours and half-hours. Height: 6%4 inches. 
Width: 123% inches. Priced at $51.00 retail, in- 


cluding Federal tax. 


This Seth Thomas model and the two shown 
at the right are attention-getting clocks that 
help build business. Feature them prominently 
in windows and displays. Contact your whole- 
saler—now—about these and other nationally 
advertised electric and spring-wound models. 
Seth Thomas Clocks, Thomaston, Conn. 
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FEATURE THEM THIS FALL 
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PLAZA is an ultra-modern electric wall clock 


... new, smart-looking and distinctive. Reflects 
good taste. Makes a beautiful gift. Raised 
hour-markers and clock hands are in rich 
gold color and conform to the pleasing con- 
tour of the solid case. Overall diameter 13% 
inches. Available in genuine walnut or blond 
birch finish. Retails at $55.00, Federal tax 
included. 

PRICES SUBJECT TO CHANGE. 
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ECHO is another fast-seller... a Seth Thomias 
electric combining the beauty of an occasional! 
clock with the utility of a mellow-toned 
alarm. Suitable for cabinet, table, desk, or 
boudoir. Genuine walnut case, solid ma- 
hogany ends. Polished brass sash and feet. 
Dial 3/4 inches in diameter. Retails at $14.95 
for plain dial; $16.75 with luminous dial; 
Federal] tax included. 

#REG. U. S. PAT, OFF. 


SETH THOMAS 


Product of GENERAL TIME Instruments Corporation 





381 











WatchMaster Announces New 
‘Hairspring Vibrator’ 

American Time Products, Inc., New 
York, manufacturer of the WatchMaster 
Watch-rate Recorder recently announced 
the introduction of a new product to be 
known as the WatchMaster “Hairspring 
Vibrator.” It is designed to vibrate new 
or old hairsprings with their associated 





balance wheels in conjunction with the 
WatchMaster. One of its biggest uses will 
be in restaffing a watch. In repoising the 
balance, any change in weight must be 
compensated by a change in the length of 
the hairspring. With the WatchMaster 
Hairspring Vibrator, the hairspring balance 
assembly can be timed very quickly be- 
fore it goes into the watch, saving much 
time. 





Flowers from Fairfax 

Fairfax Distributing Co. celebrated the 
opening of their modern, new offices and 
showrooms at 136 West 52nd St., New 
York City, by presenting visitors of the 
fair sex at the ANRJA convention with 
an invitation to visit their new quarters, 
and accompanied the invitation with a 
lovely corsage of fresh orchids. 





Colby Creates Attractive 
New Window Display 

Colby Lighter Corp. has produced an 
attractive series of dealer helps, including 
mats, radio scripts and display material. 





Illustrated is the newest point-of-sale piece, 
a three-dimensional display featuring three 
Colby lighters. The Colby name is brilliant- 
ly embossed in metal on a rich fabric back- 
ground and the display is sturdily con- 
structed, measuring 8” x 6”. 
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Keepsake’s New Ad Series 
Designed to Capitalize 
On ‘Spur-of-Moment’ Urge 

A selling program introducing new and 
effective retail merchandising methods was 
announced by the A. H. Pond Co., makers 
of Keepsake diamond rings, at their semi- 
annual four-day sales conference held with 
eastern and western sales representatives 
in late July. 

Highlighting the announced program is 
a new merchandising tie-up with Western 
Union which will send diamond ring pros- 
pects, presold by national advertisements, 
to their nearest authorized Keepsake jew- 
eler at the moment their buying urge is 
greatest. Each advertisement carries a spe- 
cial message inviting interested prospects 
to “Call Operator 25, anywhere in the 
U.S.A. for the name of your nearest Keep- 
sake Jeweler.” 

Sales representatives attending the Pond 
sales meeting unanimously acclaimed the 
Western Union merchandising device as 
the most effective method yet found to 
make national advertising really sell di- 
rectly for the retail jeweler. Introduced 
exclusively in the jewelry field by the 
Pond firm, it was specifically developed to 
eliminate the dangerous “cooling off” pe- 
riod between the time a prospect is pre- 
sold by a national advertisement and the 
time he locates his nearest point of sale. 
By this plan, localized selling follow- 
through is made possible on every national 
advertisement. 





New Singapore Koroseal 
Watch Straps 

In addition to the regular line, a new 
pin seal finish that closely simulates leather 
is now being supplied in Singapore Koro- 
seal Molded watch straps. It is offered in 
buff, reddish-brown, navy and natural.col- 
ors. Korosea! changes temperature with the 
skin, is comfortable for year around wear; 
is odorless, resistant to prolonged flexing, 
sunlight, acids, corrosives, water, perspira- 
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tion and oxidation. Retailing for $1.00, the 
new strap is supplied on display cards of 
six units. Manufactured only by ‘Akron 
Linen Products Co., Akron 4, Ohio. 
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Wallace Fetes First Million 

A silver tray valued at $300, from the 
Wallace Collection of fine reproductions 
of old Sheffield Plate designs, was recently 
presented to the millionth visitor to “Main 





Street, Southern New England,” the New 
Haven Railroad’s balcony exhibit at Grand 
Central Station, New York, by W. W. Rich, 
President of Wallace Silversmiths of Wal. 
lingford, Conn. 





Swiss Trips Are Offered 
In Wakmann-Breitling Contest 


A nation-wide contest offering retail 
jewelers two all-expense-paid trips to Switz- 
erland, among other prizes, will be spon- 
sored September 1 through November 30 
by the Wakmann Watch Co., New York. 
Its primary purpose is to encourage the 
promotion and sales of watches prior to 
the holiday selling peak. 


Open to owners and managers of small, 
medium and large retail jewelry stores, 
the contest will, according to the rules, 
give all an equal chance to win. The first 
prize, a two week trip to Switzerland, will 
be awarded to the store having the high. 
est ratio of sales to population. Second 
prize is a ten day trip to Switzerland to 
be awarded to the retail store making 
the most effective use of newspaper space 
and/or direct mail, window and interior 
display, radio or unusual promotional 
stunts. The third prize, a five hundred 
dollar U. S. Treasury Savings Bond, and 
the other 37 prizes for runners-up, will be 
awarded on the same basis as the rules 
laid down for the second prize. Runner-up 
prizes consist of two $100 U. S. Treasury 
Savings Bonds, ten $50 Bonds and twenty- 
five $25 Bonds. If so desired, the winner 
of any prize may receive the equivalent in 
merchandise. 


Jewelers entering the contest should sub- 
mit photographs of displays, tear sheets 
or proofs of advertising and a simple writ- 
ten description of promotional stunts which 
have been carried out. Entries will be 
judged by leading executives of the jew- 
elry trade journals and the sponsor’s ad- 
vertising company. Winners will be selected 
on the basis of effort, prominence given 
the Wakmann and Breitling names, origin- 
ality of promotional stunts and over-all 
appeal. In competing for the first prize 
entries are to list Wakmann and Breitling 
sales figures for the period beginning Sep- 
tember 1 to November 30. Entries must 
be postmarked not later than November 30. 














WESTCLOX ACHIEVES 


new prestige for Big Ben...the best-known, 
best-loved name in clocks...with 


BIG BEN ELECTRIC 





Already a nation-wide success! 


In less than a year, Big Ben Electric has won a secure place 
for itself and added new luster to the most famous name in 
clocks. It’s sturdy brown moulded case with gold color 
trim is beautiful to look at; its Westclox-quality workman- 
ship throughout means dependable performance. Gong 
alarm with loud or soft volume control. Convex dial, attrac- 
tive pierced hands. Your Westclox line is not complete 
without this strong-selling clock. Big Ben Electric is priced 
to sell at $8.95—-with luminous dial, $1 more. A value your 
customers will appreciate. Distributed by leading wholesalers. 


price quoted does not include tax and is subject to change 


WESTCLOX, LASALLE-PERU. ILLINOIS; IN CANADA, WESTERN CLOCK CO., LTD., PETERBOROUGH, ONTARIO 
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New Rolfs Counter Cases 
Feature “Selector Panel” 

Following the success of the “Selector 
Panel” in the two Rolfs floor cases intro- 
duced less than a year ago, Rolfs, West 
Bend, ‘Wis., now announces the availability 
of the “Selector Panel” in two new coun- 
ter cases. 

Covered with velveteen, the panel per- 
mits the mounting of as many as 12 in- 





dividual billfold models—thus permitting 
the pre-selection of merchandise by cus- 
tomers. 

The above No. 400 Counter Case is all 
glass enclosed, size 34144” x 1814” x 114.5". 
Four billfold trays are a part of the coun- 
ter case purchase, making a complete com- 
pact leather goods department. 

A smaller all glass No. 300 counter case, 
size 23” x 1934” x 14%6", complete with 
trays'is also ayailable. 





Wallace Silversmiths 
Grant Wage Increase 

A five per cent general wage increase 
to all production workers, plus a more 
liberal group life insurance plan and other 
benefits were announced July 26 by Wal- 
lace Silversmiths, Wallingford, Conn., sil- 
verware manufacturers. This increase, 
which is the result of negotiations between 
the Amalgamated Silver Workers Union, 
A. F. of L. representing the production 
workers and company management, be- 
comes effective immediately. At the same 
time, the management announced that all 
office and salaried employees would receive 
a five per cent increase and a more liberal 
group life insurance plan. 





Introduce Bangle Cases 


Proving highly popular with watch im- 
porters is the new group of ten bangle 


‘bracelet watch cases, introduced by I. D. 


Watch Case Co., Inc. of Jamaica, N. Y 





Featured are many original and distinc- 
tive designs in yellow and white, with and 
without rhinestone embellishment. All of 
the cases are Hylap-finished for high gleam 
and have the Nanca plastic crystals, fav- 
ored for their clarity. 
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Gruen Announces Fall 
Advertising Campaign 

Presentation of the fall, 1948, line of 
watches and program of advertising of 
The Gruen Watch Co. to its U. S. and 
Canadian sales organizations were made 
early in July at the company’s annual con- 
vention in Cincinnati. 


The new watch line, with hundreds of 
models designed to appeal to the tastes 
of the most discriminating purchaser, is 
the most attractive and most elaborate 
Gruen ever prepared, in the opinion of 
Benjamin S. Katz, president, who con- 
ducted the meeting. 

The advertising program shown the sales 
representatives by Bernard M. Kliman, ad- 
vertising director, consisted of 101 full 
pages, mostly in full color, to be published 
during the fall in national magazines and 
metropolitan newspapers. Kliman said this 
was the biggest space program in the his- 
tory of Gruen and possibly in the watch 
industry. 

Supplementing the national magazine 
and radio advertising is a widespread range 
of dealer point-of-sale material including 
newspaper mats, billboards and car cards 
for use under the Gruen 50/50 coopera- 
tive advertising plan. Additional material 
for jewelers includes a selection of 12 
window displays, radio platters for local 
announcements, direct mail brochures for 
Christmas use and other direct mail ma- 
terial. 

Addressing the meeting, Katz emphasized 
that the present national income is at the 
rate of 230 billion dollars per year and 
that there is'‘no reason why the Christmas 
selling season this year shouldn’t be the 
greatest in the history of the jewelry in- 
dustry. 





Wyler Enters Farm Market 
With $5000 Prize Contest 

Wyler Watch Agency, Inc. has launched 
a new advertising campaign in the most 
widely read farm magazine in America 
—Farm Journal—to tap the prosperous 
farm market. Five thousand dollars in cash 
and watch prizes are offered in the first 
2-color ad in the series. The object of the 
contest is to obtain the best answers to 
the question, “Why is the Wyler incaflex 
best for country living?” 

The contest expires September 20. 

According to Alfred Wyler, reports from 
field representatives indicate enthusiastic 
support of this contest by jewelers in farm- 
ing communities and in urban areas. They 
expect entries from active farmers as well 
as suburbanites and week-end farmers 
whose activities subject their watches to 
thousands of daily shocks. 





Reed & Barton Name 
Abbott Kimball Agency 


Reed & Barton, silversmiths, Taunton, 
Mass., have announced the appointment 
of Abbott Kimball Co., Inc., New York, 
to handle advertising for their commercial 
line of silver plated flatware. Advertising 
for all other Reed & Barton lines, includ- 
ing sterling silver, continues to be handled 
by Badger & Browning, Inc., Boston. 
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New Findings Catalog 
Issued by W. R. Cobb Co. 

A new 1948 jewelry findings catalog 
containing over 1500 separate items, her 





been prepared by W. R. Cobb Co., 10] 
Sabin St., Providence, R. I. Available to 
jewelers for the asking, it lists the many 
items made by the Cobb firm, which are 
distributed through wholesalers. 





Winning Window Announced 
For “Kiddie Kraft’ Contest 


The Marathon Co., manufacturers of 
Kiddie Kraft jewelry, have announced three 
first prize winners in their recent nation- 
wide dealer window display contest. They 
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are: Group “A”, Rudolph’s, Rome, N. Y. 
(window illustrated); Group “B”, Sigler 
Jewelry and Optical Co., Dallas, Tex., and 
Group “C”, House of Gems, Chambersburg, 
Pa. 


First prize in each group was $500, sec- 
ond prize $250, and third prize $150. 


Stores participating in the contest re- 
ported sharp sales increases during the 
week they featured Kiddie Kraft windows. 


Second and third prizes in the “A” 
Group went to Meyer Jewelry Co., Detroit, 
Mich., and Rudolph’s, Endicott, N. Y. 
Second and third prizes in the ‘B” Group 
went to McKee Jewelry Co., Joplin, Mo. 
and Steinberg’s Jewelry Store, La Porte, 
Ind. Second and third prizes in the “C” 
Group went to Meyer Jewelry Co., Napa, 
Cal., and Boyd’s Jewelry, Fall River, Mass. 


ee ee 


Imperial Watches Launches 
Fall Advertising Campaign 

Sidney Kramer, president of Bayer, 
Pretzfelder & Mills, Inc., New York, an- 
nounces that the company will celebrate 
the 100th anniversary of its Imperial 
watches by launching a national advertis- 
ing campaign for this line in top maga- 
zines and on the air this fall. Initial large- 
space advertisement of the campaign will 
appear in Life magazine, to be followed by 
advertising in The Saturday Evening Post. 
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“NATIONALLY ACCREDITED” 
(DAY & NIGHT CLASSES) 


VETERANS APPROVED UNDER PUBLIC 
LAW 16 AND 346 


WRITE FOR FREE CATALOGUE 


83 NORTH SECOND ST. MEMPHIS, TENN. 

















KNOW YOUR VIBRATOR e¢ MAIL DIRECT 
SAME DAY SERVICE 





Flat $1.75 Swiss & 
Breguet $2.50 American 
Send 
Fitted to balance bridge, 


balance, stud 
and collet. 


bridge, no lev- 
eling necessary. 





Contract esti- 





Use only heavy mates given to 
mailing envel- Watch and 
opes. Sent up- Clock manu- 
on request. facturers. 


These and many other letters from customers prove our service. 


| wish to compliment you on hairspring you vibrated for me. 
| had it back in 5 days and it rated WITHIN 20 SECONDS 
at Ky timing machine. You shall have all of my hairspring 
and | shall recommend you to others. Thanks. . 
SCHEEL 353 E. Commerce St., San Antonio, Texas. 
Just getting around to think you for your QUICK SERVICE 
on my hairsprings. You have been recommended to my fellow 
watchmakers as DEPENDABLE.—V. D. POPHAM, Morrow 
Watch Shop, Morrow, Ohio. 
Thank you for your very fast service. | have not had one 
customer return for regulation with hairsprings fitted by you. 
Yours truly—H. GURNEY, Box 551, Calimesa, Calif. 


Your fast efficent service is very much appreciated. In the 

future we shall send all our hairspring jobs to you. | men- 

tioned your exceptional service to some of my friends and 

they have already sent to you. Thank you again. Sincerely 

ea E. SCHMITZ. 222 Hollister St., Grand Rapids, 
ich. 


HAIRSPRING VIBRATING CO. 
CHARLES THOMAS 


P.O. Box 330 336 48th St. Union City, N. J. 
Formerly in charge of Hairspring Dept. for Bulova Watch Co. 
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GIVE A LIFT 


TO YOUR NAME 

: a 
Your store and the motor car — 
there's much in common. The car 
with the reputation for leadership 
offers the unusual — in its lines, in 
its refinements and luxuries. To 
have an outstanding reputation 
your store, too, must offer the 
unordinary. Westminster Chimes, 
notable styling, exquisite crafts- 
manship, the unerring accuracy of 
the Telechron Motor set Revere 
Clocks apart. Send for catalog 
showing the Revere creations that 
allow you to impress the influen- 
tial with the excellence of your 
selections. 


THE REVERE CLOCK COMPANY 
CINCINNATI 6, OHIO 


Available through Revere 
Authorized Distributors 


MANTEL CLOCK is the R-941. FLOOR CLOCK is the 


The ‘‘new look" in modern popular ‘"'PILGRIM 

clock styling. Natural blond Mahogany case, 80°" high. 
case of rare, cream colored Moon Dial. Westminster 
Avodire wood. Westminster Chimes. Retails for $425 


Chimes. Retails for $55 plus tax. plus tax. 


Despite much costlier manufacturing there is onl 
oRbai-1a-Jslet-M ol -b002-1-11 Beale) Ar lile Milo] a -ta- 2-1 amt. 4-02-10 -l ola let - 


NEW YORK OFFICE AND SHOWROOM: 37 West 47th Street 


CHICAGO SHOWROOM: 1422 Merchandise Mart 
SAN FRANCISCO SHOWROOM: 


rchandise Mart 


5466 Western Me 












New Kassoy Balance 
Gives Thousandths of Carat 

A new scale, designed to split the point 
into ten parts and, therefore, make dia- 
mond weighing more accurate, has been 
announced by I. Kassoy, Inc., 7 W. 45th 
St., New York. Called the “Visipoint” bal- 
ance, it records diamond weights in terms 
of thousandths of carats. 

According to Mr. Kassoy, “The con- 
tinued trend of the price of diamonds over 


aA cx wm 











the last 50 years has been generally up- 
ward. Therefore, the average price of the 
point has reached a level where it must 
be broken down into smaller divisions so 
that buyer and seller alike can intelligently 
determine what they are doing. The Kas- 
soy ‘Visipoint’ balance, now makes this 
possible.” 

The “Visipoint” balance is expected to 
be available early in 1949, 


1881 Rogers Ads To Have 
Appeal to ‘Young Moderns’ 

An advertising campaign for 1881 Rog- 
ers Silverplate, advertising aimed at “alert 
young moderns” will begin in September 
issues of Life and a group of “romance” 
magazines. 

The campaign, using four-color full 
pages, is the first for 1881 Rogers to be 
turned out by J. Walter Thompson since 
it became the agency for this division of 
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Oneida Ltd., makers of the silverplate. 

Informal, action photographs of “real 
life,” spirited young couples dominate the 
advertisements. The names “1881 Rogers” 
and “Oneida” are stressed as quality fac- 
tors. Essentially, the technique follows that 
of the successful “young” magazines in 
treatment of their articles and fiction. 

Dealers are being supplied with display 
and direct mail material. 
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Campbell Named Controller 
and Director of Swank, Inc. 


James G. Campbell has been appointed 
controller and elected a member of the 
board of directors of Swank, Inc., manu- 
facturers of men’s jewelry, leather and 
other accessories, it was announced on 
July 28 by J. Carlton Bagnall, executive 
vice president. Mr. Campbell has had 17 
years of accounting and administrative ex- 
perience, including positions with the 
United States Aircraft Corp., Philadelphia 
Electric Co., and Hotel Pennsylvania in 
New York. 

Mr. Bagnall has also announced that 
Chester Gifford has been named to assist 
Maurice L. Heller, vice president in charge 
of sales for Swank, Inc. He joins Swank 
from Schick, Inc., Stamford, Conn., where 
he held the position of Eastern Sales 
Manager. Prior to joining Schick in 1940, 
he was sales promotion manager for Mc- 
Graw Electric Co, of Chicago. 





Announce Price Reduction 
M. F. G. Watch Band Co., Inc., New 


York, has announced a substantial price 
reduction on its entire Admiral line of 
watch bracelets. The reduction applies, 
also, to expansion bracelet and locket com- 
binations for kiddies. 





Spartus Announces 
Two New Cameras 

Effective August 1, the name of the 
Spencer Co., Chicago, was changed to 
Spartus Camera Corp. Coincident with this 
announcement, the firm announced the 
presentation of two new models. 

The Spartaflex is an automatic dual- 
focusing twin lens reflex model, synchron- 
ized for flash. Attractively designed, with 
the lenses coupled by precision milled fo- 









cusing rings, its features include 4 lens 
openings—F7.7, F11, F16, F22; and sports- 
man view-finder for eye level shooting. 
Both the picture taking and viewing lenses 
are F7.7 achromat. Focusing range is from 
5 ft. to infinity. 

The new Spartus 35mm model comes 
with an F/3.5 coated anastigmat lens and 
micrometer focusing mount. Included 
among its many other features are the fol- 
lowing: it takes pictures from 4 ft. to in- 
finity; the shutter has 4 speeds; 1/25, 
1/50, 1/100, 1/150 second, time and bulb; 
it has a socket for cable release; the dia- 
phragm has 8 apertures from F3.5 to F22; 
there is also an enclosed optical type view 
finder. Retail price is $29.50, including 
Federal excise tax. 


ing manager for General Mills M 
Division, has been assigned the additio 
responsibility of sales promotion for re 
division, according to a recent announ ; 
ment by L. N. Perrin, president of Genera] 
Mills. The firm has also announced th 
advancement of Jack Berno to the pog e 
supervisor of national account for Genera] 
Mills home appliances. 


has announced the appointment of 
new sales representatives. They are Stan. 
ley G. Brasch, who will call on account 
in Detroit and surrounding towns; Jack 
Cambron, who will cover Florida, Ala. 
bama and parts of Mississippi and Georgia: 
Eugene Hertzka, who will cover parts of 
California and Oregon and all of Nevada, 
and Martin H. Silvers who will cover , 
territory including parts of northern Jp. 
diana and northern Illinois. 


promotion of Jerome Kaskey to the pog. 
tion of assistant sales manager. Mr. Kaskey 
has previously served as assistant sales 
manager of the firm. National Silver has 
also announced the appointment of Marvin 
E. Whyman to their sales staff. He will be 
attached to the Chicago office. 


nounced the appointment of Don L. Church 
to represent the firm in a portion of Cali. 
fornia and Nevada. 


Glen Jewelry Co., Inc., makers of “Glider” 
ratchet and women’s bands, on the West 
Coast. 


to sales manager of its hotel division has 
been announced by Wallace Silversmiths, 
Wallingford, Conn. He succeeds John F, 
Banks who will henceforth devote his at. 
tention to duties as assistant general sales 
manager. 


sales manager of the Rolfs personal leather 
goods division of Amity Leather Products 
Co., West Bend, Wisc. 


and Loan Association of Rockville Centre, 
L. IL, N. Y., recently elected Jesse Henshel, 
popular Bulova representative in the Long 
Island and Brooklyn area, a member of 
their Board of Directors. 


Opens Chicago Showrooms 


importers and distributors, opened new 
show rooms and offices in Chicago, in Suite 
1114 of the North American Bldg., at 36 
South Side St. It will be under the man- 
agership of Bob Lewis. 


Mele Announces New 
‘Magic Touch’ Jewel Box 


Mele Mfg. Co., Inc., 220 Fifth Ave., New 
York 1, is called the “Magic Touch” Se 
cret Compartment Jewel Box. It features 
a spacious, multi-purpose secret compart 
ment ingeniously concealed in the bottom 
section of the box. Features include 4 
genuine leather covering with quilted top, 
and luxurious velvet lining in harmonizing 
color. 
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James Fish, who has served as 
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The Gruen Watch Co., Cincinnati, 0 
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National Silver Co. has announced the 





The Waltham Watch Co. recently ap. 













Bud Yeager is now representing the 







The promotion of Edward S. Glavis, Jr, 















Junius G. Klumb has been appointed 


Directors of The County Federal Savings 
















Royal of Pittsburgh, costume jewelry 




















A new jewel box, manufactured by the 
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WATCHMAKERS and JEWELERS 


Now Available! 


“BULOVA MANUAL on WATCHMAKING”’ 
A “MUST” for every Watchmaker! 


Over 275 pages chock full of practical information, instruc- 
tion, and illustrations. This 842” x 11” volume was $5 00 
formerly restricted—now you can get it for only. . ° 











Genuine Gruen! 
BALANCE STAFF and STEM COMBINATION 


IN CABINET 


48 bottles containing 24 stems and 24 staffs. Compara- 
tive chart included shows coverage on over $11 75 
SED GROGTS 2 cc cccccceccccoscceeseoeccee ° 


DIAL REFINISHING 











@ HAIRSPRING VIBRATING e@ 


@ CRYSTAL FITTING @ UNBREAKABLE ELECTROSEALS 


(One Year Guarantee) 


e CENUINE AMERICAN 
MATERIALS 

e WATCHMAKERS 
TOOLS 






ZA 
hk fax 


e CENUINE SWISS 
MATERIALS 


Write for Free 
Cataleg @ Self-Addressed 
Envelopes © Movement Ne 

Ligne Cauge _ We 


DEP’T. D 


15 MAIDEN LANE © NEW YORK 7, WN. Y. 





Your 


CUSTOMERS LIKE 
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“TIME -AND-A-HALF” VALUE 

















Now... 


A New Popular Priced 
Multi-Duty Machine 





Soe 


For Lapping Rings, Watch Cases and 
Bracelet Parts 


Wheels are interchangeable for Ring 
Mandrels, Drill chucks or tapper spindel 
for Buffing, and can accommodate a 10” 
sanding disc or felt wheel. 


Write for Folder. 
Specialists for the jewelry industry. Call Flushing 3-6125 


ALKA PRECISION TOOLS & EXP. WORK 


22-44 122nd STREET COLLEGE POINT, L. I., N. Y. 
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in Gilbert’s guaranteed 
40-HOUR ALARM CLOCKS 


If they forget to wind the alarm clock, no 
matter—if it’s a Gilbert—for CGilbert’s 
40-hour movement will still be running 
...and telling accurate time...the next 
morning. 

Customers like Gilbert’s rugged depend- 
ability, too. They like Gilbert’s clean, smart 
styling; day-and-night utility. 

And customers like the store that offers 
them this all-around value so evident in 


Gilbert alarm Clocks. 


Ask Your Wholesaler 





Cloch makers to the nation since 1807 


THE WM. L. GILBERT CLOCK CORP. 
WINSTED, CONNECTICUT 


Laconia, New Hampshire 


551 Fifth Avenue 
New York 17, N. Y. 


141 W. Jackson Bivd. 
Chicago 4, II. 


$87 





FIT-TITE MOULDED GLASS 


Wateh Chystals 


CYLINDRICALS ¢ FANCY FLAT TOPS 
GABLE TOPS * ROUND BALLS * ROUND FLAT TOPS 


..e precision crafted, highly polished moulded glass 

watch crystals for all popular makes of men's and 

ladies’ watches... those originally fitted with and 

Write for the new FULTON ~— those capable of being modernized with moulded 
aoe _. Crystal ~~ alass crystals. Completely finished and ready for 
ee dustproof fit without further grinding. An opportu- 

nity to profit from the vast, new market in moulded 


( W} glass with the finest quality moulded glass crystals 
) you — or your customers —can buy. 
: | Cabinet Assortments or refills. 
|: TT () \ Your material jobber will supply you. 
* ESTABLISHED 193) 


WATCH CRYSTAL COR? 121 FULTON STREET, NEW YORK 7, N.Y 
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Wall Size DIAMOND RINGS, STONE RINGS, WEDDING RINGS — 
The ONLY SIZER that can do all this for youl + 


a SiR ae VNOLOS 


|.REOUCE and EN- i 5s eae “4 A \caeconsto WWial- 
sos io 3 : 74° For Sawing - Slotting - Milling 


2.ENLARGE DIA- “ a | 4 — , : 
MOND-SETEN- pun alnir . a __ Cutting Up Stock - Winding -Ete. 


GAGEMENT RINGS 





LAR SARE of cries of 


—all kinds, — In Your 


3.ENLARGE STONE > — SN | Lt. (pee 
4. ENLARGE 5, 7 & i0- aOo Oz m 


STONE WEDDING (#mai—————“7 [ee 
waane COMPLETE is — J. 5 KAGAN & co. 
$/ AFET Y TO THE [ame ?. *:: - 220 ~¥ “~ Stree! =] 
, ~~ 

Be Sure It’s A Kagan Sizer BED: Hond Scraped, ‘V’’ Ways For Alignment of 

Rest Made of Cast lron — Very Rigid. 

REST: Has Hand Knob for Quick Adjustment and 

Kora diate MoM 1-10 MM alol Malelilo Ml 4a-\0, Biola ala! Mallar 

zontal and Vertical Adjustments. Top of Slide Te 

Flat for Attaching Fixtures. 

SPINDLE: Operates In Sealed Ball Bearings. 

LATHE SPEEDS APPROX.: 900 — 1400 — 2200 — 

3400 RPM using 1800 RPM Motor. 


REYNOLDS HAS PRESSES! 
FOOT a. "aa ely POWER 








REYNOLDS 
FOR POWER 
PRESSES 


REYNOLDS 
FOR FOOT 
, PRESSES 


aatte LDS MACHINERY CO. 


303 EDDY STREET— PROVIDENCE 3, RHODE ISLAND 
THE JEWELERS’ CIRCULAR-KEYSTONE 


WATCHES CLOCKS 


WM. F. NYE INC., NEW BEDFORD. MASS. 




















WAVE YOU READ THESE BOOKS? 





These authoritative and interestingly written books on a wide 
range of subjects about your business will be a great help to you. 
Just put a circle around the books you want on the coupon below, 
write in your name and address, attach your check, and send it to 


For the Gem Expert, Connoisseur and Student of 


Gemology 
1. GEMS AND GEM MATERIALS 





Drs. Kraus & Slawson $4.00 
1A. KEY TO PRECIOUS STONES _ LL. J. Spencer $3.50 
>. GETTING ACQUAINTED WITH MINERALS 

George L. Englis $2.50 
3, REVISED LAPIDARY HANDBOOK 

J. H. Howard $3.00 
4. STORY OF THE GEMS eH. P. Whitlock $4.00 
5, STORY OF DIAMONDS $1.85 
5A. FAMOUS DIAMONDS OF THE WORLD $1.25 
5B. INTRODUCTORY GEMOLOGY 

Robert Webster $3.50 
5C. GEM TESTING _ B. W. Anderson, B.Sc., F.G.A. $5.00 
sD. GEM CUTTING J. Daniel Willems $3.50 


On Silver for the Jeweler, Collector and Antiquarian 
6. THE STERLING FLATWARE PATTERN INDEX 





Without Binder $15.00 
With Leather Binder $20.00 
7. ENGLISH SILVER (1675-1825) 
Stephen G. C. Ensko and Edward Wenham $5.00 
8. OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN S. B. Wyler $4.00 
9. NAVAJO AND PUEBLO SILVERSMITHS 
John Adair $4.00 


For the Skilled Watch and Ciock Maker, the Appren- 





tice and Student 
10. PRACTICAL WATCH REPAIRING 





Donald De. Carle $5.00 
11. PRACTICAL COURSE IN HOROLOGY 

Harold C. Kelly $2.75 
12. WATCH AND CLOCKMAKERS’ HANDBOOK, 

DICTIONARY AND GUIDE 

F. J. Britten $6.00 
13. KNOW THE ESCAPEMENT (New Edition) 

Barkus Watchmakers $5.00 
14, MODERN WATCH REPAIRING & ADJUSTING 

Bowman & Borer $3.00 
14A. MODERN CLOCKS _ T. R. Robinson $3.00 
15. CURIOUS HISTORY OF MUSIC BOXES 

Roy Mosoriak $5.00 
16. SIX QUAKER CLOCKMAKERS 

Edward E. Chandlee $10.00 
17. TIME AND TIMEKEEPERS | wp’. /. Milham $2.49 





us. We will send them postage prepaid anywhere in the United 
States. Remittance must accompany all orders. No books sent 


on 


18. 
19. 
20. 
21. 


22. 
23. 
24, 


25. 


26. 
27. 


approval. Prices subject to change without notice. 


MODERN METHODS IN HOROLOGY 
Grant Hood 


PRACTICAL BALANCE AND HAIRSPRING 
WORK W. J. Kleinlein 

RULES & PRACTICE FOR ADJUSTING 
WATCHES W. J. Kleinlein = 
PRACTICAL BENCHWORK FOR HOROLOGISTS 


Louis and Samuel Levin 
SCIENTIFIC TIMING Charles Purdom 
KEYSTONE WATCH REPAIR RECORD BOOK 


WITH THE WATCHMAKER AT THE BENCH 
Donald De Carle 

THE SCIENCE OF CLOCKS AND WATCHES 

(2nd Edition) A. L. Rawlings, Ph.D. 

HOROLOGY J. Eric Haswell, F.B.H.1. 

WATCHMAKERS & CLOCKMAKERS OF THE 


WORLD (Enlarged 2nd Edition) 
G. H. Baillie 


$2.50 
$3.50 


$3.50 


$5.00 
$6.00 
$2.75 


$3.00 


$5.00 
$4.50 


$10.00 


For the Jewelry Repairer, Engraver, Designer and 





29. 
30. 
31. 
32. 


33. 
34. 
35. 
36. 


37. 


38. 
39. 


40. 
41. 


. JEWELRY REPAIRERS’ HANDBOOK 


J. G. Keplinger 
JEWELRY DESIGN AND APPLIED DESIGN 
C. A. Jakobb 


JEWELRY a ENAMELING 


G. Pac 
REFINING PRECIOUS METAL WASTES 
C. M. Hoke 


ART MONOGRAMS AND LETTERING 
J]. M. Bergling 
(Special 16th Edition—Paper Cover) 


17th Edition—104 Pages—Paper Cover 
METALCRAFT AND JEWELRY 
Emil F. Kronquist 


A BC OF MODERN ENGRAVING 
William Kassel 


TESTING PRECIOUS METALS 
C. M. Hoke 


RINGS THROUGH THE AGES 
James R. McCarthy 


THE JEWELERS BUYERS DIRECTORY, 
1948-49 Edition 
3,033 RETAILING IDEAS Emanuel Lyons 


JEWELRY RARENG AND DESIGN 
Rose & Cirino 

JEWELRY GEM CUTTING & METALCRAFT 
W. T. Baxter 


HAND-MADE JEWELRY 


Louis Weiner 


$1.25 


$25.00 


$3.50 
$6.00 
$2.00 
$5.00 
$3.00 
$1.00 
$2.00 
$2.50 


$2.00 
$3.50 


$8.95 
$3.00 
$2.75 





THE JEWELERS’ CIRCULAR-KEYSTONE 


Please send the following books: 





100 E. 42ND ST., NEW YORK 17, N. Y. 


I—1A—2—3—4—5—_5A—5B—5C—5D—6—7—8—9— 1 0—1 ]—1 2—1 3—1 4— 1 4A —1 5—_ 16 —17 
18—19—20—21—22—-23—24—-25 26 27-28-29 30 —3 1—_ 32-33 34-35 —36 —_3 73 839 —_40 4 


|] CHECK [] MONEY ORDER Se, | See is attached. 
ON is 0 ss 4s dein dh aandeeet extada cee Rs bat ce de wd 60s eee eee cee ieee eee 
Aisin acca heat ci: itr cnaci i s ltt n emai ant le P. Ta, BOO POR ck ck Kaen Piidnes6ibhee een aes 


Check or money order must accompany all orders. Do not send cash. 
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Special Notices 


“Situation Wanted” — Regular type 


, only $1.25 first 25 words; additional 
' words, 5 cents per word. 


“Help Wanted”—‘Lines Wanted” and 
“Side Lines”—regular type $2.50 first 25 
words. Additional words 10 cents per 
word. Heavy type $5.00 first 25 words; 
additional words 20 cents per word. 


Under all other headings — regular 
type $5.00 first 25 words; additional 
words 20 cents per word. Heavy type 
$7.50 first 25 words; additional words 25 
cents per word. 


Name, address, initials and abbrevia- 
tions count as words and are charged 
for as part of the advertisement. If 
answers are to be forwarded, 15 cents 
extra to cover postage must be enclosed. 
Remittance with order. 

Not subject to agency commissions. 

All answers will be directed care 


Jewelers’ Circular-Keystone, unless oth- 
erwise instructed. 


In answering ads, do not enclose orig- 
imal letters of re endations, 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 








JEWELRY store salesman, A-1 repair 
estimator, desires position; best refer- 
ences. Address ‘“‘A., 1580,” care J C-K. 





BOOKKEEPER, typist, many years jew- 
elry experience, complete charge; sal- 
ary $60. Address “H., 1562,” care J C-K. 





WATCHMAKER wants permanent posi- 
tion with furnished apartment; 25 
years at the bench; best of references. 
Address “A., 1494,” care J C-K. 





OUTSTANDING ‘salesman, merchandiser, 
window trimmer; fully capable operat- 
ing a store successfully; highest rec- 
— Address “B., 1461,” care 





DIAMOND buyer, knowledge of colored 
stones, mounting of rings, jewelry, 
etc.; capable of taking charge of de- 
partment; can furnish good references. 
Address “A., 1579,” care J C-K. 





SALESMAN; very highly qualified; open 
for lucrative proposition in reputable 
western jewelry store; well worth your 
immediate, personal attention. Address 
“G., 1468,” care J C-K. 


WATCHMAKER, engraver, available, 
age 40, married, sober; 20 years’ ex- 
perience, good character; state hours, 
salary and conditions. Address “V., 
1485,” care J C-K. 








VERY capable Swiss and American 
watchmaker: 29 years’ experience; 
with present firm six years, desires 
making change; good references. Ad- 
dress “J., 1553,” care J C-K. 





WATCHMAKER, 37 years’ experience all 
makes watches, close regulating; cap- 
able taking charge of repair depart- 
ment; good references. Address “N., 
1557,” care J C-K. 





BUYER'S assistant; thorough retail 
chain experience in watches, diamonds 
and costume jewelry; seeking better 
opportunity and income with firm in 
New York City area. Address “F., 1550,” 
care J C-K. 


SALESMAN, fine’ retail experience, 
watches, diamond and costume jewel- 
ry; now employed by large chain and 
seeking better opportunity, with or- 
ganization in New York City area. Ad- 
dress “H., 1551,” care J C-K. 





DIAMOND man, buyer, bunch rings; 
20 years’ experience; hizhest quali- 
ty references furnished; willing to 
go anywhere. Address “V., 1516,” 
care J C-K. 





WATCHMAKER, school graduate, one 
and one half years’ experience, consci- 
entious, own tools, desires steady posi- 
tion with Al watchmaker-jeweler; 
moderate salary: New York or out of 
town. Address “G., 1552,” care J C-K. 





JEWELER, engraver, diamond setter, 20 
years better class work, would like 
connection with an old established re- 
tail store, where better class of work 
prevails. Address “‘C., 1547,” care J C-K. 





ENGRAVER, 20 years engraving flat- 
ware, hollowware and better class of 
jewelry. tacsimile, etc., desires posi- 
tion with high class established retail 
store. Address “D., 1548,” care J C-K. 





MAN, having 20 years retail credit jewel- 
ry experience, who knows the business 
from A to Z, wishes to connect with 
reliable concern; go anvwhere. Ad- 
dress “K., 1523,” care J C-K. 





SALESLADY; retail experience, execu- 
tive ability; young. attractive, intelli- 
gent, personable: can assume responsi- 
bility; handle secretarial duties; hich 
salary; New York City. Address “M., 
1558,” care J C-K. 





ELGIN school graduate, 18 years’ ex- 
perience, desires posi‘ion in high 
grade store as estimator, or take 
charge of repair department; salary 
or commission, Address “D., 1584,"’ 
care J C-K., 





YOUNG lady. experienced production, 
diamond jewelry, handling loose goods, 
office work, desires connection with 
reputable concern; also consider sell- 
~~ position. Address ‘L., 1556,” care 





RECENT graduate of watchmaking 
school, with two months of watch re- 
pair experience, desires steadv posi- 
tion: any location considered. Edward 
J. Kruger, 2812 Beechwood SBlvd., 
Pittsburgh 17, Pa. 





SALESMAN, jewelry, young, 10 years re- 
tail experience; G.1.A. education; thor- 
oughly experienced every phase: finest 
references; desires inside position, 
metropolitan area. Address “N., 1480,” 
care J C-K. 





JEWELRY and watch estimator, cap- 
able salesman, desires position with 
progressive organization; able to take 
complete charge; excellent reference. 
Address “G., 1435,” care J C-K. 





YOUNG lady. 29, married; complete 
knowledge watch and jewelry business, 
also minor watch repairing: knowl- 
edge bookkeeping and tyning. Ad- 
dress “R., 1566,” care J C-K. 








SALESMAN wishes connection with 
manufacturer, calling on wholesale 
jewelers and jobbers; well connected; 
ie re Address “C., 1506,” care 


DESIGNER; young lady, 
with leading concerns: ‘hee 
phases of manufacturing; fy} pa all 


time. Address “D., 1223,” care 7 er 
cE 





WATCH cases; supervisor-foreman: 
years’ experience on gold, gold fil 26 
seeks connection with reliable are 
that — — man with good bac, 
ground in S capacity. Ad i 
1567,” care J C-K. dress “fT, 





———————__ 


YOUNG lady bookkeeper, thorou 
perienced in the jewelry manatee 
ing line, capable of taking full char., 
of office, wishes responsible position 
Address “M., 1526,” care J C-K. : 





lt rrr 


RETAIL jewelry salesman, 10 years’ ox 
perience, thorough knowledge of dia. 
monds, and special order work, Seeks 
position with reputable jeweler in me. 
tropolitan or suburban area, Addregs 
“T., 1578," care J C-K, 








FIRST class watchmaker, engraver 
salesman and stores manager, de. 
sires change; thoroughly capable ip 
above capacities, would like perma. 
nent position wiih better class jew. 
elry store affording substantia] fp. 
ture; 21 years’ experience in the 
jewelry business. Address “A, G, 
1546,” care J C-K. 











BOOKKEEPER, full charge, 15 yeary 
experience in large organizations; 
typist, correspondent, complete knowl. 
edge office routine, accustumed to re- 
sponsibility; personable, educated; ex- 
cellent references, Address “W., 1539,” 
care J C-K. 








WATCHMAKER, salesman; chronograph 
expert; clock and light jewelry repair- 
man; Bowman graduate; best of refer- 
ences; 20 years’ experience; reliable 
stores only reply. Address “V., 1498,” 
care J C-K. 





a 


SALESMAN, manager; 36; college gradu- 
ate; 11 years of retail credit; resident 
New York; honest, loyal, persistent 
worker; desires future anywhere, Ad- 
dress “Q, 1531,” care J C-K, 





VERY fine watchmaker, of long experi- 
ence, seeks position with high grade 
jeweler; excellent references. Address 
“D., 83," care J C-K. ‘ 





WATCHMAKER; experienced, reliable, 
wants position with reliable jewelry 
store that appreciates good work; em- 
ployed, in charge of repair department, 
at present time, but desires change. 
Address “R., 1453,” care J C-K. 





SALESMAN, jewelry, young, thoroughly 
experienced in both cash and credit re- 
tail stores; managerial training with 
large organization; position wanted in 
retail or wholesale firm in New York 
metropolitan area. Address “G., 1436, 
care J C-K. 





CAPABLE, efficient young man, very ex- 
perienced all phases handling mount- 
ings; has been in charge of complete 
ring department many years, with one 
of the oldest jewelry firms in New 
York City; wants responsible job only 
in New York City. Address “A., 1542, 
care J C-K. 


ae 





SKILLED salesman, buyer and mer- 
chandiser, expert watches, diamonds, 
jewelry; knowledge all phases credit 
operations; college graduate; age 29; 
desires responsible permanent posi- 
tion; salary commensurate with abil- 
ity. Address “R., 1489,” care J C-K. 


~~ 
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horoughly experienced, can 
MANAGEF. riplete charge credit store; 
oe top notch high calibre sales- 
ae window trimmer; expert diamond 
now led&e; age 35, married; excellent 
references. Address “C., 1430,” care J 
c-K. 
Oe ee 
_ age 39, 17 years’ experience, 
nd wholesale jewelry combined; 
salary and commission desired, will 
travel from New York City, if neces- 
sary; now connected with first class 
retail store. Address “A., 1426,” care J 
C-K. 
—_—_—eaG ll 
GENERAL manager, buyer and mer- 
chandise man; excellent knowledge 
of advertising, Sales promotion, 
credits and collections; 15 years 
with 10 store installment chain. 
Address “E., 1351,” care J C-K. 














28 years retail credit jewelry 

5 eee ans; no cash, but thorough 
knowledge as to every angle of sales, 
windows. etc.; have you cash and no 
experience which we can combine on 
rofit. sharing basis? Address “4.., 


1524." care J C-K. 





ETI ES 


ENGRAVER; position desired by high 
class workman; 25 years’ experience in 
finest stores and shops; expert mono- 
gramming and inscription work on 
gold and silver; top wages; East or 
South: Al reference. Address “Gra- 
vier, 1529.” care J C-K 








RETAIL jewelry salesman, utility man, 
34: married: 20 years’ cash, credit ex- 
perience: thorough knowledge jewel- 
ry: industrious; desires position with 
opportunities. Address “D., 1335,” care 
J C-K. 


nl 


WATCHMAKER, age 36, sober, neat ap- 
pearing school trained, expert on all 
grades, thoroughly experienced in esti- 
mating; two and one half years on 
present job desires position in high 
grade jewelry store, Chicago or vicin- 
itv; salary open: will submit snap- 
shot. Address “Circular 116,” Room 
1415, Heyworth Bldg., Chicago 2. 








AGGRESSIVE, young man, 26. seeks top 
connection; ambitious, conscientious, 
has nine years “know how”, retail, 
wholesale: diamonds, watches, semi 
and precious stones, estimates, coun- 
ter repairs, window trimming, sales, 
promotions. advertising, buying, pro- 
duction: excellent references; oppor- 
tunity important. Address “N., 1533,” 
care J C-K. 





JEWELER: young man, long experience, 
gold. platinum attachments, cover 
watch cases: gan produce for manu- 
facturer. jobber or chain store opera- 
tor. in small space, without machinery; 
many valuable connections in New 
York trade; prefer Los Angeles area. 

' Address “F., 1466,” care J C-K. 





WATCHMAKER, jeweler, H.I.A. certified 
master watchmaker certificate; good 
producer at bench; experienced in man- 
agement and salesmanship of watches 
and repair service; responsibility for 
profitable results taken: operation of 
department on concession basis, or 
salarv considered. Eastman, P. ‘ 
Box 96, Lancaster, Pa. 








MANAGER, for retail credit jewelry 
Store, now employed by large chain 
jewelry company, desires change; 12 
years diversified experience; am in- 
terested only in position. in small or 
medium sized town, within 290 mile 
radius of Pittsburgh: finest references 
eniahed. Address “A., 1460,” care J 


—————— 


WATCHMAKER, 25 years’ experience, 
desires position in California: former 
instructor; author of popular book on 
horology: best of references. Watch- 
maker, 263 May Ave., Monrovia, Calif. 





SALESMAN; cleancut, highly persua- 
Sive executive type; seeks position in 
diamond department of reputable cred- 
it jewelry store doing large volume 
business, very finest reference: bond- 
able. Address “C., 1397,” care J C-K. 





THOROUGHLY experienced credit 
store manager, buyer, and capable 
salesman, married, age 45, neat ap- 
pearance, 25 years’ experience as 
manager and buyer of two large 
M.d Western organizations, doing a 
large volume of business; can fur- 
nish excellent references from p:es- 
ent and past employer; wish tu lo- 
cate in the Middle West, South or 
West. Address “M., 1527,” care J 
C-K. 





SALESMAN or manager, age 34, married, 
thorough knowledge of entire jewelry 
line; Navy optical instructor for four 
and a half years; personal co-ordina- 
tur, promoter; can also estimate watch 
and jewelry repairs; prefer South; will 
consider any location; finest refer- 
ences; bondable; available in two 
weeks. Address “K., 1441,” care J C-K. 








OPPORTUNITY for reputable chain or 


individual to acquire immediate serv- 
ices top flight, enviably experienced 
store manager; results absolutely 
guaranteed: finest reference. Address 
“B., 919,” care J C-K. 





MANAGERIAL position wanted by man 
possessing over 25 years diversified 
experience in jewelry industry and 
thoroughly acquainted with every 
phase and operation of a modern, re- 
tail credit jewelry store; presently em- 
ployed in that capacity by large credit 
chain organization; can furnish ex- 
cellent trade reference. Address “K., 
1555,” care J C-K. 





MANAGER for dignified credit store, 
ability to create large personal vol- 
ume: accept responsibilitv for produc- 
tive operation of all departments; now 
employed, desires change to California, 
Arizona, Texas. city of 100.000. or 
smaller: 40 vears; married; college 
graduate. A.MM.. Apt. 400, 1243 W. 
6th St., Los Angeles, Calif. 





PACIFIC Northwest; retail jewelry sales- 
man desires managership or sales- 
man’s position in fine store; excellent 
salesm%n: thoroughlv exnerienced in 
every phase of business; well qualified. 
Address “R., 1327,” care J C-K. 





WATCHMAKER:; European trained, fac- 
tory and better stores, experienced, de- 
sires change; fast and accurate me- 
chanic on al) makes and sizes. includ- 
ing complicated watches: state hours 
9 salary, P. O. Box 1780, Sarasota, 

a. 





WATCHMAKER, age 35. 17 years’ ex- 
perience, desirous of living near sea- 
shore, wishes to establish permanent 
situation with reputahle jeweler, either 
Erst or Gulf Coast of Florida: capable 
of fast. accurate work. position adjust- 
ine chronogranhs, stop watches. re- 
peaters; experienced in railroad in- 
spectinn work: excellent references 
furnished on request; not monev crazy. 
Jack BE. Hatnes Watchmeker, 14 Fra- 
zier Ave., Ch»ttanooga, Tenn. 





BOOKKEEPER. full charge, general 
ledger trial balance, thoroughly ex- 
perienced diamonds and precious 
stones: extremelv capable. efficient, 
can assume responsibilitv: trust- 
worthy attractive: Manhattan. Ad- 
dress “P.. 1350." care J C-K. 





CHAIN store supervisor, now employed, 
whose experience covers management, 
buying, merchandising, advertising, 
promotions, displays, credit controls, 
desires key position with progressive 
concern; salary or participation basis; 
best of references, Address “C., 1144,” 
care J C-K. 


SUCCESSFUL salesman seeks responsi- 


bility managing modern, well equip- 
ped better ciass store; enviably quali- 
fied, handling advertising, displays, 
strong promotions, stock control, cred- 
its, collections, personnel co-ordina- 
tion; geared to perform outstanding 
large volume job; will consider $150 
weekly, plus liberal percentage on 
gross; in his early forties; married; 
"4 Address “T., 1455,” care 





MANAGER or salesman, desires perma- 


nent position with high class retail 
store: 20 years’ retail experience with 
New York's finest Fifth Avenue Jewel- 
ers, and one leading department store; 
thorough knowledge of diamonds, fine 
jewelry, watches and special order 
work; neat appearance; conscientious, 
excellent salesman; highest of refer- 
ences as to ability and character; de- 
sired salary, $100 per week. Address 
“E., 1509,” care J C-K. 





MR. JEWELER, are you looking for a 


manager to help relieve you of your 
responsibilities; I have 15 years diver- 
sified experience in the jewelry line, in 
the cash and credit field. buying and 
selling, store management, window 
trimming and advertising: I am 35 
years of age and married; best of ref- 
erences can be furnished: a personal 
interview can be arranged at your con- 
) a peace Address “P., 1530,” care J 





STORE manager, of ability and with 


29 years’ experience, a high type 
man with the best of character, mar- 
ried and one child, 46 years of age, 
no bad habits; qualified for regis- 
tered jeweler AGS, business law 
graduate; thoroughly trained and 
experienced in all types of adver- 
tising, capable buyer and of the 
financial administration; large store 
experience, million dollar volume; 
wants a high class firm and store; 
$7,590 the lowest acceptable with 
a commission on all sa'es: position 
on contract only. Address “V.., 
1568,” care J C-K. 





MAN in early thirties, with three years’ 


experience managing a credit jewelry 
store, in a large city and presently 
employed. desires connection as man- 
ager of jewelry store; in a position to 
put up small capital for an interest 
in the business: best references in the 
industry can be supplied; thoroughly 
honest, aggressive, promotion minded 
and experienced in selling. buying. and 
advertising: an asset to your business 
and capable of assuming full respon- 
sibility of your store. Address ‘“M., 
1443,” care J C-K. 





MINNEAPOLIS. Minn., jewelers atten- 


tion: manager-salesman, 33 years of 
age, with 15 years’ experience in better 
Class retail credit and cash jewelry 
stores. desires permanent position 
with Minneapolis jewelry firm; exneri- 
ence covers administration, selling, 
buving. credit and collections, adver- 
tising. window trimming and disnlavs, 
and manufacturing: can furnish the 
very best of references: available on 
30 davs notice. Address “R., 1330,” 
care J C-K. 





WATCHMAKER. 20 years’ experience, 


now employed as watchmaker and 
manager of watch repair denartment 
of large and old established firm, de- 
sires change: expert on chronographs, 
small and R.R. watches: cap*hle of 
instructing watchmaking. use “Watch- 
master”: understand all Swiss and 
American material systems: do ring 
sizing, and light fewelrv renairing; 
sober and denendahle: best of refer- 
ences: certified bv TTHA. of America; 
good working conditions and top sal- 
ws ene Address “D., 1464,” care 








(Continued on page 392) 
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Lines Wanted 








DIAMOND man; willing to sell rated 
concerns New York area, on commis- 
sion; highest quality references fur- 
nished. Address “W., 1517,” care J C-K. 





SALESMAN, to represent manufacturer 
selling direct to retail jewelers; 15 
years’ experience in metropolitan area 
and New Jersey; travel by car. Ad- 
dress “G.,'1511,” care J C-K. 





SALESMAN, long experience, open for 
line; wide acquaintance among watch 
importers, jewelry and material job- 
bers; New York and the East. Address 
“E., 1508,” care J C-K. 





PACIFIC Coast representative, calling 
On better grade stores over 20 years: 
have line, desire another: diamonds, 
platinum or 14K goods: best of ref- 
erences. Address ‘“J., 665," care J C-K. 





SALESMAN; extensive following with 
jobbers and chain stores in New York 
City Philadelphia. Baltimore, Wash- 
ington, Pittsburgh and Boston, desires 
connection with jewelry manufacturer. 
Address “B., 1571,” care J C-K. 





PACIFIC Coast salesman, desires stone 
ring line of the better grade: com- 
mission basis; 20 years following: 
best references. Address “G., 666,” 
care J C-K. 





MANUFACTURER’S attention: jobber. 
excellent salesman, liquidating his 
business, will represent manufacturer 
in New York area: best connections. 
Address “C., 1417,” care J C-K. 





— 


PACIFIC Coast representative with 
strong following. jobbing trade. de- 
sires good line on commission basis: 
A-1 references. Address “T., 1329,” 
care J C-K. 








PACIFIC Northwest salesman desires to 
represent silver, watch, diamond. or 
fine jewelry concern, anywhere West: 
excellent references: state full partic- 
ulars. Address “S.. 1328.” care J C-K. 











SALESMAN, with Chicago office and ex- 
cellent following among Middle West 
jobbers and other large outlets, wants 
strong manufacturer’s line. Address 
“Circular 114,” Room, 1415 Heyworth 
Bldg... Chicago 2. 








GOOD man, with fine car, wants to work 
West Coast with attractive mounting 
and stone ring line. from well known 
manufacturers, whose plant is located 
in California, and willing to pav all 
traveling expenses, plus liberal draw- 
ing against commissions. Address “R.., 
1536.” care J C-K. 





| 





Side Lines 








WANTED: salesmen, to carry as side 
line, new brand simulated pearls, to 
retailers. commission 15 percent. Ad- 
dress “B., 1581,’’ care J C-K. 


| 

















SALESMAN, retail trade, side line of 
fine cultured pearl rings; advise 


present lines, Address “S., 1490,” — 


care J O-K. 





SALESMEN wanted by Swiss watch im- 
porter, to carry line popular priced 
watches; all territories open. Address 
“P., 1488,” care J C-K. 





SALESMEN, with established following, 
14K wedding rings, ladies’ and gent’s 
mountings and stone rings, fine plati- 
num rings; on commission. Address 
“N., 1574,” care J C-K. 





SALESMAN wanted, with following 
among finer type jobbers and re- 
tailers, on the Pacific Coast or Mid- 
dle West, to carry fine line of plati- 
num and gold bracelet watch mount- 
ings, Address “R., 1495,’ care J 
C-K. 





SALESMAN, with following among users 
for a gent’s good mounting line priced 
to sell: high commission; old time, 
cooperative manufacturer. Address “H.., 
1519,” care J C-K. 





SALESMEN, all territories, to carry 
single tray of unusual 14K hand 
carved, wide and narrow wedding 





rings. Address “A., 1244,” care 
a C-K. 
SALESMAN, retail trade, for line of 


quality leather watch straps, includ- 
ing new Ziploc strap: all territories, 
Jack Kreuter Co., 516 Fifth Ave., New 
York 18, N. Y. 





SALESMAN, experienced, wanted by 
manufacturer to carry ladies’ and 
gent’s stone rings; priced right for big 
chains; also cheap diamond sets; open 

territories. Address ‘“P., 1452,” care J 





SENSATIONAL novelty, fast seller and 
automatic repeater, for better jewel- 
ers, gift and department stores; ideal- 
ly suited as side line; several terri- 
tories open: give full particulars, ex- 
perience, references; commission only. 
Address “A., 1570,” care J C-K. 





SALESMAN, with following, to carry 
sinvle tray of modern, high style 
14K cuff links and tie holders: lib- 
eral commission; long established, 
well rated manufacturer. Address 
“G., 1518,” care J C-K. 








SALESMEN;: to carry as side line, a 
small, but fast selling, pocket line, 
of diamond set wedding rings to re- 
tail, installment and department 
stores: commission. Address “W.., 
1217” care J C-K. 

SALESMEN wanted, with following 


among wholesalers, in New York and 
Middle West, to sell outstanding line 
of ladies’ fancy rings and bridal sets 
for established manufacturer: com- 
mission basis; state full details. Ad- 
dress “F., 1510,” care J C-K. 





SALESMEN wanted; New York City 
and surrounding states; also East 
Coast; for high class West Coast 
manufacturers of gold and platinum 
watch attachments; must have fol- 
lowing and experience with better 
retail and department stores; please 
state experience and full particu- 
lars; commission basis. Address “H., 
1512,”’ care J C-K. 














ee 








SALESMEN wanted; manufac 
exclusive watch bands, pt rd of 
wholesalers, seeks experienced” to 
with following; One for Chieag men 
Midwest, the other for the P —_ 
Coast; commission basis; give full 
ticulars in first letter. Address par. 
1499,” care J C-K. W,, 





ee, 


aa 
SALESMEN; nationally known con 
cern offers profitable complete sig, 
lines of popular priced diamond 
rings and engraved wed rings 
to men with established retai} {0}. 
lowing; some territories sti]) open: 
your inquiries treated with utmog 
confidence; give full particulars in 
first letter; our salesmen know o 
this ad. Address “G., 1372,” carn 
J C-K, 








SALESMEN; resident men to represent 
manufacturer of exclusively designeg 
line of antique reproductions; 14K 
gold and sterling silver earrings ang 
brooches; one. for Chicago territory: 
one, for Southern and Southeasterp 
states; one. for New Bngland states: 
goes to better jewelers and better de. 
partment stores; 10 percent commis. 
sion; give complete information, refer. 
ences, Address “Y., 1540,” care J C-K 








SALESMEN wanted by manufacturer of 
unusual line of sterling silver table 
and smokers’ accessories, nationally 


advertised and accepted by leading 
jewelers and department . stores 
throughout the country; must have 


established following; good territories 
available: commission basis. Address 
“N.,, 1253," care J C-K. 








COMPLETE manufacturer’s line of 
Pacific Silver cloth bags. rolls, 
chests, and wraps; a Pacific Mills 
extensive national advertising pro- 
gram, has created tremendous de- 
mand for these products in all] re- 
tail outlets; if you are active and 
energetic, this is your opportunity 
to get exclusive territory for this 
fast growing line: all territories 
open except New England. Address 
“N., 1528," care J C-K. 





MANUFACTURER, desires representa- 
tive and experienced salesmen, with 4 
following in the Southern states, of 
retailers and other outlets, to carry 
and sell as side line, gent’s and ladies’ 
stone rings. mountings. diamond rings 
and diamond set wedding rings; on 
commission: please write full details 
first letter. Address “V., 1216,” care 
J 





REPRESENTATIVES wanted by manu- 
facturer of unusual metal accessories; 
miniature compacts, cigarette cases, 
picture frames, etc.; a line out of the 
ordinary: must have following depart- 
ment stores, jewelry and gift shops; 
excellent side line; high commission; 
give references and exact territory 
first letter: choice territories open. 
Norman Mfe. Co., 160 Fifth Ave., New 
York 10, N. Y. 


EAE ERNE RRS RSS 


Help Wanted 











———$ 








WANTED; jeweler for all around trade 
shop: experienced. Apply “N., 1487, 
care J C-K. 








WANTED; general traveling salesmen. 
Henry Paulson & Co., 131 S. Wabash 
Ave., Chicago 3, IIl. 
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WANTED, two A-1 watchmakers; per- 





tage basis only. Address “T., 
comyreare J C-K. 
ee 
ANTHD, A-1 jeweler, who can repair 
Oe at stones. Address “V., 1461,” 
eare J C- 





__ 


WANTED; first class watchmaker and 
jewelry repairman; permanent po- 
sition; omly first class man apply, 
with recommendations first letter. 
R. L. Lackner, Brownsville, Texas. 








Goo ortunity for experienced watch 

eral man; large northwestern city; 
state qualifications and references. 
Address “R.., 1439,” care J C-K. 





w—————E———E~ 


WANTED; all around jeweler-engraver; 
give references and salary expected 
to, Chas. F. Damm Co., Inc., 703 Main 


St., Buffalo, N. Y. 








WANTED; engraver for exclusive store 
in Boston; experienced on silver let- 
tering; good wages; steady employ- 
ment. Address “F., 1467,” care J C-K. 





WANTED; first class watchmaker, as 
instructor; must be well qualified; 
ideal working conditions; highest sal- 
ary. Address “B., 1428,” care J C-K. 





—--—— 


SALESMAN, with experience; 14K gold 
jewelry; competitive, successful line; 
give full particulars. Address “W., 
1458,” care J C-K. 





WANTED, expert platinum worker 
and diamond setter; permanent job; 
references, Salas & Co., Inc., 41316 
Fannin St., Houston, Texas. 





POSITION for a licensed ophthalmic 
dispenser and jewelry store worker; 
Westchester County. Address “F.,, 
452,” care J C-K. 





JEWELER, all around, on repairing for 
small trade shop; top wages, with 
bonus, to right man. Write, Ferber, 
200% W. Second St., Wilmington. Del. 





REPRESENTATIVE wanted for Chicago 
and Mid-western area, for popular, na- 
tionally advertised line of watch at- 
tachments; following essential. Ad- 
dress “D., 1431,” care J C-K. 





FIRST class watchmaker wanted: pre- 
fer one who can do plain engraving, to 
fill permanent position in leading jew- 
elry store: small city New York state. 
Address “N., 1448,” care J C-K. 





WATCHMAKER for permanent position; 
must be competent and reliable; splen- 
did working conditions: good salary; 
give qualifications in first letter; con- 
ge) Rost Jewelry Co., Indianap- 
olis, Ind. 


a —— 





JEWELER and stone setter, who must 
be able to take charge of a trade 
shop employing eight people; must 
be a first class stone setter; wonder- 
ful opportunity for right man; give 
experience, reference and salary de- 
ag Address “P., 1535,"" care J 























FINE platinum diamond jewelry sales- 
man, with definite following, experi- 
enced; travel, with non-conflicting side 
line permitted; state full details, in 
confidence. Address “D., 1347,” care J 





SALESMAN; young, single; call on man- 
ufacturing jewelers Providence, near- 
by territory; work under Providence 
sales office; factories Chicago; old, well 
established manufacturer; moderate 
Salary to start. Address “K., 1446,” 
care J C-K. 





WATCHMAKERS; high grade store, 
40 years same family management, 
requires additional help in depart- 
ment; will consider experienced 
man for either front desk or at 
bench, and, or one with limited ex- 
perience, who desires advance train- 
ing, under skilled watchmakers, M. 
Meyer, Marion, Ind. 





FOREMAN, for high school ring manu- 
facturing; should be either expert jew- 
eler, stone setter, polisher, toolmaker 
or die cutter and experienced in other 
phases of manufacturing; excellent op- 
portunity; completely equipped, well 
established shop in large Eastern city; 
bie 4 fully. Address “E., 1549,” care 





EXCELLENT territory open with this 
well regarded, long established, ag- 
gressive ring and mounting factory; 
splendid future for capable, reliable 
salesman, Goodman & Co., 42 W. 
Washington St., Indianapolis 4, Ind. 





JEWELER to do diamond selling, re- 
modeling and jewelry repairing; good 
working conditions; position perma- 
nent; state ability, experience, and par- 
ticulars in first letter: correspondence 
strictly confidential. Adam H. Bolen- 
der, P. O. Box 214, Rockford, Ill. 





WANTED, watchmaker, one under 35, 
with from two to five years experi- 
ence; permanent position: air-condi- 
tioned work shop. in large Southern 
city: one of South’s leading jewelry 
concerns; state age, experience and 
salary expected in first letter. Address 
“G.. 1433,” care J C-K. 





GOLDSMITH, diamond setter, combi- 
nation man; sober, experienced, for 
permanent position; modern, air 
conditioned shop of old established 
jewelry firm. H. Post & Sons, De- 
catur, Tl. 





DIAMOND and watch salesman for fine 
retail store in Connecticut; must have 
knowledge of special order work, etc.; 
fine personality essential; excellent po- 
sition for man with experience and 
ability; good future: state age and 
salary expected: confidential. Address 
“J., 1438," care J C-K. 





WATCHMAKER, experienced, depend- 
able, quick worker; sober; preferably 
unmarried; permanent position: com- 
mission basis; to take charge of repair 
department, railway inspection: pref- 
erably small jewelry repairs, Charles- 
<2. S. C. Address “E., 1465,” care J 














OPTOMETRIST, for Grand Rapids, 
Michigan; must be licensed, reliable 
man; excellent opportunity for right 
party; . Address “Circu- 
lar 113.” Room 1415, Heyworth 
Bldg., Ohicago 2. 





SALESMAN to represent New England 
manufacturer of sterling and plated 
hollowware; territory open in Florida, 
Mississippi, Alabama, Louisiana, Ar- 
kansas and parts of Oklahoma, Kansas 
and Missouri; only men with experi- 
ence need apply. Address “V., 1456,” 
care J C-K. 





SALESMAN; call on retail jewelers 


and department stores in New Eng- 
land, to carry manufacturer's line 
of fine sterling cigarette cases, cigar- 
ette boxes, sterling baby items, and 
other staples in sterling and gold 
filled, as a side line on commission 
basis; send complete details. Ad- 
dress “S., 1537,’’ care J C-K. 





SALESMAN wanted, for either New Eng- 
land or Pennsylvania, New York, New 
Jersey, to handle highly styled sterl- 
ing hand set jewelry; firm well estab- 
ished among better jewelers and 
specialty shops; commission basis; 
non-conflicting line permitted; confi- 
dential. Address “R., 1575,” care J C-K. 





WATCH salesman, experienced, with fol- 
lowing among chain stores, to sell 
popularly priced Swiss watches as a 
regular line or side ine: opportunity 
for the right man: leading manufac- 
turer able to deliver quantities; state 
qualifications, experience, etc.. com- 
mission; replies strictly confidential. 
Address “T., 1538,” care J C-K. 





WATCH salesman, midwestern terri- 
tory covering Indiana. Southern [- 
linois, Iowa, Kansas, Nebraska and 
Missouri, to call on key jewelers, 
with our old established, nationally 
advertised Gotham watch line; write 
in strict confidence giving all perti- 
nent details. Ollendorff Watch Oo., 
Inc., 20 W. 47th St., New York, N. Y. 





SALESMAN wanted bv large jewelry 
manufacturer established more than 
25 years: must have following: valu- 
able territories now open; real oppor- 
tunitv for top-notch man: write stat- 
ing full details in first letter. Ad- 
dress “R., 834,” care J C-K. 





WATCH and jewelry salesman, travel- 
ing by car, to represent nationally 
known firm with complete line of 
popular priced watches and jew- 
elry: must have retail jewelers and 
department store following in well 
established Southern territory. Ad- 
dress “B., 595,”" care J O-K. 





MANAGER for credit jewelry store; must 
be excellent at selling and have a 
thorough knowledge of promotion and 
merchandising: metropolitan: perma- 
nent; salary, plus bonus arrangements. 
Address “J., 1472," care J C-K. 





JEWELRY die cutter and chaser, to take 
charge of this denvartment; thoroughly 
experienced in this line: a wonderful 
opportunity for a capable man and 
= salary. Address “T., 1483,” care 





(Continued on page 394) 
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WATCHMAKER-engraver, capable of 
doing minor jewelry repairs; sober, 
exp-rienced; for posi‘ion in estab- 
lished central New York State jew- 
elry store; state age, experience, 
references, salary desired in first 
letter. Address “A., 1502,’ care 
J C-K. 





JEWELER, on platinum and gold work, 
capable of working from designs; $2 
per hour and bonus; fine city in which 
to live; give information in detail in 
9 letter. Address “J., 1481,” care J 





SALESMEN wanted, with established fol- 
lowing. covering territories west of 
Chicago, Oklahoma, Texas and nearby 
states: please give full details. Spear 
— ‘ee 1 Sabin St., Providence, 





WATCHMAKER, experienced; perma- 
nent position; pleasant working condi- 
tions; excellent salary: call. write or 
wire, Lee H. Hillman, Inc., 612 Wabash 
Ave... Terre Haute, Ind. Telephone, 
Crawford 4981. 





WATCH salesman, Pacific coast, to call 
on key jewelers with our old estab- 
lished, nationally advertised Goth- 
am watch line; write in strict con- 
fidence, giving all pertinent details. 
Ollendorff Watch Co., Inc., 20 W. 
47th St., New York, N. Y. 





OPEN territories in Iowa. Nebraska, 
| North. South Dakotas, Michigan, Kan- 
sas. Oklahoma, Minnesota, and Miss- 
ouri, for experienced salesmen: draw- 
ing account against commissions. Ad- 
dress “K., 1522,” care J C-K. 





JEWELER, good mechanic, on platinum 
and gold, not a pressure cast artist; 
one who has had experience in mak- 
ing nrices and capable of supervising; 
only A-1 man in every respect will be 
considered: write in detail. Address 
*“V., 1482,” care J C-K. 





ASSISTANT manager and diamond sales- 
man, for long established retail firm 
catering to fine clientele, in large Con- 
necticut city: must be thoroughly ex- 
perienced: state full particulars and 
salary exnected: replies confidential. 
Address “H., 1437,” care J C-K. 






























WATCHMAKER; position permanent; 
good working conditions: state ex- 
erience, ability and particulars in first 
etter: strictly confidential. Adam H. 
Bolender, P. O. Box 214, Rockford, III. 

















WELL known manufacturer of high 
grade 10K and 14K rings for men 
and women, and women’s jewelry, 
requires salesman to sell better class 
retail jewelers in the South; give 
full na’ ticulars, age. experience. etc. 
in first letter. Address “S., 1577," 
care J O-K. 















WANTED: men to travel for wholesale 


house, working on commission basis; 
must have car; income good if you 
have ability. Apply to, Oliver A. Jen- 
kins, President, Jenkins & Sons, Inc., 
Lynch Blidg., Jacksonville, Fla. 





COMBINATION jewelry repair man and 


diamond setter; permanent position, 
pleasant working conditions and ex- 
cellent salary; call, write or wire, Lee 
Hillman, Inc., 612 Wabash Ave., Terre 
Haute, Ind. Telephone C-4981. 





SALESMAN, with good retail store 


following, to take over established 
line of diamond rings, stone set rings 
and engraved wedding rings, in 
Pennsylvania, Ohio and Michigan; 
no objection to other non-conflicting 
line. Address “‘L., 1476,’’ care J C-™. 





WANT first class diamond setter in larg- 


est trade shop in Spokane, Wash.; will 
pav good man $100 weekly: give full 
particulars first letter. Write direct 
to. Del Carter Jewelry Mfeg. Co., 303 
Sherwood Bldg., Spokane, Wash. 





SALESMEN, with established following 


among retail jewelers, to carry a side 
line of advertising displays that are 
the best on the market; excellent earn- 
ings: all territories open. Address JK 
715, 113 W. 42nd St., New York 18. 





JEWELER, voung man, age about 30, 


good mechanic, who is capable of 
working on platinum and gold, to take 
charge of a manufacturing jewelry 
shop of about 10 men; a wonderful 
opportunitv and a future for a young, 
married man who wants to advance 
himself: when answering write in de- 
tail. Address “Z., 1484,” care J C-K. 





JEWELER. practical: we have a posi- 


tion: employing about 15 people, ready 
to exnand: we manufacture a general 
line of jewelry from dies and castings 
in platinum and gold: fine city and 
pleasant place to work, with a wonder- 
ful future for a married man: give, in 
yeur first letter. full experience. in 
detail. Address ‘“T., 1513,” care J C-K. 





MODERN watchmaking; learn watch- 


making the better wav: save time; 
complete courses in jewelry mak- 
ing. diamond setting. engraving; 
write for catalog. Karsas C'ty 
School of Watch: cking, 617 Wyan- 
dotte, Dept. C., Kansas City 6, Mo. 





SALESMAN. with better retail store fol- 


lowing. in Middle West. manufac- 
turer’s comnlete line of dtamond, 
platinum and gold iewelrv: old est®%b- 
lished concern: excellent onportunitv; 
write details: covrfidential. Address 
“B., 1250," care J C-K. 








SALESMAN, for the Middle West, with 


follow'ne amongst retail jewelers, 
wanted by manufacturer of a suc- 
cessful and complete better line of 
diamond jewelry. some of which is 
shown on another pace this issve of 
the Jewelers Circular; Incrative 
earrines assured to the right man; 
all replies treated confitential, Sefd- 
man & Co., 31 W. 47th St., New 
York City. 


WATCHMAKERS; we have 





openings for good mechanics in yeral 


ing department stores j lead. 
States where we have watch -overal 
concessions; permanent jobs ang pair 





working conditions. People’s w 

Repair Co., 120 Su atch 

Ohio. mmit St. Toledo 
$$ 


MANUFACTURER of silver Plated hol. 


lowware, requires a few more gg} 

men calling on retail jewelers vite 
shops and department stores; exp t 
ence in the line not necessary: — 
with cars residing in the territory a 
ferred; only one or two samples ¢ : 
ried; line is completely photographed, 
no objection to side lines; 12 percep; 
commission basis; complete Beinn 
range and items all in demand: state 
ee Address ‘“O., 1449,” Care J 





———_____ 


DESIGNER and sample maker for jg. 


dies’ jewelry; permanent position With 
substantial salary offered to the right 
man by a reputable manufacturin 
jewelry company; estabiished over 5) 
years and located in Massachusetts: 
must be capable of designing and pro. 
ducing samples of items to retail] from 
25c to $1; please give detailed informa. 
tion in letter of application regarg. 
ing age, background. and experience: 
all replies will be held in strictes 
compete. Address “Y., 1459,” care j 








WATCHMAKER and engraver wanted, 


by largest jewelry store, city in cen. 
tral New York State; must be fast, 
accurate worker, able to produce; 
store has two watchmakers and one 
jeweler; can make arrangements to 
pay either on percentage basis or 
straight salary; Only those inter. 
ested in permanent employment 
need apply. Address “D., 1398," 
care J C-K. 





—— 


WANTED; first class watchmaker, with 


at least eight years’ experience on 
railroad watches, able to rate on 
‘‘Watchmaster’’; must have good ha- 
bits, pleasant personality and neat ap- 
pearance; position permanent to cap- 
able man, with old established watch 
inspector located in the Southeast, city 
of over 60.000; percentage; if you can't 
make $150 minimum a week you are 
not good enoug’ for position; send 
references. Address “J., 1520,” care J 





SALES representative, with estab- 


lished following among wholesalers 
and jobbers, to handle manufactur: 
ers well advertised and outstanding 
line of men’s and ladies’ gold filled 
watch attachments; territory: North 
Carolina, South Carolina, Tennes- 
see, Georgia. A'abama. Florida, 
Mississippi. Louisiana. Texas. €x- 
clusive of El Paso, Arkansas, Okla- 
homa; may carry non-conflicting 
lines: generous commission; reply 
in full detail to “W., 1493," care J 
C-K, 








JEWELER, experienced, combination 


repairman and setter; excellent, per- 
manent proposition offered by old 
established Baltimore, Maryland, re- 
tail store: write giving complete de- 
tails. Address “D., 1155,” care J C-K. 











YOUNG man, with minimum five years 


retail selling and buying fine china, 
earthenware, crystal and art goods in 
South or Southwest, to manage china, 
crystal and art goods department in 
one of the largest and finest jewelry 
stores in America. Address “F., 1312, 
care J C-K. 
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experienced watch sales- 

men i ceeusone well established 
watch concern with a complete up- 
to-date medium priced Swiss watch 
line; South and Midwest territories 
open; important: only men with a 
ood retail store following may ap- 

ply; good opportunity for right 
men; no objections to non-confi ct- 
ing side lines. Address “W., 472,” 


care J C-K. 
a 


x IN wanted, by old established 

SALES carry high class line of gold 
and platinum wedding rings; liberal 
commission; exclusive territories in 
South. Coast and Middle West, selling 
principally to better class retail jew- 
elry stores; no objection to non-con- 
flicting side line; give full particulars. 
Address “E., 1311,” care J C-K. 


ee 


EIN Bros., 5 S. Wabash Ave., 
fy Ill., Los Angeles office, 220 
w. Fifth St.; salesmen wanted with 
established following among retail 
jewelers and department stores, to 
represent outstanding watch material 
and supply house in business for 23 
years; complete lines of watches, dia- 
monds, solid gold rings, clocks, tools, 
better jewelry. J-B bracelets; distrib- 
utors of watch cases and other na- 
tionally advertised merchandise; ex- 
cellent opportunity for the right man; 
open territories Midwest, West, South 
and Central States. 








EE LL LD, 


For Sale 


Stores, Stocks and Businesses 











ONLY jewelry store center or town, 
serving four additional small sur- 
rounding towns; all repairs one man 
ean handle; building $5000; stock at 
inventory. Heydt, Boston, 
Georgia. 





OLD established jewelry store, in fast 
growing western Kansas town; best 
location: good lease; ill health reason 
for selling: prefer reliable credit jew- 
eler. Address “H., 1470,” care J C-K. 





ONLY jewelry store in fast growing 
southern California town; retiring; 
A-1 reputation; more work than one 
man can do; write for particulars; 
same location 15 years. Address “L., 
1442,” care J C-K. 





JEWELRY store in New Kensington, 
Pa.: good location; low rent; new fix- 
tures; four rooms and bath apartment 
above store; price $4,000: ill health 
reason for selling. Write, Irwin’s Jew- 
elers, 1019 Fourth Ave. 





MODERN up-to-date jewelry store. for 
sale. in the heart of the Middle West; 
doing good cash and credit business; 
all nationally advertised merchandise; 
inventory $86000; must sell due to 
health. Address “D., 1507," care J C-K. 





ESTABLISHED watch repair business in 
barber shop, excellent downtown 
Brooklyn neighborhood, high grade, 
steady clientele; exceptional sales pos- 
sibilities; reasonable. Address, Grim- 
berg, 142 Henry St., Brooklyn 2, N. Y. 





FOR SALE; modern jewelry store, mid- 
dle New York State; estahlished 50 
years; excellent reputation; complete, 
with fixtures, two safes, benches, tools, 
four modern wall cases, three counter 
cases; low rent; central location; 
large drawing area: other business, 
reason for selling. Address “C. I. 1534,” 
care J C-K., 





TEN year established auction gallery, 
in one of the best resorts on Jersey 
Coast; have fol.owing of best trade 
that comes to this resort, we carry 
only the finest merchandise and en- 
joy an enviable reputation; reason- 
able rent; apartment in back of 
store; fine location, enjoying a good 
business; will sell with or without 
stock; reason for selling, due to ad- 
vanced age, retiring from business. 
Address “*C., 1572,’ care J C-K, 





ESTABLISHED jewelry store, since 
1930; stock, fixtures, and equipment, 
$8,000; watch repairs will net $8,000 a 
year; reason for selling, owner has 
double amputation and has opportuni- 
ty to purchase artificial limb concern. 
Write, Westminster Time Shop, 4109 
W. Olympir Los Angeles, Calif. 





CREDIT jewelry store in Florida; mod- 
ern fixtures; clean stock; only name 
watches and merchandise sold; watch- 
maker employed; $15,000 cash for in- 
ventory. fixtures and accounts receiv- 
able. Address “M., 1447,” care J C-K. 





SOUTHERN _ store, _ terrific location, 
Charleston, S. modern, recently 
built; owner ill, forced to retire; owns 
building; will cooperate on lease and 
fixtures, etc.; dollar for dollar only 
for salable stock. Contact, Jack 
Landau, Suite 1591-5 Congress Bldg., 
82-2872, Miami, Fla, 





CREDIT jeweler and watch repair shop, 
enjoying excellent reputation, in 
Pennsylvania. 150 miles from New 
York; Watchmaster; good location; 
reasonable rent: lease; excellent op- 
portunity for right person; about $10,- 
009 will handle it; population 22,000. 
Address “F., 1434,” care J C-K. 





BEAUTIFUL modern jewelry _ store, 
100% location, major prosperous Ohio 
city over 300,000; prewar lease; air- 
conditioning: first time Offered; in- 
ventory, credit accounts, latest equip- 
ment; complete, $65,000; il! health 
reason for selling. Address “B., 1245,” 
care J C-K. 





PROGRESSIVE. high class jewelry store 
in city of 120,000 population, State of 
Indiana, 100 miles from Chicago: estab- 
lished for 56 years, eontinuouslv, 
showing consistent profits; $40.000 
net inventory; clean stock; low over- 
head: suitable lease; A-1 location; 
good volume of business with unusual- 
ly attractive opportunities: not a cred- 
a Fes Address “M., 1319,” care J 





JEWELRY store, established 1921, new 
front and new fixtures two years old, 
top location, city of 120.900 in southern 
California: stock and fixtures $65 000; 
will sacrifice: doing excellent volume: 
can be bought for Xmas business; all 
nationallv advertised watch and sil- 
verware lines; owner has other inter- 
ests. Address ‘M., 1383,” care J C-K. 





For Sale 


Tools, Equipment 








NEW Century engraving machine. Ad- 
dress “A., 1582,” care J C-K. 





USED tools, benches, lathes, cleaning 
machines, stakine tools, ete. R. P. 
eo W. Fifth St., Los Angeles 
13, Calif. 





LIGHTING, fluorescent and incandes- 
cent patented diamond cluster re- 
flectors, great brilliancy and true 
daylight color, economical, Pitts- 
burgh Lighting Equipment Co., P. 
O. Box 801, Battle Creek, Michigan. 





FOR SALE; eight, eight foot wali cases; 
five, eight foot show cases; four, six 
foot show cases; all in mahogany. 
Tipton Jewelry, Shawnee, Okla. 





ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for cata'og; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit en- 
velopes with call checks; printed sup- 
plies of every description. Write for 
samples. Dauer Printing Company, 
Manufacturers. Printing. Engravers, 
31 East 22nd St., New York 10, N. Y. 
Algonquin 4-2174. We ship open ac- 
count, parcel post or express to any 
part of the United States. 





Business Opportunities 








EVERY EFFORT is made by The Ewes 
Circular-Keystone to keep its advertising 
columns clean. Advertisers under Busi- 
ness Opportunities, etc., must furnish trade 
references. Announcements must pass the 
strict censorship requirements of The Jew- 
elers’ Circular-Keystone. 





WANT to buy, well estab’ished jewelry 
store with $20,000 to $60,000 stock 
advertised lines; desire location in 
Western State. Address “M., 1477,” 
care J C-K. © 





WATCHMAKER wants jewelry store, 
living quarters; small stock; low ren- 
a East. Address “P., 1576,” care J 





MICHIGAN watchmaker; $5509 buys 
a moneymaker; nets $159 weekly; 
low overhead; good retail volume; 
retiring January 1; it’s your turn 
to be independent; replies confiden- 
tial. Address “B., 1505,”’ care J C-K. 





JEWELRY stere wanted; must be well 
established, with good franchises, 
reputation and repair following; pre- 
fer Midwestern Ohio; sincerely inter- 
ested in furthering your established 
reputation. Address “K., 1473,” care 





GORDON BROTHERS cash buyers of 
complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 33. 





WANTED; reliable, aggressive promo- 
tion-minded party to lease established 
jewelry department in large furniture 
store on percentage basis: located 
within 60 miles of New York City. Ad- 
dress “T., 1491,” care J C-K. 


(Continued on page 396) 
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(Continued from page 395) 





COLMES BROS., cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 





JEWELRY store-lease, 20 years estab- 


lished top location, center business 
district, city 75,000 population; 20’ x 
80’ and 20’ mezzanine; available Octo- 
ber 1, 1948: in the Central Tower 
Bldg., 1424 Fourth St., Santa Monica, 
Calif. Telephone S. M. 5-2475. 





AUCTIONEER, 12 successful sales 
conducted in 1947; firm names fur- 
nished on request; ‘all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. 





WANTED to buy, established jewelry 


store in town of 8.000 population or 
larger; will pay cash; all information 
confidential. Walter MacDonald, 117 
S. Anderson St., Elwood, Ind. 





JEWELRY store wanted; only inter- 
ested in old established store with 
good reputation; must have good 
watch and silver lines; cash deal; 
reply held in strictest confidence; 
please give full information in first 
letter. Address “L., 1543,” care J 
O-K. 





AUCTION with profits: auction sales 
conducted anywhere in the country; 
the finest bank and jewelers’ refer- 
ences furnished; stocks bought. Her- 
man Schwadron, 11 Midwood St., 
Brooklyn, N. Y 





SELLING 


your stock; we are cash 
of complete, partial, or 
surplus stocks of retail jewelry 
stores; our representatives’ will 
come to you; call or wire collect. 
David Freedman, 110 Brainerd 
Road, Allston, Mass. LOngwood 
6.8479. 


buyers 








SAMUEL GANSBERG will buy your sur- 


plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the 
highest character. Write, 15-17 Maiden 
et New York. Telephone, Rector 














WANT to sell out; we will conduct 
flat sale or auction, or buy your en- 
tire stock and fixtures for cash; have 
more than 500 letters on file from 
jewelers endorsing our methods of 
operation; highest bank and trade 
references; for immediate action, 
write, wire, telephone. Earl Wilson 
of Wilson Sales System, 4214 Madi- 
sen Ave.. New York. Telephones 
PLaza 8-2110-2111. 








| 








AUCTIONS successfully and ethically 


conducted anywhere in the coun- 
try; 12 successful sales in 1947. 
Write or wire, Maynard Levy, 5200 
Blackstone Ave., Chicago 15. 





AUCTIONEER V. C. Kelly; know your 


auctioneer by his past performance; 
nine successful sales in the past 
year; just closed, highly successful 
sale for Seidensticker, Jeweler, 
Hamilton, Ohio; sold over $100,000 
for Brackins Jewelry, Pensacola, 


« Florida; 20 years experience; best 


references. Wire or write, V. CO. 
Kelly, 1631 Coventry Rd., Dayton, 
Ohio, Formerly Chicago, Il. 


——__—=s 





ARE you going out of business; I can 


guarantee you the cost of your mer- 
chandise with my personally con- 
ducted auction sale; no sale too 
large or too small; I will also pay 
cash for your entire store with or 
without fixtures; write for my 
proposition; all correspondence con- 
fidential; best of references 
throughout past 30 years. Harry 
Weisz, successor to Herman Nathan, 
59 E. Madison St., Chicago, Tl. 
Dearborn 1684. 





AUCTIONEERS with 30 years of leader- 


ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben Tipp, 
Seattle; Bunde & Upmeyer, Milwau- 
kee; Pfeifer Bros., Little Rock; Hal- 
tom’s, Ft. Worth; two group auctions 
for St. Louis’ leading jewelers: 10 auc- 
tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
J. Faussett, Howell, Mich. 





MR. JEWELER, if you want to retire 


from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you how it can 
be done, with one of my dignified 
auctions; I guarantee that there 
will be no loss and that your pres- 
tige will even be enhanced in your 
community; or if you want to Sell 
your stock outright, I will buy it at 
the highest price; write or wire for 
details; all correspondence strictly 
confidential; bank and trade refer- 
ences on request, M, C, Maxwell, 
1429 Boardwalk, Atlantic City, N. J. 





WOULD you like to retire from busi- 


ness; if you were given a respon- 
sib'e guarantee that your stock, ac- 
counts and fixtures would be sold 
for more than the wholesale cost; 
our service will secure a cash buyer 
for your store as it stands today as 
a going concern; your good-will 
and lease will sell for cash the same 
as your stock; we are not stock 
buyers, but one of the oldest exclu- 
sive jewelry brokers in business; 
unquestioned bank references, also 
references from clients who have 
used our services recently; no store 
too large or too small to use this 
service; write for competent ap- 
praisals and complete details with- 
out obligation. McRae & Shaw, 168 
N. Michigan Ave., Federal Life In- 
surance Bldg., Chicago, Tl. 

















OLD established firm in Lo 
Cal., manufacturing school. angeles, 
ternity emblems, medals ang i 
jewelry, equipped for defenge wan 
if necessary, with establisheq = 
tional market throughout the y 4 
and territories, is open for expe . 
enced person with sales and execut : 
ability who can invest from $50,000 
to $100,000, to replace one of prince) 
pals who must retire for reasons 9; 
health; knowledge of business ig pref 
erable to full amount of cash. Aq. 
dress “P., 1076,” care J C-K. °°” 


ps 
Wanted to Purchase 


ee 
i 


THREE, wall cases, No. 569622 Swart. 
child catalogue, page 585. Tiffany Jew. 
elry Store, Xenia, Ohio. 














ata 


CASH for used watchmakers’ and jewel. 
ers’ tools, lathes, cleaning machines 
staking tools, etc. R. P. Gallien, 299 
W. Fifth St., Los Angeles 18, Calif. 








ya TS 


WATCH movements wanted; highest 
prices paid for old watch movements: 
ship us any amount and we will send 
check for same; will hold your ship. 
ment intact for seven days; if check 
not satisfactory return same and mer. 
chandise will be returned; references: 
Dun & Bradstreet, Jewelers Board of 
Trade. National Bank of Commerce, 
Memphis. Send to; M. Weinman, 18? 
S. Main St., Memphis, Tenn. 








MANUFACTURER'S representative 
wishes to purchase, from clock 
manufacturer, a large stock of alarm 
clocks, cheap pocket watches, cheap 
wrist watches, to be imprinted with 
trade name; must have some assur- 
ance of ability to produce additional 
quantities when necessary; refer- 
ences exchanged. Address “E,, 
1432,”’ care J C-K. 





HIGHEST prices for old watch move- 
ments. 0 to 18 size preferred; check 
mailed immediately; estimate subject 
to your approval. Chicago School of 
Watchmaking, 1698 N. Milwaukee 
Ave., Chicago 47, IIl. 








Watch Work, etc., for 
the Trade 








WATCH repairing for the trade, price 
list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa. 








QUICK, reliable watch repairing for the 
trade: cleaning $1.50, staff $1.50; write 
for low cost price list, or send trial 
package. Slees, Johnson Bldg., Bridge- 
port, Conn. 


EE 








WATCH repairing for the trade; price 
list upon request; quality work. 
Triangle Watch Repair, 424 Samp- 
liner Bldg., 5713 Euclid Ave., Cleve- 
land 8, Ohio. 


ee 
a —— 


DAVID MIGDAL and Co., 109B Summer 
St., Boston, Mass.; expert and guaran- 
teed watch repairing: prompt service; 
reasonable prices; mail orders invited; 
chronographs our specialty; price list 
on request. 
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HARO ,REEDMAN, specializing in 

te phs and wrist watches; 

reliable service; references 

and price list upon request. 1941- 
e0th St., Brooklyn 4, N. Y. 





a 


atch Repair Service, has open- 

TIRICO WY several new accounts, due to 
expansien ; 20 years’ experience is 
your guarantee of satisfaction. 2877 
Roberts Ave., Box 61, New York City. 


ee 
ALANCE staffs to watch, $2; order and 

eee staff and/or mainspring, $4; 
uaranteed; mail orders and estimates 
solicited. Howard Simon, Box 116-C, 
Central Islip, L. lL. N. Y. 











WATCH repairing for the trade; 
quick service guaranteed; years of 
experience; reasonable prices; write 
for further information. Elgin 
Watch Repair Shop, 108 E. High- 
land Ave., Elgin, Ml. 








I specialize in repairing chronographs, 
repeaters and fine watches, make any 
part for any kind of a watch; over 
30 years’ experience; best references. 
G. Bjornsson, 55 E. Washington S&t., 


Chicago 2, Ill. 








COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s 
service. Felder’s, 1173 52nd St., Brook- 
lyn 19, N. Y. Gedney 6-5300. 








—_—— 


EXCEPTIONALLY fine watch repair- 
ing by our staff of competent watch- 
makers; moderate prices; qual- 
ity, efficiency, dependability. Harr 
Watch Repair Co., 2 E. 45th St., 
New York. 








BOSTON, Mass.; reliable watch repair- 
ing for the trade; timed on Western 
Electric Watchmaster; five-day serv- 
ice; prices and references upon re- 
quest. Lucerne Watch Repair Co., 333 
Washington St., Room 321. 





WATCH repairing; quick dependable 
service; electrically timed; estimate 
before repairing, if requested; write 
for prices. Diamond Jewelry Co., 
207 O’Gwynn Blidg., Mobile, Ala. 
Materials and watch repairing since 
1929. 








CAREFUL, honest watch repairing for 
the trade, moderate prices; out of 
town orders attended to promptly. 
I. Kunnel, 2 W. 47th St., New York 
City. Phone BRyant 9-5065. 





WATCH and jewelry repairing, beads 
restrung; watch case repairing; 24 
hour crystal service; all watches 
timed by electronics; cases cleaned 
and polished; jewelry work finished 
like new; since 1919 a dependable 
place for satisfactory work; full in- 
surance coverage. Harvey Jewelry 
Co., 205 Oleveland Ave., N. W., 
Canton, Ohio. 


—— 





HIGH grade watch repairing for the 
trade; moderate prices; work guaran- 
teed; out-of-town accounts solicited; 
established since 1913. B. Marinoff, 170 
Broadway, New York 7. Rector 2-1586. 


TO graduates of watchmaking schools 
or junior watchmakers; I will fix bad 
escapements, bent hairsprings, spoiled 
balances, or do other repair operations 
for you; Mondays and Fridays, 3-5 PM. 
Frederick Lowey, 48 W. 48th St., New 
York City. 








TWENTY-five years of experience in 
fine watch repairing; our staff of 
thoroughly experienced mechanics 
assures you of the finest quality 
craftsmanship; services include re- 
pair on chronographs, vibrate hair- 
springs, and all types of compli- 
cated watch repairing; our Watch- 
master machine assures you ac- 
curate timing; work guaranteed; 
prompt delivery of five to ten days; 
price list upon request. H. Spiel- 
man Co., 9 Maiden Lane, New York 
7, N. Y¥. WOrth 4-3377. 





WATCH repairing for the trade; work 
done in our own shop; personal at- 
tention given to every job; a trial 
shipment will be convincing; will 
gladly furnish references. Albert May- 
——" 3027 N. Racine Ave., Chicago 





EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; all 
watches timed and tested by the lat- 
est Western Electric Watchmaster; 
time charts for each watch will be 
supplied upon request. L. Z. Orin, 2 
Ellwood St., New York 34, N. Y. Lor- 
raine 7-1261. 








RELIABLE and complete repair serv- 
ice is your best advertising; our re- 
pair department in our store can 
service a few more selected and 
steady accounts; mail orders at- 
tended promptly; watch cleaning, 
staff and mainspring, $3.50; chrono- 
graph cleaning, $7,50; selfwinder 
cleaning, $3.00; quality work, guar- 
anteed one year; Watchmaster 
timed; cases buffed, dials cleaned, 
also hairspring vibrating; friction 
jeweling; dial refinishing; crystals; 
jewelry repairs; ring sizing; engrav- 
ing; Holmes protected; insured; 
member Jewelers Board of Trade. 
Kars Jewelers, 218 E. 14th St., New 
York 3. Telephone, GRamercy 3- 
5875. 

















TWENTY-FIVE per cent discount in- 
troductory offer; take advantage of 
this intreductory offer and let us give 
you 25% discount on the first five 
watches you send us; let our 17 years 
experience prove to you that you will 
get watch repairs of the highest qual- 
ity; we are chronograph and repeater 
specialists; each watch is timed and 
tested on our Watchmaster before 
leaving the shop: member of the Jew- 
elers Board of Trade; price list upon 
request; our work is good, we want 
you to know it; send us your trial 
order now. Perfect Watch Repair 
Service, 323 W. 5th St., Room 306, 
Los Angeles 13, Calif. 








Special Order Work and 
Repairs for the Trade 











HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Virtanen, 
45 Park Place, Morristown, N. J. 














REPAIRING and repolishing all types 
of stones, specializing in repolishing 
of old miners; prompt and efficient 
work. Eugene Kass, 142 Rockaway 
Parkway, Brooklyn, N. Y. 





DIAMOND setting; 25 years’ experi- 
ence; established many years; han- 
dle diamonds, baguettes, fancies and 
colored stones in platinum and gold; 
finest workmanship; prompt serv- 
ice; work guaranteed; New York 
and out-of-town; references fur- 
nished. I. Altman & Bro., 48 W. 
48th St., New York City. 





CIGARETTE lighter service; repairs and 
parts for all standard makes; factory 
prices; One week’s service. M. Hirsch, 
307 Stevens Ave., Jersey City, N. J. 





BEADS of all kinds restrung by ex- 
perts for the trade; reasonable prices 
and prompt service; bonded. Rankin’s 
Pearl House, Box 1384, Beaumont, Tex. 





BEADS restrung, all kinds; expert 
work; materials and clasps furnished: 
48-hour service on mail orders: 40c 
postpaid; free estimates. Betty King, 
024 Addison, Chicago 13. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders § accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





BEADS restrung; all style beads re- 
strung, plain or knotted; prompt serv- 
ice; can furnish references. Mrs. 
Helen E. Stump. 202 State St., Shill- 
ington, Pa., near Reading. 





PEARLS restrung either plain or 
knotted; crystal beads on chain; can 
furnish clasps; quick service; careful 
workmanship; reasonable prices. 
oo 55 Eddy St., Providence, 





SILVERPLATING, gold, chromium, 
brass and nickel; jewelers every- 
where, send us written description 
of what you want plated and we 
will submit close estimate, so that 
you may quote your customers. 
Master Silverplaters, 2031 Caniff, 
Detroit 12, Mich. 





PEARLS and beads restrung, clasps 
furnished, seed pearl work; excep- 
tionally fine work, quick and depend- 
able service; 20 years’ experience: 
Holmes protected safe. Gertrud B. 
y ‘iernetata 52 W. 47th St... New York 





MOUNTINGS for cameos, _. brooches, 
pendants, earrings, ete., made to your 
specifications; free estimate; prompt 
service; satisfaction guaranteed. C. 
Merle Dubs, Manufacturing Jeweler, 
231 North St., Harrisburg, Pa. 








Miscellaneous 








JEWELRY, silverware and plastic en- 
graving taught. A. . Hemersbach, 
een 303 Fifth Ave., New York. MU 
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THE JEWELER AND FREE ENTERPRISE 


We, who are privileged to live in this country, are 
the beneficiaries of a way of life that has produced the 
highest standard of living in the world, enjoyed by the 
largest proportion of the population. We inherited this. 


Incredible, as it seems, there are those who would 
destroy this system which in less than two hundred years 
has converted the wilderness of a virgin continent into 
the greatest of all industrial nations. This is the nation 
which in two world wars, within a period of one gen- 
eration, has produced the arms with which the victories 
were won. This same nation is presently feeding much 
of the world and sharing in the rebuilding of Europe. 
while concurrently providing its own citizens with more 
comforts, luxuries and leisure than any people any- 
where have ever before enjoyed. 


It is dificult to comprehend the widespread lack of 
understanding as to why the United States has attained 
its pre-eminent position. We do not have the greatest 
area, the best climate, the most natural resources, the 
most people with the most brains. Certainly when we 
started we did not have ihe most money. But we did have 
three fundamental ideas that attracted millions of im- 
migrants and encouraged the abilities of our people to 
sreat productive efforts. We cannot ignore these funda- 
mentals and must remember them whenever panaceas are 
offered as a solution to our immediate problems. We 
must determine to preserve them if we are to pass on 
to the next generation a great America. They are: 


1. The guarantee to every man that he shall keep the 
fruits of his labors and his savings; that his govern- 
ment will protect his property. 


2. The guarantee to every man that he shall be free 
to choose his occupation—to risk his efforts and his 
capital as he sees fit. 


3. The guarantee to every man of equality in taxation 
—that his share of the burdens of his government 
shall be no greater than his neighbor’s—in propor- 
tion to what he has. 

In recent years we have trifled a bit with these basic 
ideas which are the foundation of the American system 
of democratic free enterprise. We must be alert lest the 
plausible propaganda of politicians leads us to discard 
these ideas. Some very persuasive arguments can be 
made for the objectives of those who believe that what 
a man earns or saves or has should be taken from him 
by his government and spent by its officials. We must 
examine with courage the methods employed in promot- 
ing even the worthy causes, lest we be led still farther 
along the road of planned economy when such goals 
could better be reached by the machinery of our present 
system. Surely come what may—boom or depression— 
peace or war—we must keep such wrong minded folk 
what they are today—a minuscule minority. 


Many things that are today probably a permanent 


400 


Ghee Ja Creclueiins.. 





part of our system are destructive of these concepts of 
equality. For example: the progressive income tay, not 
possible under our Constitution until it was amended 
violates the third of these principles. It is dangerous te 
cause it enables the majority to take from the minority, 

Many war time expedients were in conflict with oy, 
basic ideas. We won the war. It remains to be seep if 
we can win the peace. 


As citizens of the United States, jewelers should he 
the prime exponents of free enterprise. The very nature 
of our wares forces us to be conscious, perhaps more 
than any other trade, of that priceless ingredient—com. 
pany integrity. The consumer of our goods is seldom 
able to judge for himself the value of much of the mer. 
chandise we offer. Ours is a business made up of g 
multiplicity of individual enterprises at all trade levels. 
The most important of these groups, from the standpoint 
of consumer relation, is that one made up of thousands 
of retail stores scattered throughout the country. Each 
of those stores represents the hopes, the work, the risks, 
the achievements, of some individual. It is usually 
headed by someone who has capitalized upon the oppor. 
tunities provided by the American system of free enter. 
prise. Many of those stores are also monuments to the 
cooperation of some wholesaler who has supplied ad- 
vice and counsel, prompt delivery of urgently needed 
soods, the security of dependable reserve stock, and 
probably financial assistance. 

And who, except perhaps the dealers in furs, cos- 
metics, and luggage, knows, as well as the jeweler, the 
penalties of taxes that are not equal. After our experience 
with the unfair penalty of a tax levied as a war expedient 
and extended indefinitely in time of peace because it is 
productive of revenue, what jeweler can fail to agree 
that we must recover what we have lost of our funda- 
mental liberties and protect them to secure for the future 
the opportunities of the past. 

It can be done if all Americans will make main- 
tenance of our system the yardstick with which to meas 
ure all economic and political innovations. We should 
resolutely resist all those which further restrict our in- 
dividual liberties or further jeopardize the equality of 
treatment which should be accorded all citizens and all 
businesses by their government. 


It must be done. The world must not lose the ad- 
vantage and inspiration of the continuing success of a 
Free America. 


President 


National Wholesale Jewelers Association 
Guest Editor 
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HADLEY ANNOUNCES a new top line for new top 
profits — Hadley’s 1/20 12K Gold Filled Men’s 
Jewelry! Impeccably designed for men who want 
something better in quality than ordinary lines afford, 
these new items high light the leading line of Men’s 
Jewelry for 1948. Full selection and price range. 


Sold as always, through authorized Hadley Wholesalers to 
jewelers only. 


COMPANY « PROVIDENCE, RHODE ISLAND 
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